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"I am on urgent business," said the dis- 

tinguished- looking visitor, "do not dare 

to detain me unless you have something 

important to show." "We have," we 

replied, "it's our more than 60 success 

stories -may we lead you to the file?" 

WOR, 1440 BROADWAY, IN NEW YORK 
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WLS in Chicago has intensive 

coverage of the rich Middle 

Western market. WLS proves 

its audience in this area and 
throughout the country by the 

letters they write -definite evi- 

dence that they are listening. 

WLS has received over nine mil- 

lion letters in nine years and is 

well on the way to another year 

and another million: 615,268 
letters in the first five months, 

distributed among the states and 

nations as shown in the mail 

report to the right. 

*These four states -Illinois, Wisconsin, Indi- 
ana and Michigan -plus Metropolitan Chicago, 
constitute the WLS Major Coverage Area. This 
area contributed 92.7% of the total mail for the 
five -month period- intensive coverage of Chi- 
cago and the Middle West. 

41LS nnTn 
June 5, 1939 

To All Salesmewt 

Definite proof that'the new MIS transmitter has increased our 

audience is to be found in the fact that 1939 mail for the first five months 

is more than 60.000 lettere ahead of last year, with noticeably increased 

nail from Iowa. Missouri and Texas to the west. and Ohio. New York and 

Pennsylvania to the east. 

Total Mail 
Jan. 3 to June 3 

total Matl 
Jan. 3 to June 3 

Alabama 
Arizona 

787 

53 

New Jersey 
New Mexico 

189 
3a 

Arkansas 807 New York 4.241 

California 294 North Carolina 503 

Colorado 166 North Dakota 801 

Connecticut 151 Ohio 6,885 

Delmar. 32 Oklahoma 868 

District of Columbia 812 Oregon 59 

Florida 296 Pennsylvania 2,082 

Georgia 440 Rhode Island 25 

Idaho 16 South Carolina 169 

Illinois (ex. Chicago) 174,398 South Dakota 330 

*Metropolitan Chicago 139,149 Tennessee 994 

*Indiana 93,651 Texas 1.057 

Iowa 9.711 Utah 12 
Kansas 557 Vermont 300 

Kentucky 1,807 Virginia 515 

Louisiana 285 Washington 52 

Maine 244 Nest Virginia 752 

Maryland 201 *Wisconsin 105.057 

Maesachusette 308 Wyoming 67 

*Michigan 58.427 CANADA 1.186 

Minnesota 2,746 CUBA 3 

Mississippi 622 a TICLAND 1 

Missouri 2.519 ALASKA 1 

Montana 149 MKXICO 1 

Nebraska 278 PANAMA CANAL ZONE 1 

Nevada 2 BERMUDA 1 

New Hampshire 170 

TOTAL 615.268 

1939 1938 
Listener Letters 615,268 555,123 
Average nimber of letters per week, Jan. 3 to June 3, 1939 - 28,585 
Average Dumber of letters per week, Jen. 3 to June 3, 1938 - 25,840 

THI TRAMPS fARMSR STATION f0.000 WATTS CLEAR CHANNIL 570 KILOCYCLES 

Burridge D. Butler, President (Chicago) Glenn Snyder, Manager 

Represented by JOHN BLAIR & CO., New York Chicago Detroit Los Angeles San Francisco 
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woven into the fabric 
of New England living and buying 

IDIDN'T realize that radio is an integral part of 
living until the hurricane deprived us of elec- 

tricity and, consequently, broadcast reception," 
said a New England housewife last fall. "My family 
was very happy when our receiver started function- 

ing again. 

"Radio is so much a part of life that we take it 
for granted. Time signals in the morning speed my 

husband off to work and the children to school. 

Household programs provide me with a wealth of 
helpful culinary and housekeeping information. News 

periods keep us in touch with all that is happening in 

EDWARD PETRY & CO., INC., 

WNAC Boston WSAR Fall River 

WTIC Hartford WNBH New Bedford 

WEAN Providence W H A I Greenfield 
WTAG Worcester W B R K Pittsfield 

WICC Bridgeport 
New Haven W L L H )Lowell 

lLawrence 

WNLC New London WLNH Laconia 
WCSH Portland WRDO Augusta 
WLBZ Bangor 

WFEA Manchester 
WCOU lAuburn 

the world; play -by -play sports broadcasts hold in- 

tense interest for my husband and son, and the many 

musical and dramatic programs supply entertain- 

ment for all of us. Yes, - and the commercial 

programs supply constant and valuable shopping 

suggestions." 

Seventeen popular local stations, comprising the 

facilities of The Yankee Network, provide New Eng- 

land with this "integral part of living" - a service 

that is woven into daily life and daily shopping 

activities of those who form the large able -to -buy 

audience in seventeen major markets. 

Exclusive National Sales Representative 

THE 

YANKEE 
NETWORK 
21 BROOKLINE AVE. BOSTON, MASS. 

Published semi -monthly. 25th issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INC., 870 National Press Building, Washington, D. C. Entered as 
second class matter March 14. 1033, at the Post Office at act of March 3, 1879. 
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THE LICENSE PLATE 

(T17RAITCII) t.N^. 

15T06COSCnS 
,wOTOn syCL DM ;Y. 

NOY ioa.{tsANIUG 
JR ANY 0Tt!CR USE 

AY91D ShL'JMG. 

Their Gas and Oil are Bought in New England 

There is nothing surprising in this 

situation. Gas and oil are bought 

where a car is operated -not where 

it is registered. And because New 

England is within easy motoring dis- 

tance of 72% of the country's popula- 

tion, some 3,000,000 visit it during 

summer months. They spend over 

000,000,000 in New England for 

recreational needs. 

Naturally most of these people have 

a radio. Naturally, too, most of them 

listen to WTIC. 

A summer program over WTIC of- 

fers a unique opportunity to secure 

bonus coverage at no extra cost. An 

audience of 1,863,570 in the primary 

coverage area; 1,788,430 additional 

in the secondary coverage area. And 

a guest audience of many hundreds of 

thousands more. All with purchasing 

power far above the average. 

The New York World's 

Fair 1939 expects close 

to 17,000,000 visitors. 

Many thousands of 
them will visit WTIC's 

New England this sum- 

mer. 

wTDc 
50,000 WATTS . HARTFORD, CONN. 

The Station With the Friendly Audience 

The Travelers Broadcasting Service Corporation 
Member NBC Red Network and Yankee Network 

Representatives: Weed 8 Company 
New York Chicago Detroit San Francisco 
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CBS-again in 19.39 

a 

C B S -year after year broadcasting more of the 

., nation's "big" advertisers' programs than 

any other network- naturally delivers 

an increasing audience right around the clock, 

right around the calendar.* But CBS "com- 

mercials" are not the whole story. They are 

blended and reinforced with radio's most 

alert, most stimulating sustaining programs! 

f or example... 

*May we show you proof? www.americanradiohistory.com
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Such programs 
. 
kK 

CRISIS IN EUROPE While the hates and hopes and fears of the 

world bubbled over into hysteria. CBS won nationwide applause for its 

brilliant job of catching the sound of history on the wing - keeping 
Columbia audiences better informed, more vividly informed than any other! 

MUSIC Over nine years ago, CBS had the courage to pioneer with serious 

music on a grand scale. Yearly since 1930, CBS audiences have heard full 
seasons of the New York Philharmonic under the world's most brilliant 
conductors; as many as 40 other major symphony orchestras in one year! 

SPORTS Crosetti gets hold of Dizzy Dean's "cripple" and drives it over 

the wall in Chicago ... and America, through CBS, hears the crack of the 
bat. Chunk of oar, pound of hoof, ping of racket ... come sharply and 
clearly to the ears of Columbia listeners, in the greatest regular and 

exclusive sports schedule of radio! 

EDUCATION "Americans at Work "; "The American School of the 
Air" (now in its tenth consecutive season as the most comprehensive 
school program in radio), and many more, are regular, top- ranking, prize- 

winning presentations of the CBS Department of Education. 

RELIGION For eight years, the CBS "Church of the Air ", with 

services conducted by members of the major faiths, has broadcast 
Sunday morning and afternoon. And many other special religious 

broadcasts round out this important Columbia service. 

SPECIAL EVENTS Let an event of importance even 

threaten to occur, and Columbia's trigger -quick, Special Events force is 

there ready to bring the event to Columbia's millions. 
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Such "sustaining" programs as these plus scores of big 

"commercials", make up the complete Columbia schedule- 

by every index, the most powerful schedule in radio! And by 

every test-year after year-coincidental telephone survey, 

personal interview, or any other -the CBS schedule holds 

the unflagging interest of a growing audience, right around 

the clock! And right around the calendar! Year after year! 
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The story is here 
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CBS SPBISOREO PRIIf RIIIS 

... in the CBS PROGRAM BOOK which effec- 

tively summarizes CBS leadership* in its 

complete monthly tabulation of CBS adver- 

tisers and programs. If you would like to 

receive it, will you send us your name? We'll `" 

see that you get the book each month. 

tal tat. 

St I it: tal 

Co /lllllbla Broadcasting System 
THE WORLD'S LARGEST RADIO NETWORK 

*More of the country's 100 largest adver- 

tisers use CBS than any other network. 

This is true in 1939, as it was in 1938 

-and each year through to 1934! 
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WITH AN EYE TO THE FUTURE BUT OUR FEET ON THE GROUND 

An Important Statement by Standard Radio on the Subject of "Tax -Free" Music 

STANDARD RADIO IS TODAY, AS ALWAYS, 
fully alert to the significance of the march of events in the broadcasting industry. 
As long as 15 months ago, sensing that the subject of music free from copyright fees might 
one day become of paramount importance, Standard Radio quietly but effectively went to 

work to meet any situation which might arise. 

Yet -and this is equally noteworthy -Standard Radio has solved this problem without losing 
its sense of balance, and without calling upon its subscribers to carry the burden of pre- 
mature preparations against a problematical emergency. 

As a result, Standard Radio has built up the tax -free portion of its Library Service to include 
a wealth of practically every type of musical selection, for which no copyright fee or special 
performance licenses are necessary. 

To augment and diversify this tax -free section even further, Standard Radio is today pro- 
ducing each and every month approximately 50 new tax -free musical selections -but without 
reducing the normal amount of copyright material which is so necessary to a complete 
service, and which enables subscribers to take full advantage of their ASCAP licenses. 

In fact, although fully one-half of Standard's monthly releases are in the tax -free classi- 
fication, the number of copyright selections is nevertheless equal to or greater than the total 
number of releases offered by most other library services! 

* * * 

By December, 1940, when the subject of tax -free music may come to the fore, Standard 
Radio subscribers will be able to face any situation which may arise with the calming 
assurance of a huge reservoir of over 2,000 tax -free and public domain musical selections 
of all types. 

If, as 1941 approaches, it becomes apparent that an increased volume of tax -free dance music 
will be required, Standard Radio will bring the full force of its unequalled experience and 
facilities into play. At that time, the number of tax -free original popular selections in the 

Standard Library will be rapidly expanded to provide more than ample variety in this 
important field. It is because Standard Radio has such outstanding resources and facilities 
for producing original tax -free popular selections, that we can wait until the situation 
becomes definite and clear -cut, rather than penalize our subscribers in the interim. 

Even now- today -we are prepared to furnish any station desiring it, a completely tax -free 
Library Service, with both basic Library and new releases free of copyright complications. 
But if, with us, you can keep an eye on the future, and your feet on the ground, you can 

continue to enjoy the complete, well- rounded service which has made Standard Radio a 

dominant factor in the transcription field, with the assurance that you are fully prepared 
for whatever changes time may bring. 

360 N. Michigan Avenue, Chicago, III. 6404 Hollywood Blvd., Hollywood, Cal. 
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4k 
"FT WOULD BE A BIG HELP IF I COULD 

HEAR PROFESSOR SUMNER'S LECTURES' 

"BUT HE'S SO FAR AWAY, I'M AFRAID 

YOU WILL NEVER HAVE 

THAT HELP" 

- 

THE STUDENTS OF TODAY take for 
granted the great privilege which 

ten years ago, or even less, was only a 
dream. NBC is glad that its numerous 
educational programs are thus regard- 
ed by students of all ages. 

NBC subscribes fully to the belief 
that one of the obligations of broad- 
casters is to inform ... to add to the 
interest of study... to encourage orig- 
inal thinking. To this end, NBC pro- 

vides a great variety of programs that 
bring the foremost educators of the 
nation to all listeners no matter hou 
isolated may be their locations. No 
longer does distance put obstacles in 
the path of the ambitious. 

Educational programs are only 
some of NBC's great public services. 
Whether entertaining or informative. 
they open to millions a whole world 
undreamed of a few years ago. 

NATIONAL 

BROADCASTING 

COMPANY 
THE WORLD'S GREATEST 

BROADCASTING SYSTEM 

A RADIO CORPORATION 

OF AMERICA SERVICE 
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A Tale 
of Two Cynics 

It was on the 5:15 coming home the other night. 
Being too late to get my usual seat I had no other 
choice than to sit with the two sour -pusses that 
fill the front two seats of our car with gloom every 
day. And having nothing better to do I found 
myself listening to a conversation which went 
something like this .. 

"...and this fellow expected me to believe that 
KGO's audiences go up in the summer months 
instead of down." 

"What did you do, throw him out ?" 

"No, I humored him by asking why, how, what 
proof he had and so forth." 

"I'll bet that stopped him." 

"Not him. He came right back with a story about 
KGO's night baseball broadcasts having a Facts 
Consolidated rating of over 27 during July and 
August." 

"So what!" 

"That's what I said and I thought he was going 
to jump over my desk when he told me that only 
3 others of all evening programs had a higher 
rating than that in San Francisco and Oakland. 
Then before I could say another word he told me 
of a couple of specially built musical programs 
available for spot announcement advertisers right 
next to baseball." 

"Y eh, but you probably have to pay a premium 
for them. They get you coming and going." 

"No, he said the rate stays the same." 

"Hmmmm, I don't believe it 

And that's where I had to get off although I 

wanted to tell him before I left that it is not only 
true about the rates, but that there are two other 
mighty important things about KGO that they 
overlooked: 

(1) KGO is the most powerful station available for 

spot announcements in the entire Exposition -rich 
San Francisco Bay Region between the premium 
hours of 6:00 and 10:15 p. m. 

(2) Any NBC sales representative has a bag full of 
stories on spot announcement advertisers who have 
used KGO successfully. 

Gosh, cynics miss a lot of good things in life, 
don't they 

I<GO 
COMMANDS THE EXPOSITION MARKET 

National Broadcasting Company. A Radio Cor- 

poration of America Service. 111 Sutter Street, 
San Francisco. 
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Radio Would have Saved 
Over 2,000 Lives! 

The Battle of New Orleans would never have been fought 
had radio communications been developed in 1815. Andrew 
Jackson met and defeated the British at New Orleans two 

weeks after peace had been signed at Ghent, Belgium... 
Today, via R.C.A. Communications, news travels at light- 

ning speed. This radio message service of the Radio Cor- 

poration of America provides instant communication to 

and from 43 countries and among leading 
cities of the United States. 

RCA Manufacturing Company, Inc. 
National Broadcasting Company 
R.C.A. Communications, Inc. 
Radiomarine Corporation of America 
RCA Laboratories 
RCA Institutes, Inc. 

" 

RADIO 
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RCA helps make Radio 
a welcome guest in 
27,500,000 homes 

RADIO'S WELCOME REPAID MANY TIMES 

IN TERMS OF ENTERTAINMENT, EDUCATION, AND NEWS 

NO ACCURATE evaluation can be made 
of the many services radio renders today. 
Millions of dollars are spent for entertain- 

ment, education, news, and other program services 
which are offered free to the public. But the total 
value of radio in modern life defies computation 
because so many intangibles are involved. 

Who can estimate the money and anxiety saved 
as radio reports the result of critical foreign con- 
ferences on the spot? Who can estimate the worth 
of services radio renders to the government, to 
ships, airplanes, business, farmers, religion, schools 
and universities? Who could estimate the cost if 
vital information such as the news of the signing 
of a peace treaty should take two weeks to travel 
from Europe to America as it did back in 1815? 

Radio has made itself a welcome guest in every 
home, an able assistant in every government and 
business office, an aid on every farm, in every 
church and school. And the Radio Corporation of 
America is proud of the role it has played in mak- 
ing radio so great a public servant. 

How RCA Serves in Every Field of Radio! 

From RCA Laboratories come developments 

which are the basis of all the services of RCA ... 
This research made possible the remarkable de- 
velopment of NBC which now serves the listening 
public through its two great networks, the Red 
and the Blue. In the home, RCA Victor Radios, 
RCA Victor Television Receivers, RCA Victrolas 
and Victor and Bluebird Records offer advantages 
created in this constant research. 

In addition, research backs the services RCA 
renders in manufacturing a complete variety of 
radio equipment, sound equipment, and motion 
picture equipment such as RCA Photophone, the 
Magic Voice of the Screen. 

Radiomarine, another of the RCA family, offers 
communication service to ships at sea and builds 
radio devices for safeguarding lives and property 
on ships. 

All these activities of RCA are dramatized in 
the RCA exhibits at the New York World's Fair 
and at the San Francisco Exposition. You are cor- 
dially invited to visit these exhibits when you at- 
tend the Fairs. 

Trademarks "RCA Victor," "Victrola" and "Victor" Reg- 
istered U. S. Patent Office by RCA Manufacturing Co., Inc. 

CORPORATION OF AMERICA 
RADIO CITY, N. Y. 
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WJAS does such a good radio job that 
more than 9912 percent of the people who 
listen to Columbia programs in the rich 
Pittsburgh trading area tune in this station. 

More than 6 million people all 
reached by WJAS. No duplication 
of service from outside stations. 

COLUMBIA 
BASIC NETWORK 

Wm. G. Rambeau Co. 
Representatives 

www.americanradiohistory.com

www.americanradiohistory.com


NO ADVERTISING CAMPAIGN IS COMPLETE WITHOUT WSM 

NO MATTER HOW 
YOU LOOK AT IT... 

WSM 
IS ONE OF YOUR BEST 
Advertising BUYS! 

most promising 
area, 

a 

heart of Americas Which will continue 

the very is buying now 
to grow. 

America's et which begun 
a lot in one of mark it has just . 

body who ever used 
A little buys can put 50,°00 because 

Take Cost - as 
an move 

powerful 
stations. for you at as low) 

Sates Ability -Ask anybody 
station to m 

work e Take ability 
of 

ody 

who 

tell you that most p watts to morning time). 
WSM about the 

any sales 
clear channel minutes 

(early dealers. 

30.0o 
for fifteen m rimarY 

coverage W 
dise; ask your medium 

in 

In addition 
top states, merchandise; the key selling m 

Take Coverage' f five separate 
slice out 0 

your sales 
mes- WSM 

North, campaign. fit 
this per salesman 

cuts a wealthy e blasts y super-salesman 
that coverage miles 

you how 

sage 
clear 

secondary thousand center 
May we show Y 

laps? 

sage clear and strong from very nearly the a 

d West into your advertising 
p 

South, East and 
lies it1 

of the Nation's 
population. 

WSM market 

Take Buying 
power 

BROADCASTING Broadcast Advertising 

V V ~ pÑESSEE 
110111110, National Representatives 

Edward Petry & Co., Inc. 

July 1, 1939 Page 13 
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% Increase Over 1938 

s1 Apr 1 
Apr. 8 Apr 15 Apr. 22 

April 52 + 34 + q1 + 46 

Bower ...... .+ 50 + 52 + 51 + 58 

Industrial s 

+200 
+145 +171 +100 

Automobile 
Production 

Deliveries 10 + 
Passenger 

Passengers 

......+ 11 + 
23 + 23 + 26 

DSR 
.............+ 19 + 19 + 6 

Bank Debits..... 19 
+252 +11G + 9 

Bank Clearings ..'......... +155 + .}228 -F217 

Value of All Building 
Activity 

+311 
+283 

Local Steel Mill Activity ' 

tí,, , _ ,I 
um II ini 

i A A. ,Gw" 1-ni" . :_. 
R' d' f W.V.' 

AUTOMOBILE PRODUCTION 
(U. S. and Canada) 

First 3 Months 
s. 
r 

r:f 'S N 
p 

_t. ti - 

l 

0 
, 

: 

e 1 .,, 

á9,330,111 : 

)i. _. 

NEW SINGLE RESIDENCES 
(Detroit City Limits) 

First 3 Months 

HERE 5 GREAT ACTIVITY 

-úb AMERICÁ5Lb MARKET 
There is no doubt that a tremendous surge of activity is 

taking place in Detroit, America's Fourth Market. Automo- 
bile production for the first four months of 1939 showed an 
increase of more than 50% over the same period of last year. 
Home building for the first three months of this year almost 
trebled the dollar volume of the same period of 1938 -and 
April realized a 126% increase! And not only has automobile 
production and home building been going at a rapid pace in 
Detroit since the first of the year, but bank clearings, passen- 
ger car deliveries, industrial power, local steel activity and 
many other indexes show Detroit considerably ahead of 1938. 

Yes, business is good in Detroit. Business is good at WWJ, 
too. During the first four months of 1939 WWJ SALES 
REACHED AN ALL -TIME HIGH, with a total for the four 
months period well above the previous high established in 
1937! Such impressive records are tributes to the progressive- 

ness of Detroit business and to WWJ's 18- year -old heritage 
of community leadership, exceptional coverage of the Detroit 
market, its forward -looking operation and constant effort in 
the interests of both its listeners and its advertisers. 

National Rep Wives 
George P. Hollingbery Company 

New York Chicago 
San Francisco Atlanta Member NBC Basic Red Network 

Page 14 July 1, 1939 BROADCASTING Broadcast Advertising 
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P7, 7721 
5000 Watts (day) 

1000 Watts (night) 

WPRO 
P R O V I D E N C E R 1 

60% INCREASE IN POPULATION COVERAGE. 

WILL COVER 2,000,000 PEOPLE WITH- 

IN HALF -MILLIVOLT LINE . 

COMPLETELY AEWT 
TRANSMITTING EQUIP- 

MENT FACILITIES AND 

T O W E R L O C A T I O N 

"ENGINEERED FOR 
POPULATION COVERAGE" 

WPRO 
PROVIDENCE R I 

CHERRY and WEBB BROADCASTING Co. 

REPRESENTATIVE: Paul H. Raymer Co. 

New York, Chicago, Detroit, San Francisco 

BASIC CBS 
630 kc. 

BROADCASTING Broadcast Advertising July 1, 1939 Page 15 
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1Ó0/o of the total Pacific Coast metro - 
politan ( "Big City") population is 

in the Daytime Primary Area of the Col- 
umbia Pacific Network. 

NS 
O SELL 

HESE 3 
89.4 % 

of the total Pacific Coast small 
city population (outside metro- 

politan areas) is in the Daytime Primary 
Area of The Columbia Pacific Network. 

"Going radio" this one way permits 
you to blanket the front- and -back- 
country thoroughly. When you "go 
Columbia" you know your coast pro- 

gram is bracketed 
with the nation's 
prime audience- 
builders - --at one 
low cost. 

831 5 of the total Pacific Coast rural 
population (farms and towns of 

less than 2500) is in the Daytime Primary 
Area of The Columbia Pacific Network. 

92 /o 
of all Pacific Coast population is 
to the Daytime Primary Area of 

this network! (And 98.7% at Night!) 

COLUMBIA ETWORK 
A DIVISION OF THE COLUMBIA BROADCASTING SYSTEM REPRESENTED BY RADIO SALES 
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Plow 16 million acres 

with WEEI 
WEEI -LAND is 16 million acres big! Without regard 

for city lines and state boundaries it surges over 

32 New England counties stretching from Cape 

Cod to the Canadian border. Within this self - 

contained realm are 190 towns and cities of over 

2500 people. Nearly 5,000,000 industrious 

Yankees have their year -round home in this flour- 

ishing market. (And each year it's the "summer 

home" of 3,000,000 additional vacationers!) They 

buy every kind of product to the tune of a billion 

and a half dollars annually! 

If you want to reap a harvest of profits out of 

16 million rich New England acres, use WEEI -the 
only station that effectively reaches -and SELLS - 
all the people that look upon Boston as the 

"Hub "! May we show you proof! 

WEEI BOSTON A CBS STATION 

Operated by the Columbia Broadcasting System. Represented 

by Radio Sales: New York, Chicago, Detroit, St. Louis, 

Cincinnati, Charlotte, N. C., Los Angeles, San Francisco 
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T H E Y S P E N D --V2D00000 
A YEAR FOR A "SWEET TOOTH" 

A sweet market if there ever was one ! That's what 

makers of sweets have discovered within the "Golden 

Horseshoe," the rich territory blanketed by WJR in 

Detroit and WGAR in Cleveland. Here folks spend 

forty-nine million dollars a year for candy and con- 

fections, a total practically equal to the combined sales 

of Chicago, Philadelphia, Boston and Los Angeles. 

THE GREAT STATIONS 

They eat, live, play in the same above -average 

way, these eight million people within our borders. 

Their yearly grocery bill runs nearly three quarters 

of a billion. Their druggist gets a hundred million in 

annual sales. Their automobile registration triples that 

of New York City. And the quickest, most economical 

way to sell them is through two great radio stations! 

O F THE GREAT LAKES 

THE GOODWILL STATION THE FRIENDLY STATION 
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Code, Copyright Dominate NAB Agenda 
By SOL TAISHOFF 

New Administration to Review Work; Record Attendance 
Expected at Atlantic City Convention July 10 -13 
IN THE MIDST of a busy year, 
during which censorship, e o d e, 
copyright, commercials, Congress 
and the Commission have harassed 
the industry without respite, a size- 
able majority of the nation's broad- 
casters will meet in Atlantic City 
July 10 -13 at the 17th annual 
convention of the NAB to appraise 
the work of their trade association 
and take positive action on at least 
two momentous issues. 

With exactly a year of experience 
under the "new deal" administra- 
tion of the NAB since its com- 
plete reorganization the last con- 
vention, an expected record group 
of station owners and managers 
will tackle an agenda in which 
industry self -regulation by means 
of a code, and music copyright 
costs figure most prominently. 
Headquarters will be at the Am- 
bassador Hotel, but with some 500 
reservations already in, there will 
likely be overflow registrations at 
the neighboring Ritz, Traymore 
and Chelsea hotels on Atlantic 
City's famed ocean front. 

Will Offer Code 
Neville Miller, the first man to 

serve as paid president of the trade 
association since its founding 17 
years ago, and who was delegated 
what amounts to czaristic powers, 
makes his first appearance before 
the industry at the convention. He 
assumed office just a year ago, 
after a wide field of outstanding 
men had been considered under 
authorization of the convention 
held in Washington in February, 
1938. He was named for a three - 
year term as industry head at 
$30,000 per year. 

President Miller will offer to the 
membership a proposed industry 
code which would place limita- 
tions on commercial credits, ban 
particular types of programs, rig- 
idly restrict industry trade prac- 
tices, pave the way for easing out 
of undesirable or perhaps tainted 
business, and otherwise seek to set 
broadcasting's house in order in 
such fashion as to silence "pres- 
sure groups" as well as thwart 
constantly mounting threats of 
government intervention. The pro- 
posed code [BROADCASTING, June 
15] will have been in the hands 
of members one month when the 

convention opens. Free and open 
floor discussion is anticipated and 
many modifications are expected, 
although general industry senti- 
ment favors a code -and a rigid 
one. 

Holding an equally prominent 
spot on the agenda is the copy- 
right problem, centered around 

the American Society of Compos- 
ers, Authors & Publishers, which 
has tormented the industry almost 
from its commercial beginnings. 
Mr. Miller personally has conduct- 
ed negotiations with ASCAP's 
high command, as chairman of a 
specially - delegated committee, 
and will unfold to the membership 

TENTATIVE PROGRAM, NAB CONVENTION 
Ambassador Hotel, Atlantic City -July 10 -13 

MONDAY, JULY 10 

10 A.M. 
Group Meetings: 

Clear Channel Group 
National Association of Regional 

Broadcast Stations 
National Independent Brnndcaster" 

12:30 P.M. 
Luncheon: 

NAB Bureau of Radio Advertising 
(in conjunction with Sales Man- 

agers Division) 
Neville Miller Presiding 

2 P.M. 
Independent Radio Network Affiliate' 

S P.M. 
Meeting : 
NAB Engineering Committee 

.Tohn V. L. Hogan, Chairman 

Meeting Rooms on Bulletin Board 

TUESDAY, JULY 11 

9 :30 A.M. 
Call to Order 

Introduction of President Neville 
Miller 

Annual Report of President Miller 
Address: James G. Stahlman, publish- 

er. Nashville Banner, former presi. 
dent American Newspaper Publish- 
ers Association. "Radin and the 
Press in a Democracy." 

12:30 P.M. 
Luncheon for Membership 
Address: Carl E. Milliken. Secretary. 

Motion Picture Producers and Dis- 
tributors of America. "Industrial 
Self -Regulation ". 

2:30 P.M. 
Report of NAB Code and Self- Regula- 

tion Committee 
Presentation of Proposed Code 
Discussion 

WEDNESDAY, JULY 12 

10 A.M. 
Address: Elmer F. Andrews. Adminis- 

trator. Wage & Hour Division, U. S. 
Department of Labor. "Wage and 
Hour Regulation and Broadcasting." 

. \ddress: Orrin E. Dunlap. Radio Ed 
itor, The New York Times, "Tele 
vision & Facsimile - Its Future 
Effect Upon Standard Broadcast 
ing 

Report: 
Bureau of Radio Advertising 

2 P.M. 
Report of Copyright Committee 

Seville Miller. Chairman 
7 P.M. 

Annual NAB Banauet 
Presentation ofBROADCASTING 

Trophy to Winner of Golf 
Tournament. 

Entertainment 
10 :30 P.M. 

Network Address: "The Three Mir- 
rors of America." The Radio: 
Neville Miller. from Atlantic City: 
The Marie*: Will H. Hays. presi- 
dent. Motion Picture Producers and 
Distributors of America, from San 
Francisco: The Press: Tames G. 
s t a h l m n n. publisher, Nashville 
Banner, from New York or Europe. 

THURSDAY. JULY 13 
10 A.M. 

Oral Supplemental Committee Reports 
Address: Toe Mmty. Radio Service- 

men's Assn.. "The Missing Link". 
Unfinished Business 
Report of Resolution Committee 
Report of Nominating Committee on 

Directors -At -Large 
Election of Directors -At -Large 
Adjournment 

GENERAL INFORMATION 
Registration desk will be open from 

10 A.M. until 1 P.M. Snndnv. and 
from R :30 A.M. until 5 P.M. on 
Monday. Tuesday and Wednesday. 

Registration Fee $10 per person. in- 
cluding bammet and luncheon tick - 
eta. Extra banquet tickets mar he 
nnrehased nt registration desk at 
$3.50 each. Ladies' registration. in- 
chiding banquet and entertainment, 
$S.tNI 

Annum 
. 

NAB Golf Tournament will 
he held Sunday. July D. for BROAD- 
CASTING Magazine Tronhy. First 
foursome will tee off at 10 :30 A.M. 

his plan for a new industry con- 
tract to succeed the varied types 
of compacts now in force, all of 
which expire Dec. 31, 1940. 

Industry sentiment appears to 
favor a formula under which sta- 
tions would pay royalties to 
ASCAP on programs using only 
ASCAP music -a sort of "per 
use" arrangement closely parallel- 
ing the present newspaper con- 
tract. Another proposal advanced 
is the "per piece" plan whereby 
copyright owners would place a 
price on each composition which 
stations could use or not as they 
chose, paying only when the num- 
ber was performed. This p I a n, 
however, is regarded in some 
quarters as premature and too un- 
wieldly. The third plan virtually 
amounts to renewals of the pres- 
ent general contract whereby sta- 
tions pay 5% of their "n e t re- 
ceipts" plus an arbitrary sustain- 
ing fee. 

Footing the Legal Bill 
ASCAP's attitude in principle 

is that it isn't particularly con- 
cerned with formula, but with 
gross revenue. It has more than 
hinted that it expects a larger 
revenue from the industry than 
the quoted $4,000,000 annually, 
and that it proposes to have the 
broadcasting industry foot its bill 
for litigation expense incurred by 
the outcropping of State anti - 
ASCAP laws which it is contest- 
ing in the courts. Also it has not 
collected royalties in several 
States for as long as three years, 
due to the statutes which pre- 
vent the Society from doing busi- 
ness on the "standard" basis, and 
it threatens steps for recompense. 

Principal speakers already sched- 
uled will be James G. Stahlman, 
dynamic publisher of the Nashville 
Banner and last year's president of 
the American Newspaper Publish- 
ers Assn.; Carl E. Milliken, for- 
mer governor of Maine, second in 
command of the motion picture in- 
dustry trade group; Elmer F. An- 
drews, Federal Wage & Hour Ad- 
ministrator and Orrin E. Dunlap, 
radio editor of the New York 
Times. 

Messrs. Stahlman and Milliken 
will actually launch the self -regu- 
lation drive, discussing activities 
of their own industries in resist- 
ing undue Government interfer- 
ence. The burning censorship is- 
sue will come within the purview 
of Mr. Stahlman's remarks, for he 
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has championed that cause of the 
press for years, and only recently 
took radio in his embrace as the 
front line of defense against in- 
terference with the Constitutional 
guarantees of freedom of expres- 
sion. 

It developed that Mr. Stahlman 
might find it necessary to make a 
flying trip to Europe during the 
next fortnight. If he is unable to 
be present, more than likely some 
other person high in press affairs 
will take over his place at the con- 
vention. 

Mr. Dunlap, author of several 
books on radio and a pioneer ra- 
dio journalist, will discuss visual 
radio -television and facsimile - 
and the part they are destined to 
play in relation to sound broad- 
casting. His observations will be 
augmented by a practical demon- 
stration of television, for RCA is 
moving its mobile television units 
to Atlantic City and on July 10 
will bare to the convention dele- 
gates the inner workings of 441 - 
line transmission and reception, 
now functioning on regular sched- 
ule in New York, where receivers 
are on sale. 

Labor Problems 
From Administrator Andrews 

the broadcasters will glean an 
idea of the new wage and hour 
law operations, and perhaps hear 
that broadcasting has been a 
model industry, paying far better 
than average wages, wholly with- 
in the hour limitations. But later 
in the program the convention will 
hear from Joseph L. Miller, young 
NAB labor relations d i r e c t o r, 
about the problems ahead on union 
activities as they pertain to the 
industry, with particular empha- 
sis on musicians and the Ameri- 
can Federation of Radio Artists. 

There is the probability that 
President Roosevelt will send a 
personal representative to address 
the convention -Stephen T. Early, 
his senior secretary. Mr. Early 
has been extended an invitation 
and has indicated a desire to ac- 
cept, but the final word must 
await developments. Should Mr. 
Early not appear, then the Presi- 
dent will send to President Miller 
a letter of greeting and encourage- 
ment to the industry, and perhaps 
expand significantly on his recent 
utterance via transcription, about 
radio's status as an impartial 
news disseminating medium. 

Though the main convention 
does not get under way until Tues- 
day, July 11, there will be pre- 
convention activity aplenty as ear- 
ly as Saturday, July 8. The NAB 
Code Committee, headed by Presi- 
dent Miller, meets that day to con- 
sider proposed changes suggested 
by committee members and to 
work out a formula for enforce- 
ment of the code (the suggestion 
now is for eventual expulsion from 
the NAB). The Copyright Commit- 
tee also is scheduled to meet the 
same day and consult with Mr. 
Miller on his report and final con- 
clusions. 

On Sunday, July 9, the NAB 
board of 23 directors holds its pre- 
convention huddle. It will review 
both the code and copyright com- 
mittee work, and counsel with Mr. 
Miller on the appointment of nec- 
essary convention committees and 
procedural steps. New applica- 

IN ACTION is Neville Miller, first paid president of the NAB, who 
will preside at the 17th annual convention in Atlantic City, July 10 -13. 
It will mark his first appearance before the full membership since he 
assumed office just a year ago. The post of paid president was created 
by the NAB at an emergency "reorganization" convention in Washing- 
ton last February, after which the former "fighting mayor" of Louisville 
was elected leader of the broadcasting industry's association. 

Convention Message from President Miller 

"We have just completed an important and tremendously busy year 
in broadcasting. We have endeavored to make the new NAB live up 
to the fullest expectations of the membership. We believe we have a 
most intelligent, aggressive and energetic staff, which has made im- 
portant and substantial contributions to American broadcasting. 

"While there are many and diverse things to be taken up at the 
convention, there are two things which stand out because of their im- 
portance to the public and to the industry. One is the adoption of the 
new Code and Standards of Practice. The other is the report of the 
NAB Copyright Committee. 

"I sincerely believe that the Code when approved by the Con- 
vention in final form will prove to be one of the most progressive 
steps ever undertaken by this industry. It brings an assurance to the 
millions we serve, that we shall continue to develop in accordance 
with our American concepts of democracy. 

"Some 18 months separate us from the date on which we must 
sign new agreements with ASCAP. We will not permit ourselves to 
be delayed into another eleventh hour decision. Our Copyright Commit- 
tee has worked long and hard to prepare us for an intelligent and, 
we hope, early negotiation. 

"We will have a most interesting and important business conven- 
tion. At the same time we look forward to the pleasure of renewing 
old acquaintances and enjoying once again the warm comradeships 
these annual NAB Conventions develop. I extend to all a hearty wel- 
come." 

tions for membership also will be 
passed upon and those admitted 
will be eligible to participate in 
the proceedings. 

The only other official Sunday 
activity is the NAB Golf Tourna- 
ment for the BROADCASTING Trophy 
presented annually. It will be held 
at the Northfield Country Club. 

Group Sessions 
Unlike past conventions, Mon- 

day -the opening day -will be 
given over entirely to preparatory 
group sessions of regional, local, 
and clear channel stations, Inde- 
pendent Radio Network Affiliates 
and other groups, as well as the 
various committees. The Sales Man- 
agers Division, fresh from its par- 
ticipation June 20 in the Adver- 
tising Federation of America ses- 
sions in New York, will hold a 

luncheon session, at which the 
newly- created NAB Bureau of Ra- 
dio Advertising will be discussed 
and plans for its development cov- 
ered. 

It is expected the present 17 dis- 
trict directors will meet Monday to 
nominate 12 broadcasters for the 
six directorships -at -large for the 
ensuing year. Two directors each 
are selected for clear, regional and 
local station brackets, but the dis- 
trict directors must nominate four 
for each class, or make a total of 
12 nominations for the six director- 
ships. Elections will take place on 
the last day -July 13. 

Directors -at- large, whose terms 
expire with the convention, a r e 
Harold Hough, WBAP, Fort Worth, 
and Lambdin Kay, WSB, Atlanta, 
for clear channels; Frank M. Rus- 
sell, NBC vice -president and El- 

liott Roosevelt, president, Texas 
State Network, for regional chan- 
nels; John Elmer, WCBM, Balti- 
more, and Edward A. Allen. 
WLVA, Lynchburg, Va., for locals. 

Aside from the trade group ses- 
sions, business meetings also are 
contemplated for the Monday open- 
ing. Percy L. Deutsch, president o_ ' 
World Broadcasting System, tenta- 
tively has called a session of mem- 
bers of the World Transcription 
System, wax network project, to 
plan future operations. Station rep- 
resentatives, it is reported, con- 
template group sessions, while 
NBC, CBS and MBS will hold cus- 
tomary pre- convention conclaves 
on network policy matters. 

NAB Promotion 
Delegates will be greeted by an 

entirely new physical setting for 
an NAB convention. The trade as- 
sociation will essay to "sell it- 
self" through main lobby displays 
portraying the character of serv- 
ice it renders. There will be a 
giant, lighted exhibit of the NAB 
departments and what they do; of 
the campaign against "time- chisel- 
ers "; of its publications activities; 
of newspaper publicity procured 
during the last year, and of the 
projected functions of the Bureau 
of Radio Advertising. The plan al- 
so is to print reports of all com- 
mittees in advance, to be hand- 
ed to delegates as they register. 
Oral reports, however, would be 
submitted on the windup day. 

The new NAB board will be 
called upon to act on reappoint- 
ment of NAB department heads, 
aside from President Miller. The 
terms of these executives were for 
one year, since they were appoint- 
ed prior to President Miller's re- 
tention. They are Edwin M. Spense, 
secretary -treasurer, and general 
chairman of the convention ar- 
rangements; Ed Kirby, director of 
public relations; Paul F. Peter, 
research director; Andrew W. Ben- 
nett, counsel; Joseph L. Miller, 
labor relations director. The last - 
named began his term May 15, 
1938, and the others a month later. 

Both the code and the copyright 
sessions, under present plans, will 
be open only to association mem- 
bers. Similarly it is planned to 
meet behind closed doors at a meet- 
ing on the concluding day at which 
resolutions, election of directors -at- 
large and other executive business 
will be considered. 

Reactions to Code 
While repercussions to the pro- 

posed code have not been numerous, 
there has been ample indication that 
the discusssion will be spirited. In 
many instances it is felt that cer- 
tain provisions are too stringent 
and that it would be difficult for 
some stations, particularly t h e 
smaller units, to live under it. 

Totally aside from restrictions 
and limitations on acceptance of 
business, particularly in the pro- 
prietary field, and on length of 
commercials, proposed code pro- 
visions relating to discussion of 
public questions, to expressions of 
editorial opinion, children's pro- 
grams and commercial religious 
broadcasts are likely to stir up 
much debate. There is a feeling that 
the Code Committee, in its zeal 
to cover all possible ground and 
"button up" every source of past 
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complaint, has gone too far. For 
example, in one quarter it was 
stated the requirement that both 
sides of controversial public ques- 
tions be discussed might place 
broadcasters in the position of los- 
ing control of their facilities since 
they would be duty -bound to give 
equal time to any opposing view- 
point. 

Proprietary Clause 
The Proprietary Assn., it was 

learned, has taken exception to the 
drastic and farreaching provisions 
of the proposed code with respect 
to "medical" accounts. Itself in- 
terested in eradication of repellant 
advertising, the feeling was that 
the broadcasting industry would be 
going beyond reasonable limits in 
its proposed code. In proposing to 
bind broadcasters to adhere to all 
Federal Trade Commission and 
Food & Drug Administration rul- 
ings, in the acceptance of food, 
drug and cosmetic copy, the pro- 
prietary organization felt the in- 
dustry was not only imperiling a 
very substantial amount of adver- 
tising revenue but also was dis- 
criminating to an extreme. 

The Food & Drug Administra- 
tion, it was pointed out, does not 
issue rulings as such but through 
Federal attorneys can institute 
seizures of products it construes 
dangerous. Consequently, it was 
felt that in this respect, at least, 
the proposed code overreaches its 
mark. Moreover, under certain of 
the provisions, it was pointed out, 
it might be necessary for the in- 
dustry to set up laboratories to 
determine scientific differences in 
opinion on various proprietaries 
and cosmetics. Still another factor 
was the disclosure that the pro- 
posed code classifies as "medical" 
a number of commodities which al- 
ready officially have been adjudged 
cosmetics. 

A particularly sore spot with 
patent medicine manufacture is 
self- medication, and the provisions 
of the proposed code dealing with 
this phase have aroused some dis- 
pute. They question the wisdom of 
including a specification in the code 
dealing with medicine whereas cos- 
metics are not singled out. 

In the light of the code pro- 
visions, it was brought out that 
Dr. F. N. Cullin, executive vice - 
president of the Proprietary Assn., 
in a recent address to his mem- 
bership, suggested that manufac- 
turs "remember the newspapers in 
preparing their advertising bud- 
gets." He said they should pre- 
pare their advertising budgets in 
the light of the help the newspa- 
pers gave the industry during the 
five -year legislative fight over the 
provisions of the new food, drug 
and cosmetic law. 

More Time for Contests 
A sounding of advertising agen- 

cy viewpoint in connection with 
length of commercials brought the 
concensus that the time limitations, 
generally speaking, are not oner- 
ous where no contest is involved. 
But in cases of contests, it was 
felt the commercial limitations were 
too stringent. Agencies thought it 
advisable that time limitations be 
set up to cover five -minute pro- 
grams also. 

Sales managers of stations, con- 
sulted during their meeting in New 

CONVENTION SPEAKERS will be this distinguished quartet (1 to r) Orrin E. Dunlap Jr., radio editor of the New York Times; former Gov. Carl E. Milliken of Maine, in charge of code administration for the movie industry; James G. Stahlman, pubisher of the Nashville Banner and last year's president of the American Newspaper Publishers Assn.; Elmer F. Andrews, Federal Wage & Hour Administrator. Mr. Stahl- man may make a Clipper flight to Europe, necessitating a substitute. 

York June 20, felt generally that 
under the time limitation provisions 
it would be difficult to sell local -unit 
accounts. Small stations particular- 
ly felt that more time is need- 
ed to sell local establishments. 

From Herb Hollister, manager of 
KANS, Wichita, and a NAB direc- 
tor, came the suggestion that there 
be included under the business 
ethics provisions of the code a posi- 
tive limitation on station coverage 
claims. He suggested that since 
the commonly accepted standard of 
signal strength required for good 
daytime reception in rural areas 

is one -half millivolt, member sta- 
tions should be urged to use this 
standard in all advertising and pub- 
licity involving station coverage. 
If some other standard of signal 
strength is used, it should be plain- 
ly designated, he proposed. 

STANDARD RADIO will hold a 
cocktail party and housewarming in its 
new Chicago offices, 360 N. Michigan, 
July O. The modernistic offices include 
n large studio. Gerald King, head of 
Standard's Hollywood office, while en 
route to the NAB convention will as- 
sist Milt Blink, head of the Chicago 
office, in the entertainment. 

THIS QUINTET of station executives and owners joins the 1939 -40 board 
of directors of NAB immediately following the Atlantic City conven- 
tion. Elected at district meetings held in recent months, the new di- 
rectors are Paul W. Morency (center), general manager of WTIC, Hart- 
ford, a former NAB vice- president and director; J. Harold Ryan (upper 
left), vice -president and director of Fort Industry Co., operating WSPD, 
Toledo, WWVA, Wheeling, WMMN, Fairmont, W. Va., and WLOK, 
Lima, O.; Gene T. Dyer (upper right), operator of WGES and WSBC, 
Chicago, and WEMP, Milwaukee; Clifford M. Chafey (lower left) owner - 
manager of WEEU -WRAW, Reading, Pa.; Howard Lane, (lower right), 
business manager of the McClatchy stations KFBK, Sacramento, KMJ, 
Fresno, KERN, Bakersfield, KWG, Stockton and KOH, Reno. 

Convention Trinity 
THE PRESS, the movies and 
radio will join hands during 
the NAB Convention as "The 
Three Mirrors of America" 
in defense of their freedom 
of activity. In addition to the 
discussion of self- regulation 
on the Convention agenda it-. 
self, Will H. Hays for the 
movies, James G. Stahlman 
for the press, and Neville 
Miller for radio, will ad- 
dress a nationwide audience 
June 13 at 10:30 p. m. 
(EST) in a special program. 
Mr. Miller will speak from 
Atlantic City, Mr. Hays from 
San Francisco or Hollywood, 
and Mr. Stahlman from New 
York or Europe. 

NAB Display 
DELEGATES attending the NAB 
Convention in Atlantic City July 
10 -13 for the first time will wit- 
ness an NAB display designed to 
sell the industry on its trade asso- 
ciation. The main lobby of the Am- 
bassador Hotel will be given over 
to a series of NAB promotional 
exhibits. The newly -created NAB 
Bureau of Advertising will set 
forth graphically its objectives in 
one display. A giant exhibit will 
depict the departmental activities 
of the trade association and what 
it is designed to do for the broad- 
caster. To thwart so- called "time 
chisels ", there will be a lobby dis- 
play of free offer campaigns. An- 
other will show the activity of the 
trade association in the way of pub- 
lication and promotional literature. 
Shown on a bulletin board will be 
clippings of newspaper, magazine 
and other articles designed to 
exemplify how radio made news 
during the year. Finally, there will 
be a display given over to a sta- 
tion promotional material. 

Hit Push- Button Sets 
WHAT TO DO about push -button 
sets, which some independent 
broadcasters contend result in a 
serious discrimination against 
them, will probably rear as a topic 
of discussion at the NAB conven- 
tion. Cal Smith, KFAC, Los An- 
geles, and secretary of the Cali- 
fornia Broadcasters Assn., has al- 
ready served notice that he feels 
the broadcasters should go on rec- 
ord condemning these models as un- 
fair. In Los Angeles, with 18 sta- 
tions, many of the independents 
contend that their problems have 
increased since the introduction of 
the pushbutton models several 
years ago. Smaller sets automati- 
cally tune only four stations and 
the more expensive models six to 
eight. 

Spence in Charge 
EDWIN M. SPENCE, secretary - 
treasurer of the NAB during the last 
year and as the manager of WPG, At- 
lantic City, one of the founders of 
the trade association, will serve as 
general convention i the 

Bannual sessions in Atlantic 
July 10 -13. Ed Kirby, director of pub- 
lic relations, and Paul F. Peter, di- 
rector of research, were named to de- 
vise the convention agenda and group 
meeting plane, with Joseph L. Miller. 
labor relations director and a former 
newsman, designated to handle press 
relations. Everett Revercomb, NAB 
auditor, will be in charge of the Regis- 
tration Desk. 

BROADCASTING Broadcast Advertising July 1, 1939 Page 21 
www.americanradiohistory.com

www.americanradiohistory.com


New FCC Rules Recognize Desirability 
Of Guarding Service in Outlying Areas 
SIGNIFICANT principles recog- 
nizing the protection of secondary 
service in outlying communities 
from remote stations, were incor- 
porated by the FCC in its new 
rules and regulations approved 
June 23, effective Aug. 1. 

In revising provisions of its 
Standards of Good Engineering 
Practice, which for the first time 
have the force of FCC regulations, 
the Commission took cognizance of 
the desirability of such service, by 
attaching a rider which in effect 
gives the people living in the re- 
mote areas a voice as to their sta- 
tion desires. 

Similarly, the rules prescribe 
that Class III(a) stations, or those 
regionals authorized to use 5,000 
watts at night, when in remote lo- 
cations may establish greater 
service than that to the 2% milli- 
volt contour, and thereby go be- 
yond the normally protected serv- 
ice range for that class of sta- 
tions. 

Adjacent Channels 
The specific principles adopted 

in the case of the secondary serv- 
ice of Class I or clear stations 
was that consideration be given 
to adjacent channel interference. 
Where a given station provides 
a secondary service and an appli- 
cation for a new station on an 
adjacent frequency is prosecuted, 
which if granted would destroy 
the reception of the remote sta- 
tion, the FCC in the future will 
take into account not only the ef- 
fect of the proposed new station 
on the other signal, but also take 
cognizance of the desires of the 
listeners in the area which would 
be deprived for the secondary 
service. 

A substantial number of changes 

were made by the Commission in 
purely technical phases of the rules 
and the standards of engineering 
practice. These hewed closely to 
the recommendations agreed to at 
the technical conference held June 
5 -6 under the chairmanship of An- 
drew D. Ring, FCC assistant chief 
engineer in charge of broadcast- 
ing, to appraise the provisions of 
the engineering standards [BROAD- 
CASTING, June 15]. All of the 
changes definitely agreed to at the 
conference, attended by some 50 
engineers and attorneys, were 
adopted by the FCC. 

The FCC kept intact a provision 
prohibiting the simultaneous use 
of a common antenna or antenna 
structure by two standard broad- 
cast stations and a station of any 
other class unless both stations are 
licensed to the same licensee. The 
provision is not retroactive, and 
was adopted because it was felt 
there could not be a complete con- 
trol over station equipment by in- 
dividual licensees. 

Direct Power Rating 
New provisions, under which the 

operating power of stations must 
be determined by the "d i r e c t" 
method, rather than indirect or 
field intensity, were incorpora- 
ted in the rules. This means that 
the power input to the antenna 
formula must be observed, effec- 
tive July 1, 1940. The indirect 
method, however, may be used in 
emergencies. Stations having di- 
rective antennas must measure 
operating power at a common place 
in the transmission line, with suit- 
able allowances made for losses in 
lines. 

Rules governing auxiliary trans- 
mitters were modified so that for 
five -day periods, without specific 

NAB's best golfer nabs this beau- 
tiful loving cup, awarded annually 
by BROADCASTING to the winner of 
the golf tournament held coinci- 
dent with the annual convention. 
The tournament will be held Sun- 
day July 9 at the Northfield Coun- 
try Club, Atlantic City, the first 
foursomes to tee off at 10 a.m. 
The trophy will be presented to 
the low net scorer at the banquet 
Wednesday night July 12. Past 
winners of the trophies were Dr. 
Leon Levy, WCAU, Philadelphia, 
1932; Jerry King, Standard Radio, 
1933; Lewis Allen Weiss, Don Lee, 
1934; Carl Haymond, KMO, Ta- 
coma, 1935; Ross Wallace, WHO, 
Des Moines, 1936; E. C. Pulliam 
Jr., W I R E, Indianapolis, a n d 
Harry C. Butcher, CBS, Washing- 
ton, co- winners, 1937. 

authority from the FCC, the stand- 
by units may be employed during 

maintenance work or modification 
of the main transmitter, as well 
as during failure of the main unit. 
Auxiliary transmitters must t e 
tested at least once a week, to to 
conducted between 12 midnight and 
9 a. in. local standard time. The 
former requirement that field in- 
spectors be notified within two days 
of the use of auxiliary transmi-- 
ters was entirely eliminated. 

Under the log requirement pro- 
visions, a rule which would have 
required an entry each 30 minutes 
of the modulation monitor read- 
ing for maximum and average, was 
eliminated entirely. 

Safety factor provisions were 
liberalized in keeping with mod- 
ern technique, and many detail 
changes discussed at the confer- 
ence at length also were incorpor- 
ated in the standards. 

Portable Master Control 
A PORTABLE master control unit 
weighing less than 25 pounds (old - 
type unit weighed something over 
3,000 pounds and was semi -port- 
able only) has been developed by 
NBC engineers to give s p e c i a l 
events and news men speedier co- 
ordination between pickup points. 
New unit is 10 inches high and 19 
inches long, with three rows of 
red, green and white lights, 10 to a 
line, indicating positions on the air 
or in communication with the base 
of operations. Besides linking field 
crews and operatiins directors, it 
also feeds the program to all points 
so that any one may take the air 
immediately. Device pro v e d its 
value during its debut in covering 
the New York visit of King George 
VI and Queen Elizabeth, when 
switches between 10 microphone 
positions were made without a sec- 
ond's interruption. 

STEERING COMMITTEE for the NAB Convention in Atlantic City 
July 10 -13 is this group of practical broadcasters, constituting the 
board of directors. Five members of the board, serving as district direc- 
tors will step down immediately following the convention, to make way 
for their duly elected successors (see layout on page 21). Six of the 
members, serving as directors at large, also vacate their offices, with 
new nominations and elections to occur at the convention. In this picture, 
(1 to r) front row: Edwin W. Craig, WSM; W. Walter Tison, WFLA; 
Harold V. Hough, WBAP (at large); John Shepard 3d, Yankee Net- 
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work; Walter J. Damm, WTMJ; Mark Ethridge, WHAS; John Elmer, 
WCBM, (at large) ; middle row: C. W. Myers, KOIN -KALE; Frank M. 
Russell, NBC (at large); Donald W. Thornburgh, CBS; Elliott Roose- 
velt, Texas State Network (at large); Herb Hollister, KANS; Edward 
A. Allen, WLVA (at large) John E. Fetzer, WKZO; O. L. Taylor, KGNC; 
back row: Earl H. Gammons. WCCO; Harry C. Wilder, WSYR; Clair 
R. McCullough, WDEL; Lambdin Kay, WSB (at large); John J. Gillin 
Jr., WOW; Ralph R. Brunton, KJBS. Absent when this picture was 
taken were John A. Kennedy, WCHS, and Gene O'Fallon, KFEL. 
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Broad FCC Rules Become Effective Aug. l 
One -Year Licenses, Clear Channel Retention Provided; 
Havana Treaty Shifts in Allocations Are Postponed 
STRIPPED of its frequency real- 
location provisions, but incorporat- 
ing an extension of the broadcast 
license period from six months 
to one year, new rules and reg- 
ulations of far -reaching im- 
portance to the broadcasting in- 
dustry and the public become ef- 
fective Aug. 1. It is the first broad 
revision of fundamental technical 
regulations in more than a decade. 

Involving reclassifications of all 
stations with power increases for 
regionals and locals, the new rules 
and regulations were approved by 
the FCC June 23 in substantially 
the same form in which they had 
been advanced at oral arguments 
last month [BROADCASTING, June 
15]. 

Because of the impasse reached 
in obtaining Mexico's approval of 
the North American Broadcasting 
Agreement evolved two years ago, 
the projected reallocation of as- 
signments of practically all sta- 
tions is necessarily held in abey- 
ance. The reallocation was to have 
become a part of the new rules 
and regulations, but Mexico's un- 
willingness to relinquish its so- 
called border stations, which in the 
main are operated under auspices of 
American citizens blocked this im- 
portant phase. Nevertheless, vir- 
tually all other provisions of 
the intercontinental broadcasting 
agreement become operative under 
the new rules. The actual frequen- 
cy shifts will occur whenever an 
agreement is reached with Mexico, 
or if Canada and Cuba agree to 
effectuate the changes without the 
participation of that country. 

Clear Channels Remain 
Retention of the clear channel 

principle with peak power of 50,000 
watts, as a means of providing 
rural and secondary coverage was 
voted by the Commission after a 
lengthy debate in which it ap- 
peared at one time that the number 
of Class I(a) or clear frequencies 
would be reduced from the pro- 
posed 25 to 20. The discussion 
wound up, however, with an in- 
crease to 26 in the number of 
clear channels in the upper brack- 
et, and a reduction from 19 to 
18 in the number of duplicated 
clears of Class I(b) status. T h e 
1170 kc. channel, used by WCAU, 
Philadelphia, which was slated for 
reduction to the secondary status 
in the proposed rules was restored 
to the preferred position as an out- 
come of this discussion. 

A proposal had been advanced 
for duplication of all coastal clear 
channels, which would have re- 
sulted in the reduction to 20 Class 
I(a) frequencies. This would have 
affected the status of WEAF, WJZ, 
WABC, WBZ and KFI. This pro- 
posal lost, though at times it is 
understood a minority of the FCC 
members supported duplication of 
all clear channels. WOR, which 
waged a vigorous fight for restora- 

HOW ANNUAL LICENSES WILL BE ISSUED 

BY VIRTUE of the FCC action of June 22 extending. the six -month broadens 
license terms to mane year. an entirely new schedule for renewal application 
becomes immediately effective in conformity with the new rules. 

The new rules set up six groups of channels with license dates staggered over 
two -month intervals. This nvrangentrut was devised In distribute the renewal 
applications as evenly as possible throughout the year. nllowing a two-month 
span to clear each classification. 

Under the plan. where necessary 10 meet OW revised licensing sehe11114'. 

stations will be accorded short -term extensions which will bring them up to the 
new one-year starting date. When those expire, the regular full-year license will 
lie issued. to expire on the same date in succeeding years. 

When the Radio Commission was created in 1927. licenses were issued for 
411113. a three -month period in order to keep the structure sufficiently fluid to 
permit changes in allocations. The tenure was extended to six mouths in April 
1031. and was retained on that basis by the 1'Ct' despite a constant campaign 
by the industry. and ftrqueut demands in Congress, for three-year-licenses 
as permitted by haw. 

The table of frequency groups, under the new one -year licensing procedure. 
follows: 

From Feb. 1 --0411 050 000 070 680 700 710 720 740 7 5 0 700 î î (l .00 
S(NO S10 821) 830 850 SOIL S70 970 OSO 990 1000 1020 1040 1(150 100(1 

11170 1080 1000 1100 1110 11311 1141) 11a) 116(1 1170 11t0 1100 14110 1470 
11S() 1400. 

Frain April 1 -5511 500 370 5850 am 600 610 0r20 030 781) SSO SilO 900 920. 
From .ivae 1 -930 040 950 1010 1120 1220 1230 1240 12531 1200 1.270 12SO 

1290. 
From Aug. 1- 1 300 1320 1330 134(1 1350 1360 13811 1390 14140 141(1 1430 

1440 1430 13311 1330. 
1"rotn (let. 1 -1200 1210 1310. 
From Dec. 1 -1370 1420 1500. 

tion to I(a) status, was not ac- 
corded this position and is expect- 
ed to resist the provisions of the 
rules at a future hearing. 

Salient Provisions 

Salient provisions of the pro- 
posed new rules are: 

1. Reclassification of s t a t i on s 

from clear, regional and local to 
Classes I (clear) ; II (duplicated 
clear); III (regional); IV (local). 
Upper and lower brackets, based 
on power limitations and interfer- 
ence protection, are provided for 
the first three classes of stations 
[See BROADCASTING. 1939 Yearbook, 
pp. 310 -21]. 

2. Establishment of 26 channels 
as clear with no duplication with- 
in the continental limits of the 
country. 

3. Increases in power for Class 
III (a) regionals from a maximum 
of 1,000 watts at night to 5,000 
watts day and night upon individ- 
ual application and where engineer - 
ingly feasible. 

4. Increase of maximum power 
of Class IV stations from 100 watts 
at night to 250 watts on individual 
application and where engineering - 
ly feasible. 

5. Banning of commercial opera- 
tion under experimental grants of 
any character. 

6. Adoption of standards of en- 
gineering practice as part of gen- 
eral regulations for the first time, 
effecting improvements in techni- 
cal operation and recognizing defi- 
nite standards of service and cov- 
erage. 

In extending the broadcast li- 
cense period from six months to 
one year, the FCC capitulated 

partly to the insistent campaign of 
the industry during the last dozen 
years. The law prescribes a maxi- 
mum three -year license term, which 
the industry has sought. It was 
stated that the three -year term 
would have been approved were it 
not for the "instability" created by 
the delay of Mexico in ratifying 
the reallocation agreement. If, as 
and when the North American 
Agreement becomes operative, it 
was indicated, the FCC might again 
consider extension to three -year 
terms as a means of buttressing 
the industry economically a n d 
lending it greater stability. Long- 
er licenses may result in a change 
in FCC regulatory procedure since 
it may be inclined to pursue revo- 
cation proceedings for law viola- 
tions rather than rely upon license 
renewal applications. 

26 Clear Channels 
On the clear channel dispute, the 

Commission stated that uncertain- 
ty in regard to the Havana Treaty 
made it inadvisable to reduce the 
number of unduplicated clears at 
this time to less than 26. This was 
interpreted as meaning that if ad- 
ditional frequencies were duplicat- 
ed, under the technical provisions 
of the treaty, those channels could 
also be duplicated within specified 
limitations in the other continental 
nations. There was also the impli- 
cation that at some future date - 
perhaps when the treaty allocation 
provisions become operative -the 
FCC may again consider the feasi- 
bility of clear channel duplication. 
As a matter of fact, filing of ap- 
plications for duplication on cer- 

tain of these channels might be 
countenanced by the Commission 
even at this stage by waiving the 
former requirement that applica- 
tions not in accord with established 
rules be automatically denied. 

Mexico Again Rejects 
The outlook for the Havana 

Treaty situation and its concomi- 
tant allocation provisions was far 
from bright. Ambassador Daniels 
in Mexico City, it was learned, has 
reported that the Mexican Senate 
had declined again to sanction the 
treaty without a provision for re- 
location of stations which would 
permit assignment of that nation's 
exclusive channels to the Mexican 
border outlets. Conversations then 
were undertaken with Canada and 
Cuba to determine whether these 
nations would accept the amend- 
ment proposed by Mexico. It may 
ultimately be decided to agree ten- 
tatively to the Mexican proposi- 
tion, subject to further considera- 
tion, in order to effectuate t h e 
terms of the treaty which would 
make available to this country as- 
signments on 106 channels in the 
band 550 -1600 kc. instead of the 
present 92 channels. The present al- 
locations set aside 26 unduplicat- 
ed clears, 18 duplicated clears, 42 
regionals and six locals. 

Under the terms of the new 
rules, no changes in station assign- 
ments or power or hours of opera- 
tion are effected automatically. All 
must be accomplished on individual 
application when the rules become 
generally operative Aug. 1. This 
procedure does not necessarily 
mean hearings, for in cases in 
which there are no objections the 
FCC will be disposed to approve 
changes without delay if they ac- 
cord with the rules. 

Block Power Boosts 
For example, if a block of sta- 

tions on a Class II1(a) channel pro- 
poses to increase night power to 
5,000 watts in accordance with the 
rules, and if all technical require- 
ments as encompassed in the rules 
are met, the change will become a 
mere formality insofar as the FCC 
is concerned. The same applies to 
local stations with respect to pow- 
er increases to 260 watts at night. 

In the case of parttime clear 
channel stations, totaling a dozen, 
which under the treaty provisions 
automatically would have gone to 
full time on duplicated opera- 
tions, applications must be filed for 
that purpose in the light of the 
present situation. The majority of 
these stations are expected prompt- 
ly to take advantage of the pro- 
visions of the rules. 

The new rules constitute the first 
general modification of FCC tech- 
nical regulatory practices since the 
general reallocation of 1928. While 
there have been significant piece- 
meal changes since then, such as 
repeal of the Davis Quota Amend- 
ment, and a boost in day power of 
regionals from 2,500 to 5,000 watts, 
there has been nothing in the na- 
ture of an omnibus revision. 

Because of the status of the Ha- 
(Continued on page 197) 
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Walker Renamed 
For 7 -Year Term 
Confirmation Seen Sure; Mc- 
Ninch May Get New Post 
PRESIDENT ROOSEVELT on 
June 26 nominated Commissioner 
Paul A. Walker of the FCC for a 
new seven -year term from July 1. 
The Oklahoma Democrat, a special- 
ist on telephone 
matters, was ap- 
pointed to the 
original FCC in 
1934 and served 
a s chairman o f 
its Telephone Di- 
vision until the 
abolition of the 
division method 
of operation last 
year. 

The nomination automatically 
goes to the Senate Interstate Com- 
merce Committee. Little difficulty 
is expected on confirmation by the 
Senate. 

Commissioner Walker had visit- 
ed the White House on June 22 and 
conferred with the President. At that time his reappointment ap- 
peared assured. He carne to the 
FCC in 1934 from the chairman- 
ship of the Oklahoma Corporation 
Commission and was in charge of 
the FCC's direction of the A T & 
T inquiry. In the absence of Chair- 
man McNinch, Mr. Walker served 
as acting FCC chairman during 
the week of June 26. 

Meanwhile, Chairman McNinch 
continued to be away from the 
FCC due to illness. Reported to be 
resting at a nearby beach, after 
having been hospitalized since May 
1, the chairman planned to return 
to the FCC after July 4. 

Nevertheless, it was an open se- 
cret in Washington circles that Mr. 
McNinch might receive an appoint- 
ment to another post -probably a 
judicial one-in the near future. A 
vacancy on the U. S. Court of 
Claims, for which Mr. McNinch 
had been mentioned, had been filled 
by the President June 23 with the 
appointment of Sam E. Whitaker, 
Assistant Attorney General to that 
court. Simultaneously, the Presi- 
dent named Judge Richard Smith 
Whaley Chief Justice of this court. 
The fact that Mr. Whaley is a 
South Carolinian and Mr. McNinch 
hails from North Carolina might 
have had some bearing on the ap- 
pointment. 

Commissioner Thad H. Brown, 
whose term expires on June 30, 
1940, has made no statement in 
connection with his reported re- 
tirement from that agency perhaps 
during this year. He has expressed 
a desire to return to private prac- 
tice of law. 

Radio for Ad Clubs 
A SIX -POINT plan for using radio 
in the public relations program of 
an advertising club is offered in a 
booklet recently issued by the Ad- 
vertising Federation of America. 
Suggested activities include a se- 
ries telling about various local in- 
dustries; speeches by local busi- 
ness men dealing with aspects of 
their own businesses; speeches by 
representative business men on na- 
tional problems affecting the wel- 
fare of local business; weekly 
broadcasts summarizing business 
news; broadcasts bringing out the 
value of the public service per- 
formed by advertising. 

Wrigley to Continue 
WILLIAM WRIGLEY Jr. Co., Chi- 
cago (chewing gum), on July 9 re- 
news its half -hour Sunday evening 
RKO show on CBS. Details of the 
program are not definitely set, but 
the 13 -week series will likely origi- 
nate in Chicago and will feature 
the winners of the Gateway to 
Hollywood series in dramatizations 
adapted from the movie "career" in 
which they are also featured. 
Neisser - Meyerhoff, Chicago, is 
agency. 

Norwich Back on Air 
NORWICH PHARMACAL Co., 
Norwich, N. Y. (Amolin) on July 
12 starts a campaign of five disc 
announcements weekly in Buffalo 
and Syracuse, eventually expand- 
ing to 50 stations. Several years 
ago the firm was a user of spot 
radio but has been inactive since. 
Agency is Wm. Esty & Co., New 
York. 

Discs on NBC Net 
NBC for the first time is ac- 
cepting transcriptions f o r 
network broadcasting. The 
order announcing the change 
in policy June 26 said: "Ef- 
fective immediately NBC 
will accept electrical tran- 
scriptions for transmission 
over Pacific Coast Blue net- 
work, including Pacific Coast 
stations available as supple- 
mentaries to the Blue Net- 
work. Free origination points 
will be, as in the case of live 
talent shows, NBC studios at 
San Francisco and Holly- 
wood. Origination at any 
other point will be subject to 
regular remote pickup rates." 

Appeal of WLW Is Dismissed by Court; 
Denial of Half -Time to KFLO Upheld 
UPHOLDING the recent decision 
of the FCC in reducing WLW's 
power on March 1 from its special 
experimental 500,000 watts to its 
regular 50,000 -watt output, the U. 
S. Court of Appeals for the Dis- 
trict of Columbia June 26 dis- 
missed the appeal of the Crosley 
station on the ground of lack of 
jurisdiction. 

While the three Justices (Gro- 
ner, Chief Justice, who wrote the 
opinion, Stephens and Vinson) 
concurred in the result, Associate 
Justice Stephens disagreed with 
the majority. He held that the ma- 
jority should have limited itself to 
the conclusion that either the spe- 
cial experimental authorization 
was void or that it was a kind of 
license not subject to the provi- 
sions of the statute, and in either 
event WLW would have had no 
right to appeal. He added he 
thought the opinion as written by 
Chief Justice Groner implies that 
the Commission has power to issue 
and terminate special experimental 
authorizations without conformance 
to the provision of the statute for 
notice, hearing and review, and 
that the Commission can by con- 
tract with a licensee "render inef- 
fective or inapplicable" those pro- 
visions. 

"I think the court ought not to 
rule until it is necessary to do so 
on such grave questions as are in- 
volved in the alternatives stated," 
Justice Stephens said. 

KFUO -KSD Case Settled 
In a second opinion, the court 

affirmed the FCC decision denying 
KFUO, St. Louis, Lutheran church 
station, halftime on 550 ke. which 
it now shares with KSD, using 
only 20% of the hours. Associate 
Justice Edgerton held the Commis- 
sion's decision that the public in- 
terest will be served by maintain- 
ing the status quo rather than by 
switching time from one station to 
the other, was supported by sub- 
stantial evidence and "is not arbi- 
trary or capricious ". KSD had ap- 
plied for fulltime on the channel 
and deletion of KFUO. KFUO had 
applied for halftime and had ap- 
pealed when the FCC decided to 
retain the status quo. KFUO also 
had sought an increase in power 

to 1,000 watts night and 5,000 
watts day, which also had been de- 
nied. The court said the Commis- 
sion was never clearly advised that 
KFUO desired to have its power 
application considered separately 
if its application for increased 
time was denied. 

"What we have said," the opin- 
ion concluded, "is without preju- 
dice to its right at any time, upon 
a proper showing, to apply for an 
increase of power." 

WLW May Ask Rehearing 
Whether there will be further 

litigation in connection with the 
WLW ruling remains to be deter- 
mined. It was reported that the 
Crosley Corp. and its counsel, Duke 
M. Patrick, had under advisement 
a possible request for a rehearing 
before the court in the light of 
the conflicting majority opinions 
and also because of purported in- 
accuracies of fact in the majority 
opinion. Moreover, consideration 
was being given to a possible peti- 
tion for Supreme Court review of 
the opinion based on the contention 
that the appellate provisions of the 
act were improperly construed. 

Chief Justice Groner brought 
out that in the WLW proceeding, 
the court had declined to stay the 
effective date of the Commission's 
order several months ago, under 
which it would have continued 
500,000 watt operation. It empha- 
sized that the 500,000 -watt author- 
ization was a special experimental 
one and had no bearing either 
upon WLW's regular 50,000 -watt 
license or its midnight -to- morning 
experimental authorization to use 
500,000. WLW had contended that 
its temporary license was legally 
a "radio station license" and that 
the court therefore had jurisdic- 
tion to review the Commission's re- 
fusal to renew. 

The court said the law permits 
appeals from granting of and re- 
fusal of station licenses, and de- 
clared that if the WLW permit 
was a station license as that term 
is used in the act "the challenge 
to our jurisdiction would have to 
be denied." Judge Groner added, 
however, that the special experi- 
mental authorization was issued 
for purely experimental purpose 

NEW FEDERAL BODY 
HAS RADIO FUNDS 
THE RELIEF appropriations bill 
as passed the House and pending 
in the Senate June 26 carries a 
fund of $20,000 for the radio divi- 
sion of the new Federal Security 
Agency set up under the Presi- 
dent's reorganization order. 

This division, which has beer 
operating under the National 
Emergency Counsel, now abolished. 
and headed by Robert I. Berger. 
former radio director of the Dem- 
ocratic Committee, coordinates in 
a general way the use of radio in 
Government departments. 

Lowell Mellett, NEC director, 
explained to the house Appropria- 
tions subcommittee in charge of 
the relief appropriations, that the 
radio division had its beginning 'in 
part in the desire of the broadcast- 
ing companies and networks that 
there be one place in Washington 
through which requests might be 
made for time and through which 
the broadcasting companies might 
make requests for speakers on the 
air to save them the wear and tear 
of meeting requests from various 
sources; and also to obtain Govern- 
ment people to discuss subjects 
that they wanted discussed on the 
air." 

Joe Lowe in Autumn 
JOE LOWE Corp., New York, cur- 
rently sponsoring three half -hour 
Buck Rogers dises weekly on over 
100 stations for Popsicles, on Sept. 
15 will start a campaign using the 
same program on behalf of dough- 
nuts. About 30 minutes will be 
used. Agency is Biow Co., N. Y. 

FADA RADIO & ELECTRIC Co.. 
Long Island City (receivers) will use 
radio on WOR and WNEW. New 
York, starting in July. Agency is 
Sternfeld- Godley, New York. 

and subject to terms at the will 
of the Commission. Holding that 
WLW cannot complain about im- 
proper hearing or capricious or 
arbitrary action, the opinion stated 
that WLW, while its experimental 
operation was in progress, received 
its "quid pro quo" in being permit- 
ted for five years to extend this 
service over a greater area than 
any other American station. 

"Certainly in nothing that the 
appellant has offered is it shown 
that the conclusions reached were 
arbitrary or capricious or that our 
finding of a lack of jurisdiction in 
the present case permits any ac- 
tion of that character with respect 
to the regular broadcast station li- 
censes to go unchecked," the opin- 
ion stated. 

The WLW petition, the court 
said, "wholly fails to take into con- 
sideration the nature of its agree- 
ment and the obligations assumed 
by it growing out of the same. 
Its present attitude is to insist 
upon a continuation of rights in 
disregard to its obligations to sur- 
render them whenever the Corn- 
mission declared they were no 
longer necessary for the purpose 
for which they were granted. It 
demands of us that we should dis- 
regard its agreement and the mu- 
tual purpose of its making and 
treat what it received as some- 
thing not intended by either the 
Commission or itself. This we can- 
not do under the statute -and we 
ought not to do in this case re- 
gardless of the statute." 
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A Decade of Technical Radio Progress 

More Efficient Use 
Regional and Local 
SINCE broadcasting began some 
19 years ago, numerous technical 
developments, principally in trans- 
mission technique, allocation of 
broadcast facilities and receiver 
design, have contributed to a gen- 
eral improvement in service to the 
public. 

But, as if to offset in some meas- 
ure these scientific advances, there 
have also been developments over 
this span of time which have tend- 
ed to decrease radio performance. 
The primary offenders have been 
increased noise areas in cities and 
the upsurge in interference caused 
by electrical devices -man -made 
disturbances. 

Broadcasting today, from the al- 
locations standpoint, is a far cry 
from its earlier days. When the 
first station was authorized by the 
Department of Commerce, it was 
assigned to a specific wavelength 
and required to operate on it, that 
is, approximately on it, for there 
were no means of precision moni- 
toring then. For a number of years 
thereafter, all other stations were 
assigned to only two wavelengths 
-360 and 400 meters. 

From Chaos to Order 

Confronted with a congestion 
problem as radio made its techni- 
cal advances, allocation principles 
were evolved and the basic plan 
of frequency assignment began to 
take form. The first milestone in 
the basic plan of allocation was the 
assignment of stations on the basis 
of 10 kc. frequency separations. 
Then 1923 saw a plan of allocation 
based on frequencies. The next 
major event was the breakdown of 
the early law in 1926 under which 
the Department of Commerce li- 
censed stations. The result, little 
short of chaos, was that from early 
1926 to February 1927 stations 
came on the air with whatever 
power or frequency or hours of 
operation they chose. To bring 
order out of this chaos, Congress 
enacted the Radio Act of 1927, 
which established the Federal Ra- 
dio Commission and gave it broad 
powers to regulate and license sta- 
tions. 

Being a technically -minded board, 
the original Commission immedi- 
ately plunged into the problem of 
relieving the congestion, and en- 
compassed its work in what was 
known as General Order 40, which 
became effective Nov. 11, 1928. This 
enunciated the basic plan of alloca- 
tion which has remained in force 
since. 

Generally speaking, technical ad- 
vances in broadcasting have been 
gradual but consistent. Every year 
saw new improvements in trans- 
mission technique and in reception. 
And over the years, the Federal 
regulatory authority, limited in its 

By ANDREW D. RING 
FCC Assistant Chief Engineer in Charge of Broadcasting 

of Facilities Seen in New FCC Rules; 
Power Boosts Are Cited 

IF YOU MEASURED the efficiency of any broadcast sta- 
tion of today with a station of similar output of just a 
decade back, you would find the same power from the 
modern streamlined, precision transmitter delivers 
about 50 times the punch. The author, chief broadcast 
engineer of the FCC and its predecessor Federal Radio 
Commission since 1929, knows his kilocycles and watts, 
for he has been identified with the regulatory aspect of 
every advance in radio since then. At the transmitting 
end we learn, it goes in sweet. If it comes out sour, it's 
more than often because of shortcomings and distor- 
tions on the part of the receiving instrument. 

jurisdiction to transmission rather 
than r e c e p t i on operations, has 
tightened up requirements with a 
view to more efficient operation. 

During the pre -Commission 
period, the main technical advance- 
ments related to the advent of the 
piezo -electric crystal control where- 
by the operating frequency of sta- 
tions could be retained well within 
50 cycles of the assignment. The 
power of broadcast transmitters 
was developed to 50,000 watts even 
then, for in 1925 certain stations 
began operating with that output. 
Modulation capabilities of trans- 
mitters was gradually increased 
from about 30 to 40CJr to which the 
early models were limited, up to 
the full technical limitations. 

Three Basic Classes 
Under the General Order 40, 

three classes of stations -locals to 
serve small centers of population, 
regionals to serve larger centers 
and contiguous areas, and clears to 
serve large centers of population 
and vast rural areas -were estab- 
lished. Though that order became 
effective 11 years ago, these princi- 
ples have been maintained. 

It must be recognized, however, 
that the increase in the number of 
both local and regional stations has 
resulted in a trend toward a reduc- 
tion in the nighttime service area 
of established stations. To be sure, 
the purpose of the stations has 
best been served in that on any 
given channel far more urban lis- 
teners have been given a primary 
service. However, at night the 
rural service of both regional and 
local stations has been curtailed in 
favor of the additional urban serv- 
ice. 

The mission of the clear channel 
is to serve rural areas, and this 
has been maintained. No technical 
development yet has been conceived 
that will enable any substantially 
complete service to rural areas 
other than by means of high power 
using clear channels at night. 

ANDREW D. RING 
Antenna efficiency has been ma- 

terially increased over the years. 
At first inverted "L" and "T" type 
antennas were in common use. 
Often the height was a fraction of 
a wavelength, whereas in today's 
modern design the vertical type is 
used almost exclusively. The advent 
of directive antennas has permitted 
a far better use of regional chan- 
nels for serving more urban areas 
without materially reducing the 
service area of other stations al- 
ready on the same channel. The 
principle of the use of directive an- 
tennas to reduce interference and 
to improve the service over a given 
area has been extended even into 
the clear channel field. There are 
now several clear channels in which 
the dominant stations make use of 
such antennas for the improvement 
of service, and secondary stations 
are able likewise to operate on the 
channel without a material reduc- 
tion in the rural service of stations 
and at the same time permit fur- 
ther urban service. 

In recent years the introduction 
and use of modulation limiters has 
enabled an increase in average per- 
centage of modulation and a result- 
ant improvement of signal. Consid- 
ering these technical advantages 
from the viewpoint of the listener, 
conclusions may be drawn that the 
promulgation of regulations in 
June 1933, requiring all stations 
to operate within 50 cycles of the 
assigned frequency, has resulted in 
increases in service areas of dupli- 
cated stations equivalent to some 
25 times the power increase of any 
individual stations, other things 
remaining constant. 

The increase in the percentage 
of modulation has resulted in im- 
provement in the signal level over 
noise equivalent to an increase in 
power of some 10 to 15 times. Im- 
provement in antenna efficiency has 
resulted in increase in power from 
two to ten times. The straight ver- 
tical antenna concentrates the field 
in the horizontal plane that is 
especially suited for broadcast serv- 
ice. All these gains would not be 
equivalent at any one location nor 
are they cumulative with respect 
to the listeners. 

One of the most worthwhile grad- 
ual improvements to which no defi- 
nite date can be assigned is in the 
fidelity of transmission. There are 
no standards or units by which the 
improvement in fidelity can be 
measured directly. Fidelity is meas- 
ured by two factors: (1) Frequency 
characteristics, and (2) amplitude 
distortion or harmonic production. 

During the early period of de- 
velopment, great effort was made 
to obtain a flat frequency charac- 
teristic, that is, transmitting all 
the notes of a musical instrument 
from lowest to highest without dis- 
crimination due to difference in 
frequency. However, it was learned 
that this by no means produced a 
high degree of fidelity of transmis- 
sion and reception. Of more im- 
portance was an absence of distor- 
tion in the form of amplitude dis- 
tortion which is measured in gener- 
ation of harmonics of the original 
audio carrier. At the present time, 
by means of the various techniques 
and especially feedback, the ampli- 
tude distortion has been reduced to 
a very low degree. 

Greatest Need in Reception 

The greatest need for improve- 
ment today is in reception facili- 
ties. As a matter of fact, in numer- 
ous instances, the performance of 
moderate to low -priced receiving 
sets is considered superior in fi- 
delity of reproduction to some of 
the more expensive units, particu- 
larly because in the latter an ef- 
fort has been made to extend the 
lower and upper frequency range 
and due to the distortion present 
in the instrument the result is 
not always pleasing to the listen- 
er. 

It has sometimes been said that 
(Continued on page 196) 
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ASCAP Is Named 
In Conspiracy Suit 
NBC and CBS Also Named; 
Hearing Set for July 12 
CONSPIRACY charges against 
ASCAP, and also naming NBC and 
CBS, were filed in the Missoula 
County, Montana State Court June 
21 by County Attorney Edward 
Dussult. The day previous, it was 
reported, the court issued an order 
restraining ASCAP from collect- 
ing royalties on performance of 
music by the stations pending ad- 
judication of the action, on behalf 
of broadcasters in the state. A 
hearing on the plea making the in- 
junction permanent was scheduled 
for July 12 in Missoula, at which, 
it was assumed, both ASCAP and 
NBC and CBS would be present. 

The action filed by County Attor- 
ney Dussult and his assistant, 
Randolph Jacobs, charged ASCAP 
with monopoly, suppression of cre- 
ative genius and "extortion" in 
violation of the State constitution 
and criminal laws. It was pointed 
out that certain of the charges 
were felonies under the State laws 
punishable by imprisonment. 

Advices from Missoula stated 
that under the three actions filed 
by the State counsel, individuals 
against whom charges were made 
included officers of ASCAP, Gene 
Buck, Claude Mills, John Paine, 
and Louis Frolich; officers of NBC 
including President Lenox R. Lohr, 
Executive Vice - President Niles 
Trammell, Vice -President and Gen- 
eral Counsel A. L. Ashby, and Pro- 
gram Vice -President John Royal; 
and officers of CBS including Wil- 
liam S. Paley, president; Edward 
Klauber, first vice- president, and 
Isaac D. Levy, director and part 
owner of WCAU, Philadelphia. 

A threat of prosecution against 
the major networks for allegedly giving "aid and comfort" to 
ASCAP was made recently by B. 
Gray Warner, Prosecuting Attor- 
ney in Seattle. 

Radio Leads All Media, 
Standard Statistics Says 
RADIO has again made the best 
showing among major advertising 
media this year and "continuing 
good year -to -year gains in radio 
time sales are in prospect during 
the next several months," Stand- 
ard Statistics Co. reports in its 
June 23 survey of advertising, 
printing and publishing. 

Looking ahead, however, the re-. 
port predicts that future gains of 
radio at the expense of other me- 
dia will be less pronounced stating: 

"The proven effect of radio ad- 
vertising has led to increasing in- 
terest on the part of manufactur- 
ers and distributors of nationally - 
used products and has led to a 
rapid expansion of broadcasting 
facilities. However, with the nation 
now widely covered by broadcast- 
ing stations, it is indicated that the 
saturation point has nearly been 
reached with regard to extension 
of facilities. Since practically all 
of the more profitable hours are 
now booked, it is probable that an 
era of comparative stability of 
earnings is in prospect for broad- 
casting companies at least until 
the perfection of commercial tele- 
vision. The possibility of more 
stringent Government regulation is 
an intangible but important factor 
in the outlook." 

X- APPEAL is how one New York newspaper described the combination 
of beauty, charm, voice, grace and "umph" which on June 17 won for 
Carol Smith, 21- year -old brunette, the title of Television's First Beauty 
Queen in a New York World's Fair contest. She was selected out of 
30 finalists who paraded before the Iconoscope and were judged by a 
distinguished group of artists and writers. She is here shown receiving 
a televisor, gift of NBC, and a symbol of the Fair from Thomas J. 
Donovan, administrative assistant to Grover Whalen, Fair president. 

House Votes $1,838,175 Fund 
To FCC for Next Fiscal Year 

Little Opposition Heard Except on Censorship 
Angle and Measure Is Sent to the Senate 
By WALTER BROWN 

WITH little debate and no opposi- 
tion, the House June 23 passed a 
deficiency bill carrying an approori- 
ation of $1,838,175 for the FCC 
during the fiscal year beginning 
July 1. 

The measure was immediately 
sent to the Senate where the de- 
ficiencies subcommittee reported it 
without change or hearing on June 
26, paving the way for Senate 
passage. Thus there was no danger 
of the FCC being without funds 
when the new fiscal year begins. 

The new appropriation is $200.- 
000 less than the budget estimate 
but $93,175 more than the FCC had 
for operating expenses during the 
current fiscal year. In reporting 
the bill to the House, the Appropri- 
ations Committee said it did not ap- 
prove any special items for increase 
but in apnton' ating the increased 
sum for the FCC had "in mind the 
very important phase of its work 
developing around the engineering, 
legal and accounting sections of its 
functions." 

Censorship Vote 

In appearing before the commit- 
tee June 19, Acting Chairman Thad 
Brown and key officials of the FCC 
sought to justify the budget esti- 
mate of $2,000,000. They testified 
as to the need of 28 new employes 
in the secretary's office, 10 addi- 
tional lawyers, three additional en- 
gineers and seven clerks in the field, 
and 10 new accounting employes, 
nine to be assigned to the field. 

The FCC item in the deficiency 
bill provided $1,800,000 for the reg- 
ular work of the Commission, $13,- 
175 for a special study of radio re- 
quirements necessary for ships 
navigating the Great Lakes and In- 
land Waterways and $25,000 for 
printing and binding, 

The only vote during the consid- 
eration of the FCC appropriation 
came on an amendment offered by 
Rep. Dirksen (R -III.) prohibiting 
the use of any of the money for ef- 
fectuating or enforcing the recent 
rules governing international short- 
wave broadcasting. Mr. Dirksen 
quoted from the regulations which 
he said amounted to censorship and 
which, if allowed to stand, could 
easily be translated to all broad- 
casting. Mr. Dirksen referred to the 
bills pending in Congress to set up 
Government -owned stations which 
he said would broadcast programs 
not only to South America but to 
all parts of the United States. If 
these were built he said the gov- 
ernment could "clamp on censorship 
and this could be transmitted to 
other broadcasting stations." 

Shortwave Rule Debated 
Referring to the action of the 

FCC on international shortwave 
r »leg [see nage 28], he said. "The 
FCC pulled in its neck and decided 
a hearing would be held. But the 
regulation may still stand after 
the hearing and for this reason I 
feel my amendment should be 
adopted. The FCC ought not to be 
sticking their noses into that kind 
of business." 

Rep. Dirksen said he and Rep. 
Wigglesworth (R- Mass.) "took the 
Commission over the coals" at the 
Committee hearing last January, 
and said as a result no appropria- 
tion was provided in the independ- 
ent offices supply bill. 

The Committee had explained in 
its report that the reason the FCC 
item had not been included was be- 
cause of the Administration's pro- 
posal for abolishment of the pres- 
ent Commission and the setting up 
of a new three -man Commission. 

Rep. Woodrum (D -Va.), who 
(Continued on page 198) 

New Bill Lightens 
Tax on Cosmetics 
ADVERTISING appropriations of 
cosmetic companies may be in- 
creased as much as $5,000,000 'Dy 
virtue of amendments in the new 
tax bill which passed both Houses 
of Congress the week of June 19 
permitting companies to deduct ad- 
vertising and selling costs from the 
price of cosmetics on which Fed- 
eral taxes are paid. It was esti- 
mated unofficially that the effect of 
the amendment might reduce Fed- 
eral tax payments from these com- 
panies by 50% or about $5,000,000. 

The tax bill did not provide for 
a complete elimination of the ex- 
cise tax on cosmetics but contained 
the provisions providing some mea- 
sure of relief to cosmetic manufac- 
turers. 

Noxzema Plans 
Prior to the enactment of the 

amendment to the cosmetic tax law, 
Noxzema Chemical Co., New York, 
had announced it would curtail its 
advertising expenditures due to the 
cosmetic tax. First the company 
had announced that it would dis- 
continue its sponsorship of the 
weekly Professor Quiz program on 
CBS. Afterward, it decided that in- 
stead of closing the present series 
June 24, starting July 1 it would 
be heard only on six of the former 
network of 40 stations (WABC, 
WBBM, WJR, WCCO, KMBC and 
KMOX). 

In the light of the liberalized 
law, there was the possibility it 
would continue the larger network. 
The program time for the cur- 
tailed schedule was announced as 
Saturdays, 8:30 -9 p. m., with tal- 
ent remaining the same. Ruthrauff 
& Ryan, New York, handles the ac- 
count. 

NAB -ASCAP Will Hold 
Pre -Convention Meeting 
A FINAL pre- convention meeting 
of the NAB -ASCAP negotiating 
committee, to discuss projected new 
performing rights contracts for 
the broadcasting industry, will be 
held in New York July 6 when a 
proposed understanding will be 
sought. At a meeting June 26 it 
was decided to have the further 
session prior to the NAB Conven- 
tion in Atlantic City July 10 -13, at 
which copyright will be a salient 
top 

Atteic. nding the conferences for the 
NAB on June 15 and June 26 
were Neville Miller, NAB presi- 
dent; Lenox R. Lohr, NBC presi- 
dent; Edward Klauber, CBS first 
vice- president; John Elm er, 
WCBM, Baltimore; Samuel R. 
Rosenbaum, WFIL, Philadelphia. 
Representing ASCAP were Gene 
Buck, president; John G. Payne, 
general manager; Louis Frolich, 
general counsel. 

THE FCC on June 20 granted special 
temporary authority from July 1 to 
Dec. 1 to Leland Perry to operate 
KSUB, Cedar City. Utah, following 
the death of his partner, Harold John- 
son. local dry goods merchant. en. 
licensee of the station. 

OVERLAND TOURS. New York 
I bus) plans early use of radio, prob- 
ably announcements. Advertising Trade 
Service. New York, is agency. 
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Hearing on Cultural' Ruling 
Will Be Postponed by FCC 

NAB Will Be Denied Extension of Hearing Scope; 
Retains Swager Sherley as Special Counsel 

STILL SHOWING signs of temper 
over the controversy kicked up by 
its international broadcast order, 
with its program censorship impli- 
cations [BROADCASTING, June 1, 15], 
the FCC has decided to post- 
pone the hearing it previously had 
authorized on the provocative rule 
from July 12 to a new date but 
proposes to deny in other respects 
a petition filed by 
the NAB for sus- 
pension of the 
regulations a n d 
enlargement of 
the hearing order. 
The new date 
may be July 14, 
the day after the 
closing of the 
NAB convention 
in Atlantic City. 
However, the NAB is pressing for 
July 26, because of convention com- 
plications. 

Because of the importance of 
the censorship issue, the NAB 
retained Swager Sherley, distin- 
guished Washington attorney who 
as a former Congressman from 
Kentucky was chairman of the 
House Appropriations Committee, 
as special counsel. In a petition 
filed with the FCC June 23, Mr. 
Sherley asked that the Commission 
enlarge its order for the hearing 
to include not only the specific 
paragraph which carried the "cul- 
tural" requirement, and which 
specified that only such programs 
which will promote international 
goodwill, understanding and co- 
operation be carried, but all rules 
pertaining to international sta- 
tions. The petition also asked the 
Commission to suspend the rules 
and postpone the hearing date. 

Limited to Paragraph 

Under the FCC plan, the hear- 
ing would be confined to the spe- 
cific paragraph dealing with "cul- 
tural" and "goodwill" programs. 
Later, presumably, it will set a 
hearing in September on the gen- 
eral international rules. There 
was no disposition to comply with 
the request of the NAB that the 
rules be suspended in the interim. 

In informed circles, it was con- 
sidered likely the FCC would 
modify the language of the ques- 
tioned paragraph to eliminate the 
censorship implication. Moreover, 
it was expected this would be done 
rather promptly since the FCC had 
planned to recess July 15 when sev- 
eral of its members contemplate 
vacations. 

Editorial criticism lodged against 
the FCC on the international broad- 
cast rule was among the most vio- 
lent since the advent of radio. It 
was viewed generally by the press 
as censorship at its worst, and 
many writers pointed out that if 
the Government could prescribe 
the type of programs to be broad- 
cast over international stations it 
might well order similar restric- 
tions on domestic programs. More- 
over, the view was expressed that 

Mr. Sherley 

should radio capitulate to Govern- 
ment censorship the press would 
be next in line. 

The decision to petition the FCC 
carne followed a meeting in New 
York June 21 attended by licensees 
of the international broadcast sta- 
tions on call of NAB President 
Neville Miller. It was agreed that 
the NAB should file an appearance 
for the July 12 hearing, and ask 
for the postponement and the ad- 
ditional relief. Each international 
station licensee, however, would 
make its own individual appear- 
ance and present its own case 
while the NAB presents the issue 
from an industry standpoint. 

Severe Limitations 

Several of the licensees opposed 
not only the censorship aspect but 
also the severe limitations placed 
on commercialization of the inter- 
national broadcast operations un- 
der the rules. In some quarters it 
was felt the licensees could not live 
under such commercial regulations 
and that they should be made work- 
able or else eliminated entirely, 
leaving the shortwaves in the ex- 
perimental category. Moreover, it 
was held that little business would 
be forthcoming from that type of 
operation. 

Feeling was high on both sides 
because of the apparent "snub" of 
the NAB by the FCC in setting 
the hearing on the rules. In doing 
so, it acted on a petition filed by 
the American Civil Liberties Union, 
rather than on the strongly worded 
letter from President Miller pro- 
testing the rule and seeking relief. 
The fact that the hearing was orig- 
inally set for July 12, in the midst 
of the NAB Convention, was re- 
garded as only accidental and with 
no other intent. 

The Commission requested all in- 
terested parties to file notice of 
appearance by July 5. The new 
rules for the 14 international sta- 

How To Get Ideas 
WAPI, Birmingham, recently 
started what may develop in- 
to a program idea depart- 
ment when it inaugurated a 
monthly stag dinner for an- 
nouncers. Membership dues 
are two new program ideas 
each week. 

tions were issued May 23 and have 
been effective since that time. It 
was pointed out that while licen- 
sees may be violating the letter of 
these rules, there was no intention 
of taking punitive action. 

Open Hearing Desired 

In announcing the hearing, the 
FCC said that an open hearing 
was desirable, "particularly in view 
of the fact that the application of 
the rules has been misunderstood 
in some quarters." In this connec- 
tion, it was pointed out that the 
quarrel was not with the "appli- 
cation" of the rules but with the 
actual language which has been 
construed as imposing a flat cen- 
sorship edict. 

In addition to the continued edi- 
torial criticism of the FCC action, 
there were outbursts in Congress. 
On June 23, when the House passed 
a bill authorizing the $1,800,000 
appropriation for the FCC for the 
1939 -1940 fiscal year which begins 
July 1, Rep. Dirksen (R -Ill.) pro- 
posed that a rider be attached to 
the measure which would prevent 
the Commission from using any of 
the funds to enforce the rules. This 
was voted down. 

Rep. Celler (D -N.Y.) on June 
15 wrote Chairman McNinch pro- 
testing the rule, declaring he did 
not think the Commission was on 
firm ground. Rep. Connery (D- 
Mass.), vigorous advocate of an 
investigation of the FCC and of 
radio, on June 19 wrote Chairman 
Woodrum of the House Appropria- 
tions Committee, attacking gener- 
ally Chairman McNinch's admin- 
istration of the Commission and 
urging the FCC to provide funds 
for the Commission only to carry 
it to March 1, 1940. He also criti- 
cised the "censorship power as 

Drawn for BROADCASTING by Sid Hix 
"Don't Unpack, Chief! There's Another FCC Inquiry Starting Tomorrow:" 
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Example of Radio Cited 
To Southern Publishers 
HOLDING that newspapers are too 
"complacent" in their selling meth- 
ods and need a basic selling struc- 
ture for national accounts, J. I. 

Meyerson, adver- 
tising and promo- 
tion director of 
the Oklahoma 
Publishing Co., 
paid tribute to 
the enterprise of 
the broadcasting 
industry in an 
address June 17 
before the South - 

Mr. Meyerson ern Newspaper 
Publishers Association at Old Point 
Comfort, Va. 

Advocating a basic selling struc- 
ture for national accounts, the ex- 
ecutive of the Oklahoman and 
Times and of its three radio sta- 
tions-WKY, Oklahoma City; KLZ, 
Denver, KVOR, Colorado Springs - 
contrasted the closely knit organi- 
zation of broadcasting stations, 
made possible largely through their 
association in three major net- 
works, with the lack of organiza- 
tion and sales planning of news- 
papers which are not similarly as- 
sociated. Mr. Meyerson urged the 
publishers to cease criticism of 
other forms of advertising and to 
correct certain practices in their 
own house. 

Mr. Meyerson discussed an an- 
alysis of the 100 largest advertis- 
ing accounts in the country which, 
he said, showed that little unifor- 
mity prevailed in placing of adver- 
tisements in newspapers, in the 
length of frequency of schedules 
or in the geographical distribution. 

sumed by Chairman McNinch and 
his associates." 

Attending the June 21 meeting 
of international stations in New 
York were Frank Mason, Frank 
Russell and P. J. Hennessey Jr., 
NBC; Dr. C. B. Jolliffe, RCA; 
Harry Butcher, Frederic Willis, 
Paul Porter and A. B. Chamber- 
lain, CBS; Dr. Leon Levy, WCAU; 
Walter Evans and J. B. Rock, 
Westinghouse ; Jack Poppele, WOR; 
Joseph Reis, WLW. NAB repre- 
sentatives, in addition to President 
Miller, were Edwin M. Spence, An- 
drew Bennett and Ed Kirby. It 
was agreed at this meeting to make 
a comprehensive survey of the 
work of the operations of inter- 
national stations, including pro- 
gram, technical and other data. 

The Civil Liberties petition was 
filed by Roger N. Baldwin, execu- 
tive head, and by Frederick A. 
Ballard and H. Thomas Austern, 
Washington attorneys. Mr. Aus- 
tern, a former secretary to Su- 
preme Court Justice Louis D. Bran- 
deis, is expected to argue the Union 
case. 

SERVICE to South America. Asia 
and the Antipodes from General Elec- 
tric's West Coast shortwave station 
WOXBE. located at the Golden Gate 
International Exposition, San Fran- 
cisco. was practically doubled June 25 
when the daily 61/2-hour schedule was 
increased to 12% hours. The com- 
pany's shortwave station W2XAF, 
Schenectady. also has added 10 hours 
to its weekly schedule of programs for 
the Spanish -speaking listeners in Cen- 
tral America and the western half of 
Sim th America. 
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West Coast Setup 
Is Shifted by CBS 
Kemp Becomes Sales Manager, 
Vanda Program Director 
TWO PROMOTIONS to newly - 
created posts in CBS Western di- 
vision operations have been an- 
nounced by Donald W. Thornburgh, 

vice - president in 
charge of Pacific 
Coast headquar- ters in New 
York, to become 
effective July 3. 
Arthur J. Kemp, 
continuing his 
headquarters in 
San Francisco, 
assumes the title 
of Pacific Coast 

sales manager. Charles Vanda be- 
comes CBS Western program di- 
rector in a new segregation of 
Hollywood activities, and his for- 
mer title of CBS Pacific Network 
program director is given to Russ 
Johnston, for the last two years 
continuity director. 

Mr. Kemp has been for the last 
eight months CBS Pacific Network 
sales manager and prior to that 

Mr. Kemp 

Mr. Johnston Mr. Vanda 

was representative of Radio Sales 
Inc. on the West Coast. Before join- 
ing CBS he was sales manager of 
KHJ, Los Angeles, when it was 
affiliated with CBS, then with 
KFRC, San Francisco, in a simi- 
lar capacity, and afterwards sales 
promotion manager of KNX, be- 
fore the station was acquired by 
CBS. He later joined the New 
York staff of Radio Sales Inc., and 
was transferred to San Francisco 
in early 1938. 

In his new post he has charge not 
only of local sales but also of re- 
gional and network sales, with Har- 
ry Witt, KNX sales manager, and hairy Jackson, head of the San 
Francisco sales division, reporting 
to him. 

Moskovic Not Affected 

His elevation does not affect the 
duties of George L. Moskovics, who 
continues as sales promotion man- 
ager of the CBS Pacific Network 
and Radio Sales representative for 
the Eastern CBS owned and oper- 
ated stations. Moskovics is head- 
quartered in Hollywood. 

Mr. Vanda was appointed to 
the newly- created post in a segre- 
gation of activity in Hollywood. 
His new duties include servicing 
of all transcontinental programs 
originating from Hollywood; plan- 
ning and supervising of a greatly 
increased number of network sus- 
taining shows to originate from 
the West Coast, and the audition- 
ing of many new programs to be 
offered for commercial sponsor- 
ship. His new duties will obviate 
the need of sending New York pro- 
ducers to Hollywood to supervise 
network productions. 

Russ Johnston, who takes over 
the post formerly held by Vanda, 

L. B. Wilson Objects to New NBC Pact 
Making WCKY a 'Partial Blue' Outlet 
DESCRIBING the new NBC af- 
filiation arrangement in Cincinnati 
as a "proposed raw deal ", L. B. 
Wilson, president of WCKY, an- 
nounced June 26 that he had re- 
tained former Commissioner E. O. 
Sykes as counsel to resist in every 
way possible the arrangement un- 
der which WLW becomes NBC's 
basic Red outlet under a five -year 
contract. 

Mr. Wilson held that the ar- 
rangement actually meant that he 
would become a "partial Blue" 
outlet rather than what NBC de- 
scribed as basic Blue, and that the 
network proposed to reduce his 
status on the eve of the dedication 
of his new 50,000 -watt transmitter. 
The arrangement, he contended, 
"seeks to destroy WCKY's property 
and ability to render public serv- 
ice." 

Announcement was made in New 
York that the new contract between 
NBC and WLW, which for the first 
time reserves a definite number of 

prior to joining CBS was writer - 
producer on the Los Angeles staff 
of Neisser -Meyerhoff. Paul Pierce, 
on the CBS Hollywood continuity 
staff for more than two years, be- 
comes Pacific Coast continuity di- 
rector, taking over Johnston's for- 
mer duties. 

Splitting of the program depart- 
ment was authorized by W. B. 
Lewis, CBS vice -president in 
charge of broadcasts, following re- 
cent conferences in Hollywood with 
Mr. Thornburgh. Vanda has been 
on leave -of- absence from the net- 
work for several months to pro- 
duce the weekly CBS Gateway to 
Hollywood series sponsored by 
William Wrigley Jr. Co. John M. 
Dolph, who has been filling in the 
program position temporarily dur- 
ing Vanda's absence, returns to his 
former post as assistant to Mr. 
Thornburgh. 

station hours for network use, was 
signed in Cincinnati by NBC Presi- 
dent Lenox R. Lohr and Crosley 
Vice -President James D. Shouse. 
To become effective immediately, 
the arrangement extends NBC af- 
filiations of WLW and its sister 
regional, WSAI, for five years. It 
also changes the network's affilia- 
tion setup in Cincinnati by making 
these stations the exclusive outlets 
for Red network programs, with 
WCKY described as the Blue out- 
let. Formerly, all three stations 
were available to advertisers as op- 
tional Red or Blue outlets. 

Selection of Outlets 

It was explained at NBC that 
while NBC advertisers will be 
given the Cincinnati outlets of 
whichever network they use, Blue 
advertisers whose programs are 
now broadcast by WLW may con- 
tinue on that basis as long as their 
schedules run without interruption. 
Red network clients whose pro- 
grams now are carried by WCKY 
will continue on that basis until the 
expiration of present contracts, it 
was explained by William S. 
Hedges, NBC vice- president in 
charge of the network's stations de- 
partment. These restrictions, Mr. 
Hedges said, pertain only to net- 
work- optioned time, with network 
advertisers free to use any NBC 
outlet available during station time. 

It was largely this phase of the 
arrangement which Mr. Wilson 
protested so vigorously. He held 
that WLW has had no contract 
with NBC for Cincinnati clear- 
ance in 10 years and that his sta- 
tion was the only one which guar- 
anteed time clearance. "After 10 
years, and 10 days before WCKY 
goes to 50.000 watts," Mr. Wilson 
declared, "WLW runs to NBC and 
signs a contract." 

Mr. Hedges said the agreement 
with WLW is to set aside five hours 
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STRIKINGLY MODERN was this booth at the AFA convention designed 
by Viktor Harasty under the direction of Joseph Creamer, WOR pro- 
motion director. The booth measured 8 x 8 feet and was decorated in 
two pastel tints and equipped with two interchanging illustrative 
machines, each carrying three messages describing the station's sales, 
entertainment and public service story. 

of daytime and three- and -one -half 
hours of evening time for network 
use. He said that while this has 
been put in writing for the first 
time, it is in reality "merely a 
formal recognition of a practice 
that has been carried on for several 
years." 

Arrangements of the Crosley sta- 
tions with MBS, it was indicated, 
might be altered by virtue of the 
new NBC contract. Because of this 
development, Fred Weber, general 
manager of MBS, was in Washing- 
ton June 23 to confer with Mr. 
Wilson regarding a possible supple- 
mentary affiliation with his station. 

After conferring with Judge 
Sykes, who is now a member of the 
law firm of Stephens, Spearman. 
Sykes & Roberson, Mr. Wilson said 
that he was preparing a statement 
in detail of the situation for the 
past 10 years "telling why and how 
WCKY got into the broadcasting 
business and giving personal state- 
ments of confidential conferences 
held during that time with net- 
works and Crosley." He said a copy 
of this, when ready, would be sent 
to highest Government officials, in- 
cluding the President and Cabinet, 
members of Congress, and other 
agencies. 

Immediately after being advised 
of the arrangement, Mr. Wilson 
wired Mr. Hedges that the pro - 
proposed change in contract was 
rejected and that if this was 
NBC's decision he would have to 
appeal to the FCC and other Gov- 
ernmental agencies. He made men- 
tion of the rate of $1,080 per hour 
on WLW and said the contract was 
designed to "fix and control" the 
rates of Cincinnati outlets. Mr. Wil- 
son contended that his present con- 
tract with NBC, under which he is 
an optional Red and Blue outlet, 
still has one year to run. He added 
that Messrs. Lohr and Hedges 
sought to have him sign the con- 
tract earlier this month in Cincin- 
nati and that he refused. 

There was the possibility that 
the FCC may be petitioned to re- 
open the network -monopoly in- 
quiry, which ran for a six -month 
period, in the light of these de- 
velopments. This move, it is un- 
derstood, was under consideration 
by MBS, since it harbors the view 
that the new arrangement may 
tend to "freeze" it out of the Cin- 
cinnati market. 

New KYW Sales Chief 
GRIFFITH B. THOMPSON, sales 
manager of Associated Recording 
Program Service, New York, and 
formerly with the Boston and New 
York staffs of NBC, has been ap- 
pointed sales manager of KYW, 
Philadelphia, succeeding John S. 
K. Hamman, resigned. Leslie Joy, 
KYW manager, in announcing the 
appointment, st at e d that Mr. 
Thompson will assume his new 
duties July 1. Mr. Thompson first 
joined NBC in 1935 and was as- 
signed to WBZ, Boston, as sales 
manager. A year later he war- as- 
signed to the network division in 
New York. In 1938 he resigned to 

Pjoin Bermingham, Castleman & 
ierce, New York agency, which he 

left to enter the transcription field. 

SPARELETS Corp., New York (sy- 
phons and bulbs), on July 1 starts 
daily spot announcements on WMAQ, 

for eight weeks. Atherton 
Currier, New York, is agency. 
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Radio Code on Griddle at AFA Session 
Proposed Ethical 

Pact Approved 
In General 

By BRUCE ROBERTSON 
THE PROPOSED code and stand- 
ards of practice for the broadcast- 
ing industry which will be con- 
sidered by the NAB at its forth- 
coming convention got its first pub- 
lic airing June 20, at the meeting 
of the NAB Sales Managers Divi- 
sion held in conjunction with the 
35th annual convention of the Ad- 
vertising Federation of America at 
the Waldorf - Astoria, New York, 
June 18 -22. 

Reception of the code [printed in 
full in BROADCASTING, June 15] by 
the 50-odd broadcasters, advertiser 
and agency radio executives and sta- 
tion representatives attending the 
all -day session, who almost unani- 
mously approved of the code as a 
whole but who avidly debated vari- 
ous provisions, afforded a good pre- 
view of what will probably take 
place in Atlantic City next month. 

Explained by Miller 
Craig Lawrence, commercial 

manager of the Iowa Broadcasting 
System and head of the Sales Man- 
agers' Division, presided over the 
meeting, during which Frank Ma- 
son, NBC vice -president, gave a 
brief but vivid picture of interna- 
tional broadcasting and Curtis Mit- 
chell, editor of Radio Guide, dis- 
cussed the "Sacred Cows of Broad- 
casting". Newbold Morris, presi- 
dent of the New York City Coun- 
cil, spoke briefly at the luncheon 
session, substituting for Mayor La 
Guardia who had been unexpect- 
edly called to Washington. But the 
main business of the day was the 
discussion of the industry code, 
which took up so much time that 
the planned panel discIssi,,n on 
"How to Sell More Radio Adver- 
tising" had to be dropped entirely 
from the schedule. 

The code was introduced by Ne- 
ville Miller, NAB president, who 
explained that the problem was to 
write a statement of policy and 
practice that would be sensible, one 
that the advertisers and broad- 
casters can both live under and yet 
one that corrects and prevents un- 
desirable practices. 

Editorial Policy 
Avoiding the extremes of pro- 

ducing a code so strict it could not 
be abided by or so lax it would 
not produce any improvements, had 
been a severe struggle for the code 
committee, he said, adding that 
while on the whole they were rea- 
sonably satisfied with the result it 
was only tentative and they would 
welcome any suggestions from any 
interested party. 

This was echoed by Edward M. 
Kirby, public relations director of 
the NAB, who while reading the 
code not only invited public discus- 
sion at the time but urged those 
who disagreed with any of the 
document's provisions or who had 
suggestions to write to the com- 
mittee before its final pre- conven- 
tion session July 8. 

r ,:.. 
AT LUNCHEON MEETING of NAB Sales Managers Session of the 
AFA convention in New York are (seated, 1 to r) Fred Brokaw, Paul 
H. Raymer Co.; Linnea Nelson, J. Walter Thompson Co., New York; 
LeMoine C. Wheeler, WHEC, Rochester; Phil Hoffman, WSYR, Syra- 
cuse; Humboldt J. Grieg, McClatchy Broadcasting Co.; Tyler Davis, 
Kenyon & Eckhardt, New York; Claire Harrison, KWK, St. Louis, and 
Paul Timer, Paul H. Raymer Co. Standing (1 to r) are C. E. Midgeley, 
Jr., BBDO, New York; R. A. McNeil, Blackett-Sample-Hummert, New 
York; Elizabeth Black, Joseph Katz Co., New York; William F. Malo, 
WDRC, Hartford; Paul H. Raymer, Paul Raymer Co.; Mrs. Melville 
Gordon, Gardner Adv. Agency, St. Louis. 

First debate arose over the ques- 
tion of a broadcaster's right to an 
editorial policy, Humboldt Greig, 
eastern representative of Mc- 
Clatchy Broadcasting System, hold- 
ing that the code's wording denied 
a broadcaster the right of editorial 
supervision and in effect the right 
of free speech. In answer, Mr. Ma- 
son pointed out the danger involved 
in a station taking a stand on a 
political issue. 

"In a city with only one sta- 
tion," he said, "that station could 
dominate public opinion. Or the 
NAB might hold a caucus and 
agree to sell the country on one 
point of view." The consensus 
seemed to favor the code's provi- 
sion that "the primary service 
which a broadcasting station can 
render in the news field is to in- 
form the public as to what is hap- 
pening ... rather than to express 
either its own approval or disap- 
proval." 

Commercials on Newscasts 
Ruling that commercials on news 

broadcasts must be clearly identi- 
fied as such and not masked as 
straight news was criticized as 
penalizing this type of program 
for doing what is held to be desir- 
able on a musical broadcast in 
making the commercial as palat- 
able as possible. Beth Black, of 
Joseph Katz Co., questioned the 
clause requiring the sponsor of a 
commentator who might favor one 
side of a controversial question to 
provide the other side with a 
chance to reply during his time, 
pointing out that a strict interpre- 
tation might require the turning 
over of an entire network to an- 
swer a local objection. Mr. Kirby 
replied that all provisions of the 
code were subject to reasonable 
interpretation and that every pre- 
caution would be taken to prevent 
it from operating to the disadvan- 
tage of either an advertiser or a 
broadcaster. 

The section on children's pro- 
grams also evoked considerable dis- 
cussion. How an advertiser could 
make an offer that would create 
desire on the part of his young 

listeners without encouraging them 
"to enter strange places for the 
purpose of collecting wrappers, 
box -tops" etc., no one was willing 
to answer, although there was gen- 
eral agreement with the principle 
that children should not be led into 
danger by radio offers. 

Length of Commercials 
The need for clearer definitions 

in a number of provisions was 
shown in the discussions of the 
classes of non -acceptable accounts 
and several of these clauses will 
probably be revised before the code 
is submitted to the convention next 
month. In his presentation Mr. 
Kirby frequently repeated that the 
code is only tentative at present 
and that these criticisms were wel- 
comed in laying it open for dis- 
cussion at that time. 

Curiously enough, the arbitrary 
limits as to length of time allowed 
for commercial copy, subject of 

the ban on dramatizations of po- 
litical issues as placing the cam- 
paign on an emotional plane, some 
broadcasters contending that dram- 
as were no more dangerous than 
speakers and that they were much 
better than speakers as programs; 
the prohibition of discussing strikes 
on the air; testimonial copy read 
by announcers, and the judgment 
of misleading statements in ad- 
vertising copy. Regarding the sus- 
pension and expulsion from NAB 
membership as the chief means of 
enforcing the code, Harry Tren- 
ner, commercial man a g e r of 
WNBF, Binghamton, suggested the 
separate incorporation of the griev- 
ance committee, to prevent suits 
that might conceivably result in 
heavy damages against the NAB. 

Building Shortwave Audiences 

Describing the shortwave broad- 
casting of American stations as 
compared to that of foreign broad- 
casters, Mr. Mason stressed the 
fact that NBC, for example, has 
built large audiences in South 
America by following a regular 
schedule of programs in Spanish 
and Portuguese which are broad- 
cast at the same time every day 
so that the South American lis- 
tener knows when to expect them. 
Each period, he said, is restricted 
to a single language, with the an- 
nouncers carefully chosen for their 
ability to speak that language so 
well that they could spend a week 
out camping with a party of na- 
tives of that country and not be 
detected as a foreigner. Special 
programs devoted to aviation, pho- 
tography, Hollywood news and the 
like have helped to develop regular 
listeners abroad, he stated. 

The same policy is followed by 
NBC in shortwaving programs to 
Europe, Mr. Mason said. European 
broadcasters, on the other hand, 
frequently mix two or three lang- 
uages in a single period, switch- 

MORE AFA -NAB conventioneers at luncheon meeting are (1 to r) Frank 
Braucher, WOR, Newark; Theodore Streibert, WOR; Robert J. Smith, 
WOR; Saul Flaum, Radio Guide; S. R. Elman, WATR, Waterbury, 
Conn.; Karl Koerper, KMBC, Kansas City; Russel Woodward, Free & 
Peters; Charles Caley, WMBD, Peoria. 

some of the bitterest debates among 
committee members, caused little 
discussion during the Sales Man- 
agers sessions. Asked whether it 
would apply to "rib" commercials, 
Mr. Kirby replied that its aim was 
to make commercials more accep- 
table to the listening public and 
that it would be liberally interpre- 
ted so as not to penalize informal 
sales messages by holding them to 
strict time limitations. Station 
breaks were not mentioned, he said, 
because there was no agreement 
among the committee members con- 
cerning them. 

Other debated points included 

ing from one to the other in a 
manner that is quite annoying to 
any listener not familiar with all 
the languages. The more casual 
European scheduling, with pro- 
grams frequently starting several 
minutes after the scheduled time, 
loses them many listeners, he said. 

Mr. Mason stated that no one 
knows much about the commercial 
possibilities of shortwave broad- 
casting or how to go about selling 
it. "We don't know," he said, "to 
what extent advertisers would use 
international stations in place of 
local stations in foreign countries? 
We don't know how aggressively 

(Continued on page 186) 
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Big Overhead Cuts Net to $ 18,854,784 
Industry Income Shown 
By FCC as 17% Below 

Figure for 1937 
INCREASED operating overhead 
during 1938 was largely respon- 
sible for a 17% loss in net revenue 
for the broadcasting industry for 
1938 as compared with the pre- 
ceding year, according to tabula- 
tions released June 26 by the FCC 
which show that 660 stations, in- 
cluding the three major networks, 
had a net broadcast income in 
1938 of $18,854,784. This figure 
compared to $22,566,595 for 629 
stations during the 1937 calendar 
year. 

Based on the extensive and con- 
troversial questionnaires sent sta- 
tions covering their 1938 opera- 
tions, the FCC analysis revealed 
that total revenues of networks 
and stations for 1938 aggregated 
$111,358,378 as against $114,222,- 
906 for the 629 stations and the 
networks in 1937. Total broadcast 
expenses for 1938 were given as 
$92,503,594 as against $91,656,311 
for the preceding year. 

Small Station Losses 
In analyzing the data, the FCC 

said that of the aggregate num- 
ber of stations, 240 outlets did not 
receive enough revenue to pay their 
actual expenses including deprecia- 
tion. These stations showed losses 
aggregating $2,223,195. The 419 
stations reporting profits showed 
broadcast income of $16,728,533. 

As a group, said the Commission, 
the 175 stations with revenues of 
less than $25,000 showed a loss 
since their aggregate revenues 
were $2,520,026 and their aggre- 
gate expenses $2,872,729. 

In another tabulation covering 
network stations, including the 23 
managed and operated stations of 
NBC and CBS, the tables showed 
that 350 basic, regional or special 
network outlets had a broadcast 
income of $14,654,445 as a group. 
Of these, 78 stations described as 
on basic networks, had income of 
$9,432,812 while another 126 sta- 
tions listed as regional groups by 
the networks, realized an income of 
$3,852,746. 

As against these figures, the 
complete summary of returns dis- 
closed that all 660 stations had a 
broadcast income of $14,505,338 - 
approximately $150,000 less than 
the income shown for the 350 net- 
work affiliated stations. Thus, it 
was deduced, stations affiliated with 
the major networks and to a lesser 
extent with regional networks, are 
preponderantly the best earners. 

Dividends Shown 
For the first time the FCC re- 

leased a figure showing the divi- 
dends declared by stations and net- 
works, including withdrawals of 
partners and proprietors. During 
1938 this figure aggregated $22,- 
976,676. 

In its general breakdown, the 
FCC figures showed that 20 sta- 
tions affiliated with regional net- 
works only had a deficit of $112; 
424 while 152 stations with net 
sales of $25,000 or more not af- 

filiated with networks had a broad- 
cast income of $210,477. A group 
of 290 stations with net time sales 
of $25,000 or more, but not affiliat- 
ed with networks, showed a deficit 
of $36,683. 

Earned Surplus 
In a condensed balance sheet of 

the major networks at the close of 
1938, the FCC showed an earned 
surplus of $15,739,109. The aggre- 
gate investment by the present 
owners of the networks was given 
as $22,116,096 before depreciation. 
The investments, minus deprecia- 
tion in broadcast items, totaled 
$13,411,102 broken down between 
plants in service, divided between 
network service, M & 0 key sta- 
tions and M & O non -key stations. 

A condensed balance sheet cover- 
ing the three major networks and 
revenues of 660 standard broadcast 
stations including "one major net- 
work not the licensee of any such 
station" showed total assets of $1,- 
068,339,901. This figure was repre- 
sented as including investments in 
assets other than broadcasting 
plant for large licensee companies 
which do not operate their broad- 
cast stations as separate corpor- 
ate entities. 

Total assets of such large corpo- 
rations as Westinghouse and Gen- 
eral Electric, it was stated, might 
figure into such a compilation. 

Total current assets of these 660 
stations and three networks were 
given as $408,133,556. The invest- 
ment in broadcast assets was 
quoted at $72,961,669, with depreci- 
ation of $26,183,672 on a present 
amortized investment of $46,777,- 
987. Investment in assets other 
than broadcast plant, after depre- 
ciation and authorization, was 
given for this entire group as 
$561,274,054. Other asset items 
were computed at $52,154,304. 

On the Liability Side 
On the liability side, the balance 

sheet showed a net worth of $821,- 
536,191 for the 660 standard broad- 
cast stations and the three major 
networks, plus parent company 
items. 

Included in the amount of $46,- 
777,987 shown as the net amount 
of broadcast assets was an item of 

$11,526,179 charged to "good will ". 
Another item of $714,326 was list- 
ed as "excess of purchase price of 
broadcast plant over its net bock 
value in the hands of the vendors." 

High -Power Stations 
In a general breakdown of 1938 

revenues according to classification 
of station, the FCC figures reveal 
that 31 stations with power of 
"50,000 watts or more" operating 
unlimited time, had more than half 
of the aggregate broadcast income 
reported for the 660 stations. These 
figures showed that the 31 stations 
had time revenues of $23,323,916 
for the year and expenses of $13,- 
980,511. The net broadcast revenues 
totaled $9,343,405 and with deduc- 
tions from net broadcast revenues 
of $1,700,960, which included de- 
preciation, amortization, plant 
losses, taxes, uncollectable revenue 
and rents, all of which are assign- 
able to broadcast service, the 31 
stations had a broadcast income 

(Continued on page 191) 

Broadcasters, Highest of Wage Payers, 
Increase Average Pay to $45.20 a W eek 
RADIO broadcasting in 1938 en- 
hanced its position as the best 
wage -paying industry with its 
average weekly wage of $45.20 to 
18,359 employes, according to new 
Federal statistics. 

Not only has the industry in- 
creased average weekly pay by 8 
cents over the 1937 figure of $45.12, 

1938 COMBINED INCOME STATEMENT 
OF U. S. BROADCASTERS 

(FCC Report Covering Three Major Networks and 660 
Standard Broadcast Stations) 

Particulars 

(a) Revenues: 
1. Network portion of network time sales 
2. Time sales by stations 

Less: payments to other stations 

8. Total time sales by networks and stations 
4. Deduct: Commission to agencies, representatives, and 

brokers 

$82,669,401 
745,462 

Amount 

$85,465,510 

81,923.949 

117,879,459 

16,487.200 

5. Net revenue from sale of time 100,892,269 
6. Sale and placing of talent 6,081,844 
7. Recoveries by networks from others on communication line 

charges 1,086,469 
8. Miscellaneous sales and revenue services 8,278,886 
9. Sustaining programs 20,470 

10. Total revenues of networks and stations 

(b) Expenses: 

111,858,878 

1. Technical expenses 13.048,588 
2. Program, talent, and communication line expense (including 

sustaining programs purchased, royalties, and similar 
items) 88,196,994 

8. Advertising, promotional, and selling expenses 9,968,186 
4. General and administrative expenses 15,088,718 
5. Other direct broadcast expenses 5,209,099 
6. Indirect broadcast expenses (depreciation, amortization, 

taxes, uncollectible revenue, and rents) 10,997,069 

7. Total broadcast expenses 92,508,694 

(c) Broadcast income ((a) minus lb)) 18,854.784 
(d) 1. Income from broadcast assets leased to others 277,155 

2. Total income from others who use licensee stations for their 
own time sales 928,218 

(e) Income from general services to licensees 92,958 

(f) Total income derived from activities related to broadcasting 20,158,116 
(g) Income from business or activities other than broadcasting... , 

(k) Extraordinary income amounts for the year (net debits) 
68,672.999 

(79.085) 

(i) Total income from all sources reported 73,747,079 
(i) Contractual payments to others from income $214,228 
(k) State and Federal taxes on net income 11,522,636 11,786,864 

(f) Net income from all sources for the year after taxes 62,010,215 

Dividends declared (and withdrawals by partners and proprietors) during the year were reported 
by licensees in the amount of $22,976,676. 

but it also has enlarged its regular 
personnel by approximately 1,300 
over the total of 17,085 in 1937. 
This analysis was made public June 
26 by the FCC based on question- 
naires received from 660 broad- 
cast stations and the major net- 
works as part of its survey of 
business operations of the indus- 
try. 

The total employment of 658 
stations and the networks in 1938 
was 23,060 persons, who drew $45,- 
663,757 in pay, including staff mu- 
sicians and other artists on the 
regular payrolls. Of this amount 
$4,239,470 was paid to officers of 
the "licensee companies." 

Other High Rankings 
Based on 1937 figures, according 

to the U. S. Bureau of Labor Sta- 
tistics, the motion picture indus- 
try ranks next to Broadcasting. 
The average weekly pay for that 
industry was given as $41.33. For 
the stock brokerage industry, 1937 
figures showed an average weekly 
pay of $34.47, while the insurance 
industry paid $34.17, and the dura- 
ble goods industries, including au- 
tomotive averaged $29.95. T h e 
general average for all manufac- 
turing industries was $22.46. 

The new FCC analysis disclosed 
that during the week which began 
Dec. 11, 1938, there were 18,359 
fuiltime broadcast employes with 
a total payroll for the week of 
$830,003. During the same week 
there were 4,377 parttime employ- 
es drawing $103,134. The average 
compensation thus worked out to 
$45.20 weekly for the 18,359 em- 
ployes, compared to the 1937 figure 
of $45.12 for 17,085 employes. For 
parttime employes, the aver age 
compensation was $23.55 for 4,377 
persons during the 1938 week, as 
against $17.97 for 5,820 in 1937. 

The figures disclosed that the 
broadcasting industry disbursed 
slightly less than 50% of its ag- 
gregate industry expense in 1938 
for payrolls. Total expenses of the 
660 reporting stations and networks 
for the year amounted to $92,503,- 
594, as against total payrolls of 
$4,663,757. 
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FCC REPORT ON 1938 BROADCAST INCOME ITEMS OF STATIONS BY CLASS 
AND NETWORK AFFILIATION 

Item 

Stations with net time sales of $25.000 or more: 

Clear channel Regional Local 

50,000 watts or more 
Unlimited Part -time 

5,000 to 25,000 watts Unlimited 
Unlimited Part -time High -power Other 

TOTAL STATIONS 

Limited 
and day Part -time Unlimited 

Day and 
part -time 

Grand 
total 

Number of stations 31 4 14 4 8 188 49 27 132 28 485 
Revenue from sale of station time: 

To national networks $9,302,760 $341,822 $926,070 $45,855 $646,132 $7,679,712 $20,559 $878,672 $318,798 $10,868 $19,658,748 
To regional networks 53,695 .... 6,968 919 21,577 929,952 18,445 18,956 101,051 39,688 1,185,596 
To stations 67,028 4,240 6,467 198,195 6,698 17,949 15,694 1,905 313,071 
To national and regional users 12,189,067 977,970 1,213,612 252,860 670,167 9.671,255 1,022,802 898,898 1,176,754 86,410 28,109,185 
To local users 3,368,689 825,844 837,960 216,159 672,208 13,920,888 2,536,265 1,787,276 6,701,862 987,584 30,349,579 
Sale of other station time 78,597 1 2,485 820,848 47,435 88,314 49,886 790 538,196 

Total sale of station time 24,999,731 1,645,637 2,984,610 520,858 2,015.546 82,709,860 3,652,104 3,130,064 7,368,995 1,127,080 80,149,975 
Deductions: 

Payments to networks and stations (from 
sale of time) 320.679 65,222 6,515 649 6,881 280,211 14,961 21,720 17,537 12,077 745,452 

Commissions to regularly established 
agencies 2,551,376 27.251 236,104 37,044 163,654 2,282,296 222,139 193,625 162,488 21,947 5,897,924 

Commissions to representatives, brokers, 
and others 588,058 34,673 97,641 12,996 42,852 1,174,720 181,585 126,872 190,465 23,672 2,423,534 

Total deductions from sale of station time. 3,410.118 127.146 340,260 50,689 212,387 8,797,227 418,685 342,217 370,490 57,696 9,066,910 
Balance, net time sates 21,589,618 1,618,491 2,644,250 470,169 1,808,159 28,972,623 3,238,419 2,787,847 6,993,505 1,069,884 71,082,465 

Incidental broadcast revenues: 
Revenue from the sale and placing of talent. 1,299,904 190,699 89,173 86,673 68,063 1,615.436 155.617 123,435 128,239 3,141 3,699,380 
Miscellaneous sales 484,994 89,781 208,464 23,362 28,514 861,521 69,968 84,563 121,812 4,610 1,826,889 

Total incidental broadcast revenues 1,734,298 280,480 297,637 59,085 86,677 2,476,957 225,585 157,998 260,061 7,651 5,526,269 
Total broadcast revenues 23,328.916 1,748,971 2,941,887 529,204 1,889,786 31,449,580 3,459,004 2,945,846 7,248,556 1,077,035 76,608,784 

Expenses: 
Technical expenses 3,245,187 164,690 506.407 90,155 264,348 4,258,839 567,208 429,864 1,069,161 162,660 10,747.519 
Program expenses 6,646,934 607,077 894,659 157,401 548,287 9,637.591 1,282,176 994,691 2,293,940 321,857 23,824,018 
Advertising, promotional, and selling 

expenses 1,897,967 112,804 316,704 64,622 199,614 3,194,573 440,216 338,776 1,020,649 162,513 7,247,888 
General and administrative expenses 2,304,038 213,162 411,479 108,626 294,901 5,227,316 677,876 520,227 1,498,024 197,346 11,452,994 
Other broadcast expenses 886,385 94,609 92.100 10,691 67,080 1,000,643 105,669 132,526 289,102 28,616 2,207,421 
Total broadcast expenses 13,980,511 1,191,842 2,161,249 431,495 1,374,230 23,313,962 8.073,144 2,410,084 6,170,776 872,492 54,979,785 

Net broadcast revenues 9,943,405 557,129 780,638 97,709 515,506 8,135,618 385,860 535,761 1,072,780 204,643 21,628,949 

Deductions from net broadcast revenues[ 1,700,960 173,034 947,552 48.782 197,871 2,988,482 349,240 216,617 645,506 109,866 6,772,908 

Broadcast income 7,642,445 884,095 433,086 53.927 817,685 5,147,136 36,620 819,144 427,275 94,678 14,856,041 

All commercial stations: 
Number of stations 31 4 14 4 8 195 68 33 227 76 660 
Broadcast revenues $23.323,916 $1,748,971 $2,941,887 $529,204 $1,889,736 $31,583,083 $3,782.267 $3,046,037 $8,604,963 $1,728,696 $79,128,760 
Broadcast expenses 18,980,511 1,191,842 2.161,249 431,495 1,874,230 23,428.188 3,431,654 2,517,841 7,499,486 1,488,859 57,500,800 

Net broadcast revenues 9,343,405 557,129 780,688 97,709 516,506 8,164,960 300,613 528,196 1,105,477 244,837 21,628,460 
Deductions from net broadcast revenues, 1,700,960 173,034 347,562 48,782 197,871 3,008,955 889,448 226,362 822,352 217,806 7,123,122 

Broadcast income 7,642,445 884,095 433,086 53,927 317,685 5,150,995 d 88,835 801,834 283,125 27,081 14,505,838 

4 Deficit or other reverse item. 
t Includes depreciation, amortization, plant losses, taxes uncollectible revenue, and renta, all assignable to broadcast services. 
Note A:-The term "part- time" as used in this table refers to share -time and specified -hour stations. 

FCC REPORT ON 1938 INCOME ITEMS OF STATIONS SERVING AS OUTLETS 
FOR NATIONAL NETWORKS 

(Including Network Managed and Operated Stations) 

Particulars 

Stations with net time sales of $25.000 or more: 

In basic« 
networks 

In regional 
groups required 

as a unit 

Supplementary 
to groups and 

optional to 
advertisers 

Special 
arrangements 
for network 

service 

Total 
all stations 

in this 
group 

Number of stations 78 107 124 7 316 

Revenues from the sale of station time: 
To national networks -. $13,310,612 $4,359.494 $1,954,259 $21,082 $19,645.447 
To regional networks 240,883 715.450 117,618 12,290 1,086,241 
To stations 88,449 169,808 34,893 4,178 297.828 
To national and regional users :5,687,330 5,246.815 3,887,887 942,583 25,164.615 
To local users 7,791,528 5,744,202 6,799.440 456,803 20,791,473 
Sale of other station time 167,295 208,186 84,800 89,061 448,842 

Total sale of station time - 97,286,097 16,438,950 12,828,997 875,497 67,428,941 

Deductions: 
Payments to networks and stations (for sale of time) 444,609 153,794 70,441 4,215 678.059 
Commissions to regularly established agencies 3,358,501 1,004.124 641,178 90,818 5,089.616 
Commissions to representatives, brokers, and others 955,583 512,721 851,670 46,140 1,866,114 

Total deductions from sale of station time 4,753,698 1,670,639 1,063,284 141,178 7,628,789 
Balance, net sale of time 32,582.404 14,768,811 11,766,113 784,824 59,800.152 

Incidental broadcast revenues: 
Revenues from the sale and placing of talent 2,096.788 592,072 407.983 29,876 3,126.668 
Miscellaneous sales 922,241 289,882 311,126 20,087 1,548,936 

Total incidental broadcast revenues 3,018,979 881,954 719,109 49,962 4.670,004 
Total broadcast revenues 35,551,383 15,650,265 12,484,222 784,286 64,470,156 

Expenses: 
Technical expenses 4,772,722 2,075,896 1,844,942 169,287 8,862,347 
Program expenses 10,292,652 4.267,422 3,908,840 307,663 18,776.577 
Advertising promotional, and selling expenses 2,749,783 1,995,805 1,612.487 90,986 5,849.011 
General and administrative expenses 4,819.116 2,258,210 2,133,108 162,582 8.873,016 
Other broadcast expenses 821,638 574,670 341.286 19,112 1,766,701 

Total broadcast expenses 22,955,906 10,571,508 9,840,613 749,680 44,117.652 

Net broadcast revenues 12,695,477 5,078,762 2,643,609 94,656 20,852,504 

Deductions from net broadcast revenues, 

Broadcast income 

3,162,665 

9,432,812 

1,197.052 

8,881,710 

1.185,782 

1,607,827 

99,096 

(64,440) 

5,594,595 

14,757,909 

All commercial stations: 
Number of stations 78 126 138 8 950 
Broadcast revenues $35,551,388 $15,951,606 $12,717,404 $792,244 $66.012.637 
Broadcast expenses 22.955,906 10,868,780 10,089,511 758,067 44.667,214 

Net broadcast revenues 12.595,477 5,082,876 2,627,893 39,177 20.345.423 
Deductions from net broadcast revenues, 

Broadcast income 
3,162,665 
9,432,812 

1,280,180 
3,852,746 

1,197,720 
1,430,173 

100,468 
(61,286) 

6.690,978 
14,654,445 

*Includes Mountain and Pacific Coast Groupe, required stations. 
Includes depreciation, amortization, plant losses, taxes, uncollectible revenues, and rents, all assignable to broadcast service. 
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WFBR Dedicates 
New Radio Center 
Outlay of $100,000 Involved 
In Modernization Project 
WITH personal greetings from 
President Roosevelt to Robert S. 
Maslin, president of Baltimore Ra- 
dio Show Inc., WFBR, Baltimore, 
on June 24 dedicated its new Ra- 
dio Center studio building and 
transmitter plant in the presence 
of Gov. Herbert R. O'Conor and 
about 500 State, civic and radio 
notables. The WFBR moderniza- 
tion project, representing an out- 
lay of $100,000, gives the station 
one of the finest broadcast plants 
in America. 

"In this age when the magic of 
radio has revolutionized communi- 
cations," President Roosevelt wrote 
Mr. Maslin, "improvements in the 
technique of broadcasting are al- 
most as remarkable as the phe- 
nomenon of wireless itself. I desire 
to congratulate you upon your pro- 
gressive spirit in opening new stu- 
dios for Station WFBR which, I 
am informed, are the last word in 
technical installation. I trust that 
with these up- to-date improvements 
you will be able to give your lis- 
teners a n increasingly efficient 
service." 

Towers in Water 
The transmitter plant, RCA 

equipped throughout, was placed 
in operation June 15, using 1,000 
watts night and 5,000 day on 1270 
kc. It is located at Westport on 
the Patapsco River, which forms 
part of Baltimore Harbor. Two 
Truscon towers, each 300 feet 
high, are set on concrete bases 
in 8 feet of water that required 
the pouring of 240 tons of rein- 
forced concrete. Bases rise 14 feet 
above waterline to escape high 
tides. The towers are connected 
with the shore by a catwalk, and 
on the shore is the transmitter 
building of red brick and glass 
walls, measuring 50 x 75 feet and including air -conditioned offices and 
workrooms. The technical installa- 
tion was supervised by Paul God- 
ley, consulting engineer, and Wil- liam Q. Ranft, WFBR chief en- 
gineer, working in collaboration 
with Mr. Maslin and Manager 
Hope H. Barroll Jr. 

The downtown studio building, 
erected at a cost of $400,000 and 
occupied with the exception of the 
Center Theater by WFBR studios 
and offices, was planned by O. B. 
Hanson, NBC chief engineer, and 
W. A. Clark, of the NBC construc- 
tion staff. The radio space, 18,000 
square feet, is leased for 20 years 
from the theater owner, who built 
it to specifications of Armand Car- 
roll, Philadelphia architect. 

Six studios, the largest 56 x 32 feet and 20 feet high, all air -con- 
ditioned, are contained in the struc- 
ture. Acoustical work was done 
by Johns -Manville. In addition to 
the studios, the building includes 
master control room and four other 
control rooms, newsroom, musical 
library, recording facilities, artist 
lounges, client booths, a repair 
shop and modern offices. 

PROCTER & GAMBLE Co.. Cincin- 
nati (Teel liquid dentrificr.). has start- 
ed Music Magic on WLW. Cincinnati. 
Sundays, 7:45-8 p. m., featuring Tim - 
mie James and orchestra. H. W. Sas - 
tor & Sons Adv. Inc.. Chicago. is 
agency. 

ONE OF AMERICA'S finest broadcasting plants was 
dedicated June 24 when Baltimore's WFBR opened its 
new Radio Center shortly after placing its new 5 kw. 
transmitter in operation. At left is photo of the 
Radio Center in downtown Baltimore, built entirely 
to radio specifications by the theater owners who have 
leased all other space to WFBR. At right are the 
300 -foot towers in Baltimore harbor, and below is the 
transmitter house on the nearby shore. The technical 
plant represented an outlay of $100,000. Both studio 
building and transmitter plant were dedicated June 
24 with ceremonies attended by Gov. O'Conor of Mary- 
land and many notables in the radio field, during 
which a letter of greeting from President Roosevelt 
was read. Paul F. Godley designed the transmitter. 

Florida State Asks Court for Order 
To Stop ASCAP From Doing Business 
ON THE HEELS of enactment by 
Florida of a new copyright law to 
regulate activities of music pools 
such as ASCAP, the State of 
Florida June 19 formally peti- 
tioned the three -judge Federal 
court to dismiss the suit of ASCAP 
pending against the officials of the 
State and at the same time to en- 
join ASCAP from doing business 
in Florida on the ground that its 
present methods of "fixing prices" 
on public performance of music 
violates the State statute. 

The effect of the State's new of- 
fensive, according to observers, is 
to reduce the status of litigation 
with ASCAP to the monopoly is- 
sue. In this connection, it was 
brought out that the U. S. Su- 
preme Court in its recent prelim- 
inary decision in the Florida case 
did not decide the monopoly issue, 
although Associate Justice Black 
strongly condemned ASCAP prac- 
tices in a dissenting opinion. He 

WTMJ Proposes Tests 
EXPERIMENTS with both ampli- 
tude and frequency modulation on 
the ultra- shortwaves, to be con- 
ducted simultaneously "in order to 
determine by which means the ul- 
trahigh frequency may be best 
adapted to broadcasting" is pro- 
posed in applications filed with the 
FCC by WTMJ, Milwaukee. The 
applications seek a 500 -watt trans- 
mitter for amplitude and a 5,000 - 
watt transmitter f o r frequency 
modulation. WTMJ has taken 
leases on towers of two downtown 
hotels for antennas for the pro- 
posed tests. 

also disagreed with the majority 
of the court, contending that it 
should not postpone judgment on 
the music monopoly question since 
it ultimately would have to meet 
that issue. Justice Black said that 
ASCAP, in his judgment, consti- 
tuted an organization in violation 
of existing laws. 

Simultaneously, word was re- 
ceived that the Federal District 
Court in Montana had enjoined 
ASCAP from cancelling licenses 
for performance of its music held 
by a number of stations in the 
State. 

In the Florida action, Attorney 
General George Couper Gibbs and 
associate counsel brought to the at- 
tention of the Federal tribunal the 
amended State copyright law. Sec- 
tions of the 1937 law, which had 
been attacked by ASCAP in its 
court action, the Attorney General 
held, had been repealed, and the 
revised statute was such as to be 
"patently within the police power" 
of the State. Also signing the pe- 
titions were Tyrus A. Norwood, 
assistant attorney general, Lucien 
H. Boggs, Jacksonville attorney 
and former special assistant at- 
torney general and Andrew W. 
Bennett, NAB counsel and former 
special assistant attorney general 
in charge of the Government's suit 
against ASCAP. Mr. Bennett is 
special counsel to the Attorney 
General of Florida and the Attor- 
ney General of Nebraska in con- 
nection with State copyright legis- 
lation. 

In praying for both a prelim- 
inary and a final injunction in a 
cross bill filed with the court, the 

State counsel asked that ASCAP 
be restrained from making further 
contracts in the State for the li- 
censing of public performance 
rights on copyrighted music "either 
through the Society or any other 
combination for price fixing pur- 
poses" and also that the "collec- 
tion of license fees or the enforce- 
ment or attempted enforcement of 
existing contracts, agreements or 
licenses within this State made by 
any person, firm or corporation 
with the Society or any combina- 
tion made by the plaintiffs for the 
purpose of fixing prices on such 
performance rights of copyright 
music" be restrained. 

On another S tat e copyright 
front, the special constituted three - 
judge Federal court in Nebraska 
has scheduled for Sept. 23 a final 
hearing on the ASCAP suit chal- 
lenging the constitutionality of the 
Nebraska statute. 

Florida Libel Law 
A NEW libel law, under which 
broadcasters are relieved of re- 
sponsibility for defamatory or li- 
belous statements uttered over their 
facilities, became law in Florida 
June 12. The act specifies that the 
owner, lessee, licensee or operator 
of a station and the agents or em- 
ployes of the operator shall not be 
liable for damages uttered by one 
other than the owner or his agent 
unless he affirmatively declares that 
the statements made are for and 
in behalf of the actual licensee. 

IF BELOVED Will Rogers were liv- 
ing today, chances are he would change 
his famous remark from "All I know 
is what I read in the newspapers" 
to "All I know is what I've heard on 
a quiz program." -Wayne Varnum, 
Liwa Broadcasting System. 
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Transfer of KEHE 
To Earl Anthony 
Favored by FCC 
Proposed Grant Denies Move 
Of KECA to San Diego 
CONDITIONAL upon the sur- 
render of the license of KECA, Los 
Angeles, Earle Anthony Inc., op- 
erator of KFI and KECA, will be 
authorized to acquire KEHE, Los 
Angeles, from Hearst Radio Inc. 
for a purchase price of $400,000. 
This was decided by the FCC June 
21 in a proposed decision and order, 
which is tantamount to a grant un- 
less protests are raised within 20 
days. The decision's effect will be 
to reduce by one the number of sta- 
tions in Los Angeles. 

In the same proposed decision 
and order, the Commission denied 
the Anthony application to move 
KECA into San Diego and to as- 
sign its license to Worcester Broad- 
casting Co., headed by Warren B. 
Worcester, who had purchased it 
for $97,000, subject to removal and 
transfer. Mr. Worcester, a 29 -year- 
old engineer and draftsman, is 
grandson of one of the founders 
of U. S. Steel Corp. 

KECA operates with 1,000 watts 
night and 5,000 day on 1430 kc., 
and is an NBC -Blue outlet, oper- 
ating from the same studios as 
KFI, the Red outlet. KEHE has 
the same power on 780 kc., and was 
purchased by the Anthony inter- 
ests in a deal made in April, 1938, 
subject to FCC approval, because 
of its superior wavelength and its 
excellent physical plan t. It is 
planned to center the operations of 
both KFI and KEHE in the KEHE 
plant, one of the most modern on 
the Pacific Coast. 

Fifth Hearst Transfer 
KEHE is the fifth Hearst station 

to be transferred with FCC ap- 
proval this year. Last May the 
Commission authorized a company 
headed by E. S. Fentress, Waco 
publisher, to acquire WACO, Waco, 
and KNOW, Austin, for $50,000 
each [BROADCASTING, May 16]. On 
May 24 it authorized a company 
headed by O. L. Taylor and Gene 
A. Howe, publisher of the Amarillo 
Globe & News and operators of 
KGNC, Amarillo, KFYO, Lubbock, 
and KRGV, Weslaco, to take over 
KTSA, San Antonio, sold last year 
subject to FCC approval for $300,- 
000 [BROADCASTING, June 1]. On 
Feb. 13 the Commission authorized 
Hearst to sell KOMA, Oklahoma 
City. to J. T. Griffin, chief owner 
of KTUL, Tu i s a, f o r $315,000 
[BROADCASTING, Feb. 15]. 

In its decision rejecting the move 
of KECA to San Diego, the Com- 
mission stated that Anthony "is 
requesting the Commission to au- 
thorize him to construct a radio 
broadcast station which he does not 
intend to construct or to oper- 
ate." The application to assign 
KECA to Worcester, it stated, "is 
nothing more than an application 
to assign the construction permit 
which is being requested by Earle 
C. Anthony Inc. The Commission 
does not deem it in the public in- 
terest to grant a construction per- 
mit to anyone merely for the pur- 
pose of permitting such person to 
assign or sell the permit to another, 
nor does the Commission deem it in 
the public interest to authorize in 
advance of granting such construc- 
tion permit the assignment of the 
permit to a third person.' 

STAFF OF WWL gathers in New Orleans' famed Arnaud's Restaurant 
in the Vieux Carre to tender a birthday party to Sales Manager Paul 
Beville (seated, left) and Auditor Alfred J. Cummings (seated, right) 
recently, each being presented with a loving cup by Manager Vincent 
F. Callahan. Standing (1 to r) are Larry Baird, salesman; Henry Dupre, 
director of special events; Louis Read, merchandising manager: J. D. 
Bloom, chief engineer; Mr. Callahan; James Willson, program director; 
Bev Brown, continuity director and "Pinky" Vidacovich, musical director. 

Newspaper Group 
Gets KRIC Grant 
Sale of WKBO to Steinmann 
Is Ordered for Hearing 
NEWSPAPER interests became li- 
censees of another broadcasting 
station June 20 with the authoriza- 
tion by the FCC of assignment of 
the license of KRIC, Beaumont, 
Tex., to KRIC Inc., whose stock- 
holders are publishers of the Beau- 
mont Enterprise and Journal. The 
sanie day the FCC ordered a hear- 
ing on the proposed sale of WKBO, 
Harrisburg, Pa., by the Harris- 
burg Telegraph interests to the 
Steinman Brothers, publishers of 
the Lancaster New Era and Intel- 
ligencer-Journal and operators of 
six radio stations. 

KRIC, a local outlet on 1420 kc., 
which went on the air last July, 
was sold for $40,000 by a group 
headed by B. A. Steinhagen, for- 
mer mayor of Beaumont and head 
of the Steinhagen Rice Milling Co. 
of that city. The station was ac- 
quired 40% by Mrs. J. L. Mapes, 
widow of the publisher of the news- 
papers, 30% each by E. C. Davis, 
general manager of the newspapers 
and Alfred Jones, editor. 

A Quick Grant 
The grant was one of the quick- 

est ever made by the FCC. Appli- 
cation for the transfer was an- 
nounced May 18, no hearing was 
ordered in view of lack of opposi- 
tion and the authorization came 
through slightly more than a 
month later. 

The Harrisburg deal was set for 
hearing because the proposed pur- 
chasers, J. H. and John F. Stein- 
man, already own WDEL and 
WILM, Wilmington, Del.; WAZL, 
Hazleton, Pa.; WORK, York, Pa.; 
WGAL, Lancaster, Pa., and WEST, 
Easton, Pa. The station is a local 
outlet on 1200 kc. The purchase 
price for the 75% interest would 
be $27,500. 

It is apparent that the Commis- 
sion intends to raise the multiple 
ownership issue at the WKBO 
transfer hearing. 

WMAM are the call letters assigned 
by the FCC for the new 250 -watt day- 
time station on 570 kc., in Marinette. 
Wis.. which on June 15 secured a final 
authorization of construction permit 
by reason of adoption of the FCC's 
proposed findings of fact made public 
May 10 [BROADCASTING. June 11. 

FCC Grants Authorize 
Elizabeth City, N.C., and 
Kingston, N. Y., Locals 
NEW local stations in Kingston, 
N. Y. and Elizabeth City, N. C. 
were authorized by the FCC in de- 
cisions ordered effective June 21. 
The Kingston station will operate 
with 100 watts daytime on 1500 kc. 
The Elizabeth City station will op- 
erate with 100 watts night and 250 
day on 1370 kc. 

Kingston Broadcasting Corp. is 
to be the licensee of the station to 
be erected in the little Hudson 
River community. All of the stock- 
holders are non -residents. Presi- 
dent of the company is John R. Mc- 
Kenna, a radio engineer of Long 
Island City, N. Y., holding 42.5% 
of the stock. The same amount is 
held by Louis F. Furman, vice - 
president, a resident of Oceanside, 
N. J., who operates a newspaper 
and periodical agency. Secretary - 
treasurer and prospective manager 
of the station is Maurice S. Novik, 
formerly with WEVD, New York, 
who holds 15% of the stock. 

Albermarle Broadcasting Co. will 
be licensee of the new North Caro- 
lina station. It is a partnership com- 
posed of Aubrey G. McCabe, mort- 
gage loan broker, and Trim W. 
Aydlett, manufacturer of barrels 
and vegetable packages. 

MUTUAL EXPANDING 
IN SOUTHEAST AREA 
THE LONG - DISCUSSED expan- 
sion of the Mutual network into the 
Southeast got under way June 18 
when four North Carolina stations 
became MBS affiliates, swelling the 
network's list of outlets to 118. 
Move is generally considered as the 
first step in a campaign that will 
eventually extend MBS facilities 
throughout the "deep South" from 
Florida to Louisiana. Fred Weber, 
general manager of the network, 
admitted this possibility but said 
that no plans were definite at the 
moment. 

The new MBS outlets are WSOC, 
Charlotte; WRAL, Raleigh; WSTP, 
Salisbury, and WAIR, Winston - 
Salem. All four stations operate 
with 250 watts daytime power, the 
first three with 100 watts at night 
and WAIR daytime only. WSOC 
and WRAL both use the 1210 kc. 
channel; WAIR operates on 1250 
ke. and WSTP on 1500 kc. 

Two New Stations 
For Saginaw, Mich. 
FCC Grants Two Facilities on 
Part -Time Schedules 
AN UNUSUAL grant authorizing 
the erection of two new broadcast- 
ing stations in the same commu- 
nity, each to operate on different 
facilities on a part -time basis, was 
proposed by the FCC in "proposed 
findings of fact and conclusions" 
made public June 17. The two sta- 
tions will be built in Saginaw, 
Mich., if within the 20-day pro- 
test period no objections are raised 
by the applicants against one an- 
other or by other parties involved 
inasmuch as "proposed findings" 
are tantamount to a grant. 

One of the successful applicants 
is the Saginaw Broadcasting Co., 
to which will be allocated 100 watts 
night and 250 day on 1200 kc., op- 
erating specified hours and sharing 
the frequency with WMPC, part - 
time church -owned station in La- 
peer, Mich. Principal stockholders 
are Milton L. Greenebaum, local 
merchant, president and holder of 
35% of the stock; Morris Nover, 
iron and steel merchant, vice- presi- 
dent, 25 %; Adolph Greenebaum, 
merchant, secretary - treasurer, 
25 %. The remaining 15% stock is 
held by Burnett Abott, H. D. 
Peet, G. M. Peet, J. W. Symons Jr. 
and Walter Harris. 

H. D. Peet, owner of the Peet 
Packing Co., on May 8 was au- 
thorized by the FCC to buy two - 
thirds control of WBCM, Bay City, 
a nearby town, for $100,000 
[BROADCASTING, May 15]. 

Daytime Station 
The other successful applicants 

were Harold F. Gross, operator of 
WJIM, Lansing, and Edmund C. 
Shields, Democratic national com- 
mitteeman from Michigan, and a 
prominent attorney and business- 
man. They will be allocated 500 - 
watts daytime on 950 kc. Gross and 
Shields would be 45% stockhold- 
ers each, the remainder to be held 
by Charles Carlisle, of Saginaw. 

Messrs. Gross and Shields after 
a hearing and examiner's report 
were granted a new station with 
the same facilities in 1937, and the 
Saginaw Broadcasting Co.'s appli- 
cation was denied. Thereupon the 
latter appealed to the U. S. Court 
of Appeals for the District of Co- 
lumbia, which reversed the FCC 
decision. After the U. S. Supreme 
Court refused to review the case, 
the Commission last December or- 
dered further proceedings, out of 
which grew its decision granting 
the applications of both parties. 

New Santa Fe Setup 
OPERATING under the newly - 
assigned call letters KVSF, the 
former KRQA, Santa Fe, N. M., 
whose purchase by the operators 
of KGGM, Albuquerque, was re- 
cently authorized by the FCC, is 
installing entirely new RCA speech 
input and studio equipment. Mike 
Hollander, manager of KGGM, is 
general manager of the Santa Fe 
local, and the following new staff 
has been installed: Ivan Head, 
manager; George Thorne, produc- 
tion manager; Wesley Rutz, chief 
engineer; Jack Alkire, announcer; 
Flora Sena, receptionist. 
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To in at isàt 
To be or not to be a radio ad- 
vertiser - that is a question 
which needn't be decided "by 
guess or by gosh" ... After all, 
radio is now of sufficient age 

and background to permit any 
advertiser to make a seasoned, 
mature and well -founded deci- 

sion. 

Helping you to make such a 

decision is a big part of our job. 
The main part, of course, is to 
sell radio time. But these sta- 

tions want permanent radio 

advertisers - not a graveyard 
of failures. To secure the first 
and preclude the latter, we are 
just as eager for wise decisions 
as you are yourself. 

Our really tremendous files of 
data - our 165 cumulative 
years of experience in radio 
and advertising - all our best 
thought is yours for the ask- 

ing. We confidently believe that 
we can help you make a wise 

decision about radio. Won't 
you give us a ring? 

Exclusive Representatives: 
WGR.WKBW Buffalo 
WCKY Cincinnati 
WOG Davenport 
WHO Des Heine. 
WDAY Fargo 
WOWO -WGL Ft. Wayne 
KMBC Kan... City 
WAVE Louisville 
WTCN Minneapolis-St. Paul 
WMBD Peoria 
KSD St. Loni. 
WFBL . Syr.c..e 

Southeast 
WCSC Charleston 
WIS Columbia 
WPTF _ Raleigh 
WDBJ . Roanoke 

Southwest 
KGKO Ft. Worth- Dallas 
KTUL Tulsa 

Pacific Coast 
KOIN -KALE Portland 
KSFO San Fra.eimeo 
KVI Seattle- Tacoma 

FREE & PETERS, INC. 
(and FREE, JOHNS & FIELD, INC.) 

a,irskevi Radia Static* Rwasektatives 
CHICAGO NEW YORK DETROIT SAN FRANCISCO LOS ANGELES ATLANTA 

180 N. Michigan 247 Park Ave. New Center Bldg. One Eleven Sutter C. of C. Bldg. 617 Walton Bldg. 
Franklin 6373 Pl.sa S -4191 Trinity 2-8444 Sutter 4353 Richmond 6184 Jackson 1678 
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HAVE YOU GOT AN OPENER? Well, Bob Dumm, promotion ex- 
ecutive for ESFO, is telling Karl Schuster, president of Acme 
Breweries, that he certainly has... an opener to the Northern 
California market. And as KSFO merchandising backs up Acme's 
sponsorship of "Streamlined Headlines" through Emil Brisacher 

and Staff, Bob's point is well taken. 

A Fair -time service to Agency 
Men and Advertisers ... when 
they come to San Francisco 
It makes no difference whether you sponsor a 
program or not, whether you're a prospect or not, 
ESFO wants to play host to you. Let us make 
advance hotel, Pullman or theatre reservations for 
you. Let us furnish you with office space, teletype 
and stenographic service. Let us help you plan 
your sightseeing. No strings, no sales talk. Drop 
us a line...come in...make yourself at home. 

GETTING LIVE TALENT UP EARLY... is a job, but we do it. And 
The Yawn Patrol, only live talent show before 8:00 a.m. in North- 
ern California (7:00 -8:00) is this area's favorite waker- uppor. 

Participation costs mighty little... and it does pay out. 

K J 
"THE AUDIENCE STATION" SAN FRANCISCO 
KSFO, Palace Hotel, San Francisco 560 KC, 5000W day, 1000W night 

PHILIP G. LASKY, General Manager 
National Representative: FREE & PETERS, Incorporated 

C O L U M B I A B R O A D C A S T I N G S Y S T E M 
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New Coast Scales 
Offered by AFRA 
Agencies Study Proposed Pact 
Affecting 3,000 Performers 
NEW LOCAL and regional wage 
scales and working conditions for 
Pacific Coast radio actors, singers, 
announcers and sports commenta- 
tors was submitted by American 
Federation of Radio Artists to 
West Coast advertising agencies in 
mid -June. Conditions submitted af- 
fect more than 3,000 performers, 
announcers and commentators in 
the Los Angeles and San Francis- 
co areas as well as in other West 
Coast radio centers. Although 
scheduled to go into effect July 1, 
it was generally believed in Holly- 
wood that negotiations between 
AFRA and the agencies will be car- 
ried on for many days past that 
date before the committees come 
to an agreement. 

The agency committee, headed 
by Naylor Rogers, executive of 
Raymond R. Morgan Co., Holly- 
wood, includes Charles L e v it t, 
manager of Charles R. Stuart, Los 
Angeles, as secretary; Tom Mc- 
Avity, Hollywood manager of Lord 
& Thomas; Jack Smalley, BBDO 
Hollywood manager; Arthur May- 
ers of Mayers Co., Dana Jones 
of Dana Jones Co., and B. A. 
Stebbins of Barton A. Stebbins 
Adv. A g e n c y, all of Los An- 
geles. The committee from Los 
Angeles Chapter of AFRA is com- 
posed of Carlton KaDell, presi- 
dent, Fred Shields, Bill Brandt, 
Georgia Fifield, Thomas F. Smith 
and L B. Kornblum, counsel. South- 
ern California Broadcasters Assn., 
Los Angeles, was also invited to 
have a committee sit in on nego- 
tiations, but declined on the con- 
tention that the new scales and 
working conditions primarily af- 
fected the agencies. 

New Scales of Pay 
New scales are based on classifi- 

cations of stations, starting with 
Class A and dropping down to 
Class D for the smaller units. Pay 
increases range from 15 to 50% for 
certain classifications. Terms and 
conditions are for the artists on 
commercial "network" or individual 
station broadcast programs. Re- 
gional rates apply to network pro- 
grams produced at any station so 
classified and "regional network" is 
defined as three or more stations 
hooked up fon simultaneous broad- 
casting or two stations 50 miles or 
more apart. 

KNX KPO and KFI are listed 
as Class A stations. KSFO KFRC 
KECA KFWB KEHE KGO KHJ 
fall into the B classification. KYA 
KRKD KMTR KFAC K F O X 
KGER KQW KROW KLX KMPC 
KJBS are classified as C stations, 
with KRE KLS KSAN KIEV 
KFVD KGFJ rated as Class D. 

The agreement is to run until 
Feb. 12, 1941 and according to the 
plan submitted the two groups will 
agree to negotiate a new schedule 
of minimum fees and conditions 60 
days prior to termination of the 
pact. National network and adver- 
tising agencies which signed the 
two -year agreement with AFRA 
on transcontinental Code of Fair 
Practice will have the right to ask 
arbitration on the wage scale and 
conditions. 

Other agencies will first have to 
sign the transcontinental code in 

WHEN King George VI and Queen 
Elizabeth, during their Canadian 
tour, visited the Frood Mine near 
Sudbury, Ont., CKSO in Sudbury 
obtained permission to set up radio 
equipment in the mine to describe 
the royal inspection. Here Jim Mc- 
Crea, chief engineer of CKSO, is 
seen with the amplifiers and con- 
trol equipment set up in the lamp - 
room at the mine. Announcer 
"Chuck" Smith handled the de- 
scription. 

Radio Audience Surveys 
By Repairmen Proposed 
A PLAN under which radio serv- 
icemen would cooperate with 
broadcast stations in their activi- 
ties by making "spot surveys" of 
listener habits while repairing or 
testing receivers, will be unfolded 
to the NAB by Joe Marty, execu- 
tive secretary of Radio Service- 
men of America, in an address be- 
fore the Convention July 13. De- 
scribing the servicemen as the 
"missing link" in radio, Mr. Marty 
will advocate cooperation with 
broadcasters in urging listeners to 
pr o cur e maximum performance 
from their sets and at the same 
time will broach his spot survey 
plan. The survey plan has been em- 
ployed with outstanding success in 
several communities, notably Louis- 
ville, it was said. 

RSA for several years has sought 
to develop a standardized method 
of service. Many complaints are 
received a n n u a 11 y, Mr. Marty 
claimed, because of poor repair 
service by inexperienced mechanics. 
With the aid of broadcasting sta- 
tions, it is felt, standardization of 
repair service can be effected on a 
national scale. 

T H E Townsend Old -Age Pension 
Plan, with headquarters in Los An- 
geles. plans to raise $900,000 a year 
for "three 15- minute national broad- 
casts a week" to enlist members. Dr. 
Francis E. Townsend announced June 
19. The organization is already buying 
spot time on various stations. 

order to be eligible for arbitration 
of regional and local scales. Agen- 
cies which signed the Code of Fair 
Practice on Feb. 12, 1939 agreed to 
accept any scales promulgated by 
AFRA, with reservation to resort 
to arbitration if they did not de- 
sire to accept certain scales or con- 
ditions. The West Coast agency 
committee, it is understood, will 
not take any stand on arbitration 
until after negotiations have been 
completed with AFRA. It is gener- 
ally believed that there will be no 
opposition to certain of the rates, 
particularly Class A stations which 
are given the same rating as re- 
gional programs because of the 
distance covered. 
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U 611M KSCJ has 51% 
OF RADIO AUDIENCE 

IN SIOUX CITY TRADE. AREA 

KSCJ has more 
than 50% of the 
radio audience in 

its trade area! 

The shortest distance be- 
tween an advertiser and 
listener in this territory 
is KSCJ! 

KSCJ - - - 51 % E Station - .2% 
B Station - 30.2 F Station - .2 

C Station - 4.5 G Station - 4.5 
D Station - 2.8 H Miscl. - 6.2 

STATION *Bin 

30.2 

-_ ' AFFILIATED 

1 

wTyCBS 

The OURNIIL 
y [111:101 171[0171.1 
Represented by George Hollingbery 

C. W. Corkhill, Manager 
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MOVIE SHORTS I 
Based on CBS Dr. Christian 

Broadcasts 

WILLIAM STEPHENS Produc- 
tions, Hollywood motion picture 
unit, on Aug. 1 starts producing a 
series of shorts based on the CBS 
Dr. Christian serial. Dorothy Bar- 
stow, McCann- Erickson, producer 
of the radio serial, sponsored by 
Chesebrough Mfg. Co. (vaseline), 
after several weeks in New York, 
has returned to Hollywood as story 
editor of the film version which 
will be in nine episodes. 

Harvey Gates has been signed 
to write the screen play for the 
first of the series. Jean Hersholt 
who is featured in the radio series, 
will also play Dr. Christian in the 
film version. The radio serial, after 
a summer lay -off, is scheduled to 
return to CBS in September under 
continued sponsorship of Chese- 
brough Mfg. Co. 

Inclusion of Radio Counts Is Expected 
In Three Census Bureau Tabulations 
WITH departmental meetings on 
census recommendations concluded, 
and final approval of the tentative 
schedules expected anytime within 
a few weeks or at the latest by Sep- 
tember, radio items seem assured 
a place in three individual census 
surveys, all to begin in 1940. FCC 
and industry spokesmen won their 
fight to include a radio survey in 
the decennial population census, 
and radio queries also will be cov- 
ered in the decennial Agricultural 
Census and the Census of Business 
to be conducted by the Census 
Bureau [BROADCASTING, April 15, 
June 15]. 

According to present plans, the 
question "Do you have a radio in 
your house ?" is to be included on 
the supplementary schedule of the 
population census. Thus the radio 
survey would be based on correla- 
tions drawn from the answers of 
either 4% or 2% of the population, 
depending on the supplementary 

schedule standards set by the Cen- 
sus Bureau. Some pressure has re- 
sulted from the industry to secure a 
place for a radio question on the 
regular schedule, but the Census 
Bureau discouraged the suggestion 
as an opening wedge to include all 
sorts of convenience products in 
the population census. A fight also 
was waged to include the specific 
question "How many radios do you 
have in your home ? ", counting 
portable and automobile sets as 
well, but this too has been refused 
as things stand now. 

Farm Tabulation 
The Agricultural Census, in 

charge of Zellmer R. Pettet, chief 
statistician, definitely is to include 
a radio question, although its exact 
form has not yet been decided. 
Originally it had been framed to 
show the actual number of farm 
radios, but the general committee 
has recommended that the survey 

ONE yooGi 92 tic y yli/Z Cait do 
a b¢ttQr ¡a6 than a alo3¢n beuih¢i 

One good radio station (KFYR) in the Northwest can do a better 
job than a dozen lesser stations. KFYR is the only single station 
that covers North and South Dakota, Western Minnesota and East- 
ern Montana. 

_eat ai S'ali your S'tat y 

KFYR 550 Kilocycles 

NBC Affiliate 

5000 W. Day 

1000 W. Night 

MEYER BROADCASTING COMPANY 

_ himatch, /Í/. Pah. 
GENE FURGASON & CO. - National Representatives 
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confine itself to the number of 
farms with radios. It is believed the 
latter question will prevail. The 
agricultural radio tabulation will 
be based on an actual farm -by -farm 
count covering tenants as well as 
owners on farms, rather than samp- 
ling, as in the projected popu'.a- 
tion census. 

The advertising agency census of 
distribution, part of the Census of 
Business to be conducted by the 
Bureau under direction of F. A. 
Gosnell, covers the eight general 
media both from the standpoint of 
billings as well as number of em- 
ployes and amount of revenue, and 
under tentative plans would include 
data on the aggregate advertising 
placed by each agency for clients, 
broken down by media used. The 
radio expenditures would be broken 
down as to talent and other produc- 
tion charges against time charges. 
By furnishing a figure covering tal- 
ent not billed through broadcast 
systems, such as talent agents, it is 
hoped the census will yield for the 
first time a general figure as to the 
cost to the advertiser for talent, as 
distinguished from time. 

$45,100,000 Top Set 
A bill calling for a $21,900,000 

appropriation for the decennial 
census, and setting a $45,100,000 
limit to its aggregate cost, has 
passed both houses of Congress and 
been reported out of conference. 
No action had been taken on the 
conference report as BROADCASTING 
went to press, but passage is ex- 
pected shortly. This amount con- 
templates the cost of all the Bu- 
reau's census -taking activities, chief 
among them being the population 
census, under direction of Dr. Leon 
E. Truesdell, chief statistician of 
the population census. 

Although there has been some 
talk of a housing census, which 
would provide a place for radio 
along with other "convenience and 
luxury" items, it is thought ex- 
tremely unlikely the needed legis- 
lation can be secured before Con- 
gress adjourns. The Budget Bureau 
has approved an $8,500,000 item for 
such a census, but there has been 
no legislative action, either of au- 
thorization or appropriation. Also 
it is estimated that from $12,000,- 
000 to $15,000,000 would be needed 
figure would be entirely inade- 
quate. 

With the standard schedule of 
the population census confined en- 
tirely to personal questions, the 
supplementary schedule includes 
only three non -personal questions 
-covering radio, running water 
and electricity. The advertising 
agency census, covering 1939, is to 
start Jan. 2, 1940, while the popu- 
lation and agricultural surveys will 
start April 1, 1940. Although re- 
turns will trickle in within a few 
days after the census starts, and 
State returns become available 
within a few months, it is believed 
a year will be required before final 
returns will be available. 

Pet Holds Both Shows 
PET MILK SALES Corp., St. 
Louis, for the first time since it 
started on CBS in 1933 will con- 
tinue both its daytime Mary Lee 
Taylor and evening Saturday Night 
Serenade on the network through- 
out the summer. The evening pro- 
gram heretofore had been discon- 
tinued for the summer. Gardner 
Adv. Co., St. Louis, handles the ac- 
count. 
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Brochure on BEYOND 
REASONABLE DOUBT and 
merchandising material for 
SOME AMERICAN HOMES 
will be sent upon request. 

tCGtrty Ìa 

BEYOND REASONABLE DOUBT, a new transcribed 
show of network calibre, is NOW available to your 
Station for Local sponsorship! Featuring Nick Daw- 
son, who created and was starred in that most suc- 
cessful script, "Dangerous Paradise," supported by 
an all -star cast, this dramatic series will build and 
hold large audiences. A sample Audition will con- 
vince you of that! 

SOME AMERICAN HOMES, starring Ida Bailey 
Allen, America's Leading Home Economist, is just 
the program for your Local prospect whose product 
or service is designed for Home consumption. 
Released only a month ago, this series is already 
producing outstanding results for many Stations. 
Inquiry will show how it can do the same for you! 

These series are exclusive to one Station in a mar- 
ket, so act promptly and "spin to sales" with these 
"Aristocrats of the Turntable." 

ASOCIATED %tUIV PITllL1NllEft, Inc. 
25 WEST 45th STREET NEW YORK CITY 
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SINCE 1930, different research organizations -using many different 

techniques -have measured New York's listening habits. 

T-TUBE OF THE NETWORKS, 

is jointly analyzed by all four 

New York network stations! 

Now, for the very first time, ALL FOUR New York network 

stations jointly sponsored a new study of morning listening in Greater 

New York ... employing Hooper - Holmes to make personal "aided- recall" 

interviews throughout 19 metropolitan New York counties during the 

week of April 16, 1939. 

WABC was walk -away winner as usual. Here is an analysis of the figures 

submitted by The Hooper - Holmes Bureau: WABC was a dominant FIRST 

in New York...with over 50% more quarter -hours of listening than the 

nearest competitor -72% more listening than the third ranking station - 
98% more listening than the fourth ranking station! 
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This is the FIFTH major study in SEVEN years to show WABC is FIRST! 

1939: Personal "aided -recall" interviews by Hooper- Holmes. 

1938: Coincidental telephone study by Crossley, Incorporated. 

1937: Personal interviews by Dr. Daniel Starch and Staff 

1933; and 1932: Mail questionnaire by Price -Waterhouse & Co. 

Different techniques. Different years. But the answer has never changed. 

WABC comes out FIRST, year after year! 

New York is, uniquely, the test -tube of radio networks. In New York each 

of the major networks operates its own 50,000 watt key station, controls 

the time, and originates all but a few of the programs of that station. Each 

major network competes on practically even terms for the favor of the 

New York audience. This direct local rivalry makes possible a "deadly 

parallel ". The relative appeal of network schedules can be isolated and 

measured with almost laboratory precision. And it has been. With the 

result you've already read on the facing page. 

Why is WABC first? That's easy. It sets the swiftest pace and highest 

standard radio has ever had ... Big -Name network shows of CBS plus 

a sparkling pageant of Columbia- created local WABC programs. 

But CBS leadership hardly stops with New York. There's a great deal 

more evidence of CBS leadership throughout the rest of the country. We'll 

be glad to show it to you. 

WABC 50,000 WATTS 860 KILOCYCLES 

OWNED AND OPERATED BY THE COLUMBIA BROADCASTING SYSTEM. 

WABC IS THE KEY STATION OF THE WORLD'S LARGEST RADIO NETWORK 
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OKLAHOMA 
goes 

Metropolitan 

We're putting a new blanket on the mar- 
ket, large enough to cover the 77 counties in 
Oklahoma, and its brand name is "Metro- 
politan :' Yes, sir, we've got a new "line" which 
is the answer to every advertiser's prayer for 
complete coverage of Oklahoma's 454,000 
radio families, the Oklahoma Metropolitan 
Line. 

Now, new facilities make it possible for one 
program to be broadcast simultaneously on 
the Columbia Broadcasting System's two sta- 
tions in Oklahoma City and Tulsa, major 
cities of this rich urban -rural market. 

Your advertising should support your trade 
in Oklahoma with the blanket low -cost cover- 
age which only radio can deliver. We have 
a full stock of those Metropolitan blankets we 
mentioned, the kind you should tuck your 
next Oklahoma campaign under. You'll be in 
pretty solid company, too, with most of the 
Columbia Network commercials and a bril- 
liant line -up of local and national spot adver- 
tisers. The Oklahoma Metropolitan Line joins 

KOMA KTUL 
OKLAHOMA CITY 

5,000 Watts 
Day and Night 

International 
Radio Sales 

TULSA 
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5,000 Watts Day 
1,000 Watts Night 

Free & Peters 
Inc. 

Better Facilities 
Awarded by FCC 
Increases in Power and Time 
Are Included in Grants 
IMPROVED wavelength and power 
facilities for more than a dozen 
stations were authorized by the 
FCC during its June 20 and 21 
decision days when it disposed of 
one of the largest decision dockets 
in its history. 

WBNX, New York, and WMBG, 
Richmond, both operating on 1350 
kc., were authorized to install new 
equipment, with WBNX increasing 
its daytime power from 1,000 to 
5,000 watts and WMBG increasing 
its power from 500 watts fulltime 
to 5,000 watts day and 1,000 night. 
Each will use a directional an- 
tenna. The decision was made ef- 
fective June 28. 

In another decision ordered ef- 
fective June 28, the Commission 
authorized WJBL, Decatur, Ill., to 
change its frequency from 1200 to 
1310 kc. and to operate with full- 
time, using 250 watts day and 100 
night, in lieu of its present time 
sharing arrangement with WJBC 
Bloomington, Ill. WJBC was shifted 
to 1200 kc. fulltime, using 100 
watts night and 250 day. WBOW, 
Terre Haute, Ind., was shifted off 
1310 kc. and also assigned to 1200 
kc., with 100 -250 watts fulltime op- 
eration. 

Increased Day Power 
Daytime increases from 1,000 to 

5,000 watts on their present wave- 
lengths were granted June 20 to 
KALE, Portland, Ore., and WCHS, 
Charleston, W. Va. Daytime in- 
crease from 250 to 1 000 watts was 
granted KGNO, Dodge City, Kan., 
and KINY, Juneau, Alaska. 

KGMB, Honolulu, was author- 
ized June 1?O to change its fre- 
quency from 1320 to 590 kc., to 
install new equipment, including a 
vertical radiator, and to increase 
its day power from 1,000 to 5,000 
watts. 

KWTO, Springfield, Mo., 5,000- 
watt daytime station on 590 kc., 
was allotted an additional hour of 
operation, using 1,000 watts be- 
tween 5 and 6 a.m. 

WEDC, Chicago local, was au- 
thorized to increase its daytime 
power from 100 to 250 watts and 
to become an all -night station, op- 
erating from midnight to 6 a.m. It 
now operates parttime on 1210 kc. 

WHLS, Port Huron, Mich., was 
made a fulltime station on 1370 kc., 
using 250 watts day and 100 night. 

In "proposed findings of fact and 
conclusions ", which are tantamount 
to grants unless exceptions are 
filed within 30 days, the Commis- 
sion on June 21 proposed granting 
WALA, Mobile, Ala., authority to 
increase its night power from 500 
to 1,000 watts on its present fre- 
quency of 1380 kc., thus giving it 
fulltime 1,000 -watt facilities. It 
also proposed granting KTEM, 
Temple, Tex., authority to increase 
to fulltime, using 100 watts night 
and 250 watts day in lieu of its 
present 
tion. 

250 -watt daytime opera- 

Denials were proposed on the 
applications of Moody Bible Insti- 
tute, Chicgao, for authority to con- 
struct a new noncommercial 100 - 
watt educational station in the so- 
called "educational band ", using 
41.3 mc.; of WGTM, Wilson, N. C., 
seeking to operate with 500 watts 
daytime on 1240 kc. in lieu of its 

WHEN KDKA held its 10th annual 
Kickers Handicap Golf Tournament 
at Pittsburgh's Westmoreland Club 
June 16, Manager Sherman Greg- 
ory (left) invited Manager Leon- 
ard Kapner of WCAE (center) and 
Manager Frank Smith of WWSW 
as his personal guests. Announcer 
Dave Garroway, twice municipal 
champion of St. Louis, won with a 
low gross of 78. KDKA Entertainer 
Pat Haley was first in the handicap, 
Manager Smith of WWSW second 
and KDKA Staff Pianist Aneurin 
Bodycombe third. In the putting 
contest, the winning KDKA four- 
some comprised Music Director 
Maurice Spitalny, Saxophonist 
Charles Fisher, Announcer Bob 
Shield and Manager Gregory. Most 
unique individual record was 
achieved by W. B. Gill, KDKA pro- 
motion man, with the highest score 
(153) in the tourney, despite a 14- 
foot putt, longest drive, and a 4 on 
a par 3 hole. 

NBC Program Depicts 
World Affairs Coverage 
HOW WORLD affairs are covered 
by NBC was to be discussed for 
the audience in a special five -way 
transatlantic hookup June 30 on 
Alma Kitchell's ABC of NBC pro- 
gram on the Blue network, 7:45 -8 
p. m. (EDST). The program is one 
of a series designed to give radio 
audiences a background of radio 
operations. 

Speaking from their own head- 
quarters in Europe, the NBC for- 
eign correspondents were to be in- 
terviewed from New York by Miss 
Kitchell and Announcer Bill Far - 
ran. Those to be interviewed, each 
of whom will be able to hear the 
other during the broadcast, were 
Frederick Bate, from London; Paul 
Archinard, from Paris; Max Jor- 
dan, from Basle, Switzerland, and 
H. V. Baukhage, from Washington. 

THE FCC on June 15 made final its 
proposed order denying the applica- 
tion of Pillar of Fire, church organi- 
zation operating WAWZ, Zarephath. 
N. J., for authority to erect n new 
international shortwave station using 
5,000 watts on 6080, 11830 and i 7780 
kc. 

NBC on July 6 will start the second 
consecutive season of weekly sum- 
mer concert broadcasts by the Toronto 
Promenade Symphony Orchestra, un- 
der the direction of Reginald Stewart. 

present 100 -watt daytime assign- 
ment on 1310 kc.; of WOMI, Owens- 
boro, Ky., seeking 100 watts night 
and 250 watts day on 1200 kc. in 
lieu of its present assignment with 
the same power on 1500 kc. 

BROADCASTING Broadcast Advertising 
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Unusual FACILITIES 

ADVERTISING agencies and advertisers 
are fast learning that the Hooper - 

Holmes Bureau is a very unusual organiza- 
tion in market research. 

Because of our size and the fact that a 

large staff of well- trained experienced full - 
time men work under the supervision of 8o 

Branch Offices, we are constantly doing work 
for clients which cannot be considered market 
research in the ordinary sense. 

For instance, at present we are engaged 
in collecting for a large drug manufacturer 
samples of the product sold as his in thou- 
sands of drug stores. 

Not long ago for a plumbing association 
dreds of plumbing establishments all over the 
dreds of plumbing establishments all over the 
country. 

For a magazine publisher we checked 
with Soo subscribers the extent to which they 
had observed and read 8o editorial articles in 
a current issue. 

We have pre- tested much advertising 
copy with consumer juries in many cities in 
thousands of cases. 

For a magazine publisher we inter- 
viewed and obtained the history of a group of 

people who had answered a specific adver- 
tisement. 

For another manufacturer we checked in 
many very small towns the audience recep- 
tion and position on the theatre program of 
a series of his "minute movies ", which re- 
sulted in making several changes in these 
movies. 

Also, for another advertising agency we 
have checked the authors of many testi- 
monials. 

Whatever the problems of your business 
may be in relation to the public, you should 
discuss them with us. 

WHAT IS THE HOOPER- HOLMES BUREAU? 

For 40 years (since 1899) this Bureau has 
been making confidential reports to insurance 
companies on applicants for all kinds of insur- 
ance. Most of these are made and written by 
trained Inspectors, all of whom are full -time 
men. Their work is supervised by 80 Branch 
Offices. They regularly cover 11,140 cities 
and towns in their insurance work and their 
efforts are supplemented by 55,000 part -time 
correspondents. 

Address all inquiries to Market Research Division, Chester E. Haring, Director. 

THE HOOPER- HOLMES. BUREAU, INC. 

102 MAIDEN LANE, NEW YORK 
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We are not guessing about the value of 
Lang -Worth Service to WMEX. Our 
listeners write and tell us they thorough- 
ly enjoy these programs .. . 

WM. S. POTE WMEX 

We are delighted with our Lang -Worth 
Library. Regardless of what library serv- 
ice a station is taking; it should behoove 
every station man to take the Lang - 
Worth Service . . . 

E. K. CARGILL WMAZ 

My program department is genuinely 
enthusiastic about Lang -Worth Service 
and I heartily concur. Without ques- 
tion the style, quality and distinct in- 
dividuality of Lang -Worth transcriptions 
supplies a welcomed snap, sparkle and 
stimulant that brightens up our whole 
schedule and which has very definitely 
won the approval of our audience .. . 

LAMBDIN KAY WSB 

Here at WLVA, Lang -Worth prog 
receive more than their share of p 
from the listening audience. We h 
ever run a Lang -Worth program 
out getting many telephone calls 
letters praising its general excel) 

I heartily recommend the Lang- 
...Library to all my broadcaster fri 

first, because I believe that money 
not buy better transcribed programs 
secondly, because Lang -Worth does 
a real answer to the ASCAP que 
that the locals cannot afford to 
look... 
EDWARD A. ALLEN W 

.. 

Here is concrete- evidence of Lang - 
Worth's value, purely from a program 
standpoint. Your continuity "The Ad- 
ventures of the Little Tin Soldier" is 
doing a fine job for Kennedy Dairy and 
neighborhood Kennedy Dairy Stores. 
The Fleeger- Withrow Company has re- 
newed several times "Folio of Familiar 
Music," made up entirely of Lang - 
Worth selections. Two sustaining pro- 
grams using Lang -Worth entirely have 
received the highest praise and the 
most complimentary comments. They 
are both Sunday features - "Concert 
Melodies" and "The Sunday Salon 
Hour" ... 
W. C. McKELI AR WSAZ 

Lang -Worth Planned Program service is 
one of our assets of value. The pro- 
gramming is well done and the fact 
that they can be used for an entire i5 
minutes without a station announcer 
makes them doubly valuable . . 

R. H. MALCOMSON WTAD 

We have used Lang -Worth music on 
several commercial programs with ex- 
cellent results. We feeel.that it is just a 

question of the public hearing Lang - 
Worth selections several times before 
they will be among the most popular on 
our station ... 
H. P. JOHNSTON WSGN 

The selection of numbers in the Lang - 
Worth transcription library service is's 
excellent. We feel they certainly must 
enhance the program standards of any 
station where they are used .. . 

R. G. MATHESON WHDH 

We are using your Library about five 
hours daily and the arrangements, talent, 
recording and compositions are all that 
any one could ask. KDFN is thoroughly 
sold . . . 

D. L. HATHAWAY KDFN 

We here at WCAO have found your 
recordings of excellent technical quality 
and the orchestral quality is all that any 
one could wish .. . 

GORDON A. SCHEIHING WCAO 

When WIBW acquired Lang -Worth the 
idea of protection was foremost. I never 
dreamed of the programming possibili- 
ties. But in the short time we have had 
the Service, Lang -Worth recordings have 
met with flattering audience response -. 
and that applies both to commercial and 
sustaining programs .. . 

BEN LUDY WIBW 

When we purchased Lang -Worth we 
really did not want another transcrip- 
tion service----we did it to help a cause. 
I am pleased to report that we now feel 
that it is one of the best services we 
have . . 

JACK DRAUGHON WSIX 

We are using three hours' weekly of 
Lang -Worth music on commercial and 
sustaining programs. The fact that your 
service offers secbrity against higher 
music tax plus immediate practicability 
makes it an invaluable asset to our 
library .. . 

FRANK BURKE KFVD 

Almost without exception we find the 
arrangements and interpretations of 
Lang -Worth equal to or better than those 
of other services .. . 

A. E. RICHMOND KGCX 

One of our outstanding commercial s 

is the "Highlander Stag Party"-a 
hour for men sponsored by the 
souls Brewery Company. We have 
able to select from the Lang -W 
Library exactly the type of music 
need and have been able to make 
popular full hour commercial the 
in artistry and appeal of any ne 
show .. . 

A. J. MOSBY KG 

I think you should be interested 
knowing that WQDM has three quay 
hour programs every day and one h 
hour feature every Sunday built enti 
from Lang -Worth transcriptions. 
mail convinces us that these progr 
are highly popular ... 
G. S. WASSER WQ 

Lang -Worth music is sufficiently dive 
fled so we are able to use the transe 
rions on many styles of programs, 
sponsored and sustaining ... 
FRANK E. HURT KF 

In my opinion, managers of any stati 
large or small, who pass up the La 
Worth Service are missing the bigg 
bet in musical electrical transcription . 

BOB PRIEBE KR 

We are using your Lang -Worth tra 
scriptions with marked success and wi 
to compliment you on providing t 
source of tax free music ... 
R. H. MASON W 
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ugh we have just subscribed to 
Worth Service results have already 
n far beyond our fondest expecta- 
Audience response is splendid and 
I prospective sponsors are keenly 
red... 
UR SIMON WPEN 

Philadelphia Evening Ledggr has 
enewed its contract for the third 
.n WDAS. The music featured on 
program is Lang -Worth .. . 

Y STONE WDAS 

ugh we have used Lang -Worth for 
short time we already realize the 
it will fill in future proglam 

ules.. The wide variety of musical 
give us something substantial to 

advertisers . . 

BALLARD KGNC 

Worth transcriptions are used ex- 
ely in our daily program "Concert 
turc. " All in all we find the NAB - 
Worth Plan of great value .. . 

PBELL ARNOUX WTAR 

high calibre and great flexibility of 
ng -Worth transcriptions is corn- 

y refreshing and highly desirable 
a program standpoint .. 
TIN CAMPBELL WFAA 

We are happy to report that we have 
many popular and classical programs, 
featuring the Lang -Worth Library, that 
have been described by our audience as 
excellent and fascinating entertainment. 
H. KICZALES ¡ WOV 

Although we have had your service but 
30 days we have already sold one 15- 
minute program of your band music 
which has received a lot of favorable 
comment .. . 

C. P. SCOTT KTKC 

Lang -Worth plays a most important part 
in both our commercial and sustaining 
programming. We are convinced that 
this reservoir of excellent and varied 
transcribed music should be in the li- 
brary of every station . . . 

W. E. HUTCHINSON WAAF 

We have used Lang -Worth on KOIN- 
KALE from the beginning. We fre- 
quently use it on commercial programs 
and it is at present a feature of our 
"Luncheon Concert" on KALE which 
is one of our outstanding commercial 
successes . 

"CHUCK" MYERS KOIN -KALE 

The originality and freshness of Lang - 
Worth's musical arrangements has 
caught the attention of program spon- 
sors who are continually requesting that 
Ling -Worth music be included in their 
programs .. . 

CARL E. HAYMOND 

We are more than pleased to report 
splendid success with Lang -Worth tran- 
scriptions . 
R. J. COLEMAN WKAR 

We have been very successful in selling 
programs made from Lang -Worth Serv- 
ice to our advertisers .. . 

M. H. BONEBRAKE KOCY 

Mr. Eggleston, our Program Manager, 
reports that he is thoroughly satisfied 
with quality and selections in the Lang - 
Worth Library. He is particularly pleased 
with the idea of a 15- minute Planned 
program providing a recorded announcer' 
for the musical selections .. . 

ARTHUR CHURCH KMBC 

We have a number of commercial peri- 
ods that are programmed entirely from 
our Lang -Worth Library-in fact, it is 
the only transcription service we have 
found it necessary to use . . 

J. ELROY McCAW KELA 

The variety of programs included in 
the Lang -Worth Service is very broad 
and the performance of highest stand- 
ard. We have scheduled a number of 
your programs for regular daily broad- 
cast and- have been successful in com- 
mercializing some. Lang -Worth has 
given us an additional source of revenue. 

BOB ALBURTY WHBQ 

The quality of your transcribed mate- 
rial is comparable to the finest available 
and the filing system that accompanies 
the service is a joy to the most exacting 
program director .. . 

RALPH BRUNTON KJBS` 

1 
disregarding the tax-free feature, 
can eventually pay every broad - 
dividends, the NAB -Lang -Worth 
service is the biggest value in 

ranscription field today .. . 

CRANEY KGIR 

-Worth holds an important position 
e field of Radio. It is in the front 
of the fight against music racketeer - 
We use it constantly for many local 
uctions and believe that stations 

here should take advantage of the 

AN JONES KVOS 

FJ has been a subscriber to Lang - 
h since its inception and we have 
splendid results with the Service, 

for commercial and sustaining 
rams .. . 

GHT ESCH WMFJ 

-Worth plays an important part on 
RL's commercial and sustaining 

ram schedules . . . 

L" REUMAN WWRL 

We hive found Lang -Worth very flex- 
ible and we are using the Library daily 
on commercial and sustaining programs. 
We consider Lang -Worth one of our 
best investments .. . 

A. S. FOSTER WEW 

Lang -Worth music fills a definite place 
in the program schedule of any station. 
It is the sort of music listenérs like. We 
recently sold a program of exclusive 
Lang -Worth music to one of our best 
accounts in competition with other musi- 
cal and dramatic shows .. . 

A. M. MacGREGOR WJBC 

We are sold on Lang -Worth. Keep it 

STORM WHALEY KUOA 

We have used the Lang -Worth Program 
Service ever since it started and it has 

been consistently high in quality from 
a technical as well as an entertaining 
standpoint . . . 

VIRGIL V. EVANS WSPA 

We like our Lang -Worth Library Serv- 
ice. Our station is using it with good 
results .. . 

M. A. MULROONY KGU 

Our Lang -Worth Library is being used 
consistently on three of our daily com- 
mercial' programs - "Musical Clock." 
"Midday Melodies," "Chapel Serenade." 
Theequality of the transcriptions is com- 
parable to anything we have used or 
are now using . . . 

JOHN J. GILLIN WOW 

We were most enthusiastic about Lang - 
Worth recordings when we auditioned 
them before putting them on the air. 
Ho*ever, the reception given. to these 
programs by our listeners has exceeded 
our expectations ... 
JUAN PIZA WNEL 

Your Planned Program Service has be- 
come an essential part of our operations 
-like the transmitter or antenna . . . 

ELLIS ATTEBERRY KCKN 

We are very pleased with the Lang - 
Worth Planned Program Service at 
Grand Forks . . . 

DALTON LeMASURIER 

I know you will be pleased to learn 
that we have received most favorable 
comments -from listeners on the Lang - 
Worth Planned Program Service. As a 

matter of Tact, now that we have Lang - 
Worth, we don't see how we got along 
without it all this time . . . 

H. W. SLAVICK WMC 

One of the strongest points in favor of 
your transcription library is the "com- 
plete program" idea. We particularly 
wish to compliment you on the quality 
of the band music .. . 

HUGH B. TERRY KVOR 

WKBN is using your service daily. We 
believe your Feature programs fill a very 
definite need in the Broadcast Industry 
and deserve the support of every one in 
the Radio fraternity . . . 

W. P. WILLIAMSON, Jr. WKBN 

We find your service to be unusual - 
particularly with regard to arrangements. 
The chorus arrangements and dance in- 
terpretations are both novel and differ- 
ent. The inclusion of the announcer's 
voice on the transcription is another 
point in favor of Lang -Worth . 

WM. T. KNIGHT, Jr. WTOC 

May I pass on the opinion of our staff 
that the quality and the reproduction of 
Lang -Worth transcriptions is excellent. 
MADELINE ENSIGN WÓL 

We praise your service highly- musical 
content, variety of selections, and the 
very flexibility in program 
building make us enthusiastic in using 
Lang -Worth . . . 

ARTHUR L. BRIGHT KFPY 

LANG -WORTH FEATURE PROGRAMS 
420 MADISON AVENUE NEW YORK, N. Y. 

Originators and largest producers of tax-free musical recordings ... on exhibit 
NAB Convention ... Hotel Ambassador, Atlantic City, July 10th to 14th, 1939 
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Most Popular Radio Stars Picked in Fan Poll . e e e 

ON THE BASIS of 729,000 votes 
cast in its 1939 radio popularity 
contest, concluded in mid -June, the 
fan weekly Radio Guide picks Nel- 
son Eddy as the "Star of Stars" 
of American radio, with a rating 
of 24.2% as against 15.9% for 
Jessica Dragonette, second; Edgar 
Bergen, 12.6% third; Jack Benny, 
12.4% fourth. 

The tabulations are broken down 
into 23 classifications, in addition 
to the "star of star" ratings, cov- 
ering all types of performers and 
various categories of productions. 
Percentage rankings are given the 
12 leaders in each classification, 
100% being the total which is di- 
vided up according to individual 
ratings. 

Most of the voting covers na- 
tional network stars and shows, but 
one classification is devoted to pro- 
grams not on networks, in which 
the Zeke Manners Gang on WMCA, 
New York, received by far the 
highest ranking. 

The final ratings in each group 
of 12 follow: 

Star of Stars- Nelson Eddy, 24.2 ; Jes- 
sica Dragonette, 15.9 ; Edgar Bergen 
(Charlie McCarthy), 12.6; Jack Benny, 
12.4 ; Don Ameche, 10.6 ; Bing Crosby, 10.5; 
Lanny Ross, 3.9 ; Joan Blaine, 2.3; Orson 
Welles. 2.1: Jack Baker, 1.9; Rudy Vallee, 
1.5 ; Kate Smith. 1.4. 

Man Singer of Popular Songs -Bing 
Crosby, 36.1 ; Kenny Baker. 27.0; Lanny 
Ross. 10.7 ; Don Ameche, 6.8; Jack Baker. 
4.7 ; Frank Parker. 3.7 ; Rudy Vallee, 3.6; 
Dick Powell, 2.2 ; Jerry Cooper, 1.7 ; Harry 
Babbitt, 1.4; Frank Munn, 0.9; Skinny 
Ennis, 0.6. 

Musical Program -Ford Sunday Evening 
Hour, 34.3; Waltz Time, 14.1; Hit Pa- 
rade, 10.5; Voice of Firestone, 7.5; N. Y. 
Philharmonic, 6.4 ; 99 Men and a Girl, 
6.2; American Album of Familiar Music. 
5.7; Manhattan Merry- Go-Round, 4.3; 
NBC Symphony, 3.3; Metropolitan Opera. 
2.6; Radio City Music Hall. 2.4; Cities 
Service Concert, 2.1. 

Woman Singer of Classical Songs -Mar- 
garet Speaks, 23.4; Jessica Dragonette. 
22.1: Gladys Swarthout, 10.9 ; Jeanette 
MacDonald, 9.6; Milita Korjus, 8.8: Jean 
Dickenson, 7.7; Lucille Manners, 7.0; Lily 
Pons, 3.7 ; Grace Moore, 2.2: Rose Bamp- 
ton. 1.9; Kirsten Flagetad, 1.8; Muriel 
Wilson. 0.9. 

Woman Singer of Popular Songs -Kate 
Smith, 36.6 ; Frances Langford, 20.1 ; Vir- 
ginia Simms, 13.5 ; Dorothy Lamour, 13.3: 
Hildegarde. 4.6; Annette King, 3.8; Judy 
Starr. 1.5 ; Fran Allison. 1.4 ; Joan Ed- 
wards. 1.8; Kay St. Germain, 1.2; Connie 
Boswell, 1.1 ; Muriel Wilson, 1.1. 

Man Singer of Classical Songs -Nelson 
Eddy, 54.3; Richard Crooks, 10.8; Law- 
rence Tibbett, 9.8; John Carter, 6.8; Don- 
ald Dickson. 6.1 ; Lanny Rose, 6.0 ; John 
Charles Thomas, 1.7 ; Jack Baker. 1.2 ; 

Frank Munn, 0.9; Fred Hufsmith. 0.7; 
Lauritz Melchior. 0.6 ; James Melton. 0.6. 

Announcers -Don Wilson, 28.4 : Ken Car- 
penter. 21.8; Milton J. Cross, 15.9; Harry 
VonZell, 6.7: Graham McNamee. 5.9; Ford 
Bond. 6.8; Ted Hosing, 3.8 ; Ken Niles, 
2.8; Ralph Edwards, 2.6: Bob Brown, 2.3; 
Ben Grauer, 1.9 ; Fred Uttal, 1.6. 

Man Commentator - Lowell Thomas, 
33.8; Walter Winchell. 15.8; H. V. Kalten- 
born. 14.8 ; Boake Carter. 10.6 ; Jimmie 
Fidler, 9.4 ; Edwin C. Hill. 9.3 ; Paul Sul- 
livan. 2.7 ; Fort Pearson, 1.1 ; Gabriel 
Heatter, 0.9; Fulton Lewis jr., 0.6; Deems 
Taylor, 0.6; Bob Trout, 0.5. 

Comedian -Bergen- McCarthy, 39.1 ; Jack 
Benny, 23.1 ; Bob Hope, 9.8; Eddie Cantor. 
7.6 ; Fibber McGee, 7.2 ; Fred Allen, 4.8; 
Bob Burns, 8.0; Abbott & Costello, 1.8; 
Al Pearce. 1.1; Ransom Sherman, 0.8; 
Frank Morgan. 0.7 ; Robert Benchley, 0.4. 

Results 
Summer Sates 

time volume continues 
to For KSD Sponsors 

ontinues 
contra 

KSD summer booked shows an increase 
of 

volume 
which indicates this will e 

grow. July 
year agog in the history 

25°/G over a y 
er volume record 

the greatest 
summer 

of Station KSD' 
summer sales profitably. 

Use KSD to develop 

INQUIRIES 
INVITED 

The Distinguished Broadcasting Station 

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

FREE & PETERS. INC., NATIONAL ADVERTISING REPRESENTATIVES 
,asP:[a):a:islllLardKsiT : - . . . y;RMyfg:ó`fyg.Yti Müll<:\4[MSIMsi. 
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Radio Actor -Don Ameche, 46.1 ; Orson 
Welles, 17.8; Les Tremayne, 9.6; Charles 
Boyer, 9.3; Edward G. Robinson. 4.0; 
Hugh Studebaker, 2.7; Raymond Johnson, 
2.5; Phil Lord, 2.3; Lanny Rosa, 2.2; Mar- 
tin Gabel. 1.3 ; Pat Murphy, 1.2 ; Michael 
Raffetto, LO. 

Woman Commentator- Dorothy Thomp- 
son, 57.2; Kate Smith, 28.3; Mary Mar- 
garet McBride, 9.4 ; Kathryn Cravens. 2.6; 
Eleanor Roosevelt, 1.5; Hedda Hopper, 
0.4 ; Nellie Revell, 0.1 ; Adelaide Hawley, 
0.1 ; Dorothy Parker. 0.1 ; Elizabeth Ar- 
nold, 0.1 ; Lisa Sergio, 0.1 ; Radie Har- 
ris, 0.1. 

Dramatic Program -Lux Radio Theater. 
30.5; One Man's Family 28.6; Campbell 
Playhouse, 11.6; Big Town, 7.7 ; First 
Nighter, 7.2; Vic & Sade, 4.7; Woodbury 
Playhouse, 3.2; Silver Theater, 2.2; Sec- 
ond Husband, 1.6; Bachelor's Children, 
0.9; Big Sister, 0.8; Guiding Light, 0.6. 

Radio Actress- Claire Trevor, 28.8; Bar- 
bara Luddy, 18.8; Joan Blaine, 14.2; Alice 
Frost, 8.8; Helen Menken, 8.3; Helen 
Hayes, 8.0; Anne Seymour, 6.8; Betty 
Winkler, 4.8; Kathleen Wilson, 4.2; Pa- 
tricia Dunlap, 1.6 ; Irene Rich, 1.2 ; Mar- 
jorie Hannan, 1.2. 

Audience Participation - Kay Kyser's 
Klass, 42.0; Information Please, 26.5; Bat- 
tle of the Sexes, 12.2; Professor Quiz, 7.6: 
True or False, 3.8 ; Vox Pop. 3.1 ; Ask -It- 
Basket, 1.4 ; We, the People. 0.9 ; Uncle 
Jim's Question Bee. 0.8; Hobby Lobby. 
0.4; What My Name?, 0.4; Dr. I. Q., 0.4. 

Variety Program - Chase & Sanborn, 
36.8; Kraft Music Hall. 15.9 ; Good News. 
10.7 ; Kate Smith, 7.6 ; Magic Key. 6.3; 
Breakfast Club, 6.2 ; Jello, 6.2; Rudy Val- 
lee Hour, 6.0; Circle, 2.8 ; Texaco Star 
Theater. 1.4; Town Hall Tonight, 1.2; 
Fibber McGee & Molly. 0.7. 

Master of Ceremonies - Don Ameche, 
36.5; Bing Crosby, 19.9; Don McNeill. 13.9; 
Robert Young, 11.9 ; Jack Benny, 4.9; 
Dick Powell, 3.4; Rudy Vallee, 2.4; Fred 
Alen, 1.5; Walter O'Keefe. 1.5; Clifton 
Fadiman, 1.2 ; Ransom Sherman, 1.1; 
Basil Rathbone, 0.9. 

Children's Programs -Lone Ranger, 28.6 ; 

Ireene Wicker's Musical Plays. 20.1 ; Coast 
to Coast on a Bus, 17.1 ; Let's Pretend, 
16.1 ; Little Orphan Annie, 5.2 ; Dick 
Tracy, 4.8; Malcolm Claire, 3.5; Don Win- 
slow of the Navy, 2.9; Kaltenmeyer's Kin- 
dergarten. 2.8; Jack Armstrong, 1.9; Horn 
& Hardart's Children's Hour, 1.0; March 
of Games, 1.0. 

Educational Programs- American School 
of the Air, 27.9 : Great Plays. 13.2; Music 
Appreciation Hour, 13.0; World Is Yours. 
12.7 ; America's Town Meeting, 10.4; U. 
of C. Round Table Discussion, 8.8; Infor- 
mation Please, 3.4; Men Against Death. 
2.6 ; Cavalcade of America, 2.2 ; People's 
Platform. 2.1 ; National Farm & Home 
Hour, 2.0; Nation's School of the Air. 1.2. 

Serial Dramatic Program -One Man's 
Family, 49.2 ; Big Sister, 10.2 ; Bachelor 
Children, 8.7; Guiding Light, 6.4; Road of 
Life, 6.0; Valiant Lady, 3.3; Life Can Be 
Beautiful, 3.0; Betty and Bob, 2.8; Girl 
Alone, 2.7; Mary Marlin, 2.5; Vic & Sade, 
2.4 ; Second Husband, 2.1. 

Dance Orchestra - Wayne King, 86.6; 
Guy Lombardo, 20.9; Horace Heidt, 15.4; 
Kay Kyser. 11.2 ; Eddie Duchin. 4.7 ; Hal 
Kemp, 3.0; Sammy Kaye, 2.3; Rudy Val. 
lee. 1.6; Paul Whiteman. 1.4 ; Abe Lyman, 
1.3 ; Tommy Dorsey, 1.2 ; Richard Him - 
ber, 1.1. 

Swing Band-Artie Shaw. 26.6: Benny 
Goodman, 22.9 : Tommy Dorsey, 18.9 ; Kay 
Kyser, 13.1 ; Bob Crosby, 7.0 ; Larry Clin- 
ton, 6.6 ; Gene Krupa, 1.9 ; Sammy Kaye, 
0.9; Henry Busse, 0.5; Phil Harris, 0.4; 
Jimmy Dorsey, 0.3 ; Raymond Scott, 0.3. 

Swing Instrumentalist -Tommy Dorsey, 
82.3 ; Artie Shaw, 23.1 ; Gene Krupa, 18.9; 
Benny Goodman, 12.5; Henry Busse, 6.1 ; 

Jimmy Dorsey, 8.5 ; Harry Jame., 0.8; 
Ray Bauduc, 0.7; Eddie Duchin, 0.6; 
Milt Herth, 0.5; Stuff Smith, 0.3; Kay 
Kyser, 0.2. 

Swing Singer- -Bea Wain, 32.1 ; Martha 
Raye, 16.9; Martha Tilton. 12.8; Virginia 
Simms, 12.1 ; Edythe Wright, 8.5; Mildred 
Bailey. 7.7 ; Ella Fitzgerald, 4.3 ; Maxine 
Sullivan, 1.8; Marion Mann, 1.3; Sully 
Mason, 1.2; Connie Boswell, 1.0; Judy 
Garland, 0.8. 

Programs Not on Networks -Zeke Man- 
ners Gang. WMCA, New York, 25.2: Hank 
Lawson & the Bums, WEEU. Reading, Pa.. 
9.8 ; Wayside Theater, W BBM, Chicago, 
9.7 ; History in the Making, WBBM, 9.4; 
Memory Baseball, KFYR, Bismarck, N. D., 
6.9 ; Number Please. WJR, Detroit, 6.5; 
Night Watch. WIND. Gary. Ind., 6.0; 
Bernie Armstrong, KDKA, Pittsburgh. 5.6; 
Mad Hatterilelds, WLW, Cincinnati, 5.4; 
Supper Time Frolics, WJJD, Chicago, 5.3; 
Nine- Twenty Club. WORL. Boston, 5.0; 
Bradley Kincaid. WGY, Schenectady, 4.5. 

WNBX, Springfield, Vt., one of the 
group of stations operated by Col. 
Harry C. Wilder, director of WSYR, 
Syracuse, will be moved into Keene, 
N. H., which has a population of 14,- 
000, if the FCC grants an application 
filed June 10. 
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(SCENE I) 

THE SHRINKING VIOLET.. w, (of all things!) 

\ 

(FINALE) 
The Crowing Scene 'í11 WJSV is the baseball station in Washington ... 5 consecu- 

(SCENE II) 
Tide Enters says TIDE 

ccl air Ball 
There mus.t be an average of well over 

half a dozen radio stations in cities large 
enough to support big league baseball 
trams. i This a guess, but we'll bet on 
it.) It is only natural, therefore, that 
those stations which are selected by base - 
bail sponsors should do a little crowing. 
Lt the simple fact of their selection is 
material for the rarest of all promotion 
.. competitive promotion that is also 

legitimate and effective. The only sta- 
tions that have sent us samples, however, 
are 3' 
... well WABC and WBBM did; 
but WJSV did not 

tive years ...sponsored by People's Drug Stores, General Mills... 

With Arch McDonald (who left WJSV this year to take over the 

choice WABC assignment in the Yanks and Giants ball parks)... 

The games are now handled by baseball's "big train " - Walter 

Johnson himself. And, of course, WJSV carries more local and 

national spot advertising than any other Washington radio station. 

WJSVCOLUMBIA'S STATION FOR THE NATION'S CAPITAL 

Owned and operated by Columbia Broadcasting System. Represented by Radio Sales: New 

York, Chicago, Detroit, St. Louis, Cincinnati, Charlotte, N. C., Los Angeles, San Francisco 
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Women's 
RADIO has developed a new writ- 
ing technic, especially as regards 
the advertising announcements 
called "commercials." 

The commercial is an advertise- 
ment without the advantage of 
layout, type, or illustration. It is a 
spoken advertisement, but is writ- 
ten out like any piece of copy, and 
okayed by the advertiser and the 
studio by which it is to be broad- 
cast. 

The general rule on network 
programs is that commercials shall 
not exceed 10 per cent of program 
time. The radio advertiser, there- 
fore spends 90 per cent of his 
money to entertain or instruct you 
and only 10 per cent to advertise 
his product. This makes the writ- 
ing of the commercial all the more 
of a responsibility. 

How Radio Differs 
There are four ways in which 

the radio differs from other forms 
of advertising: 

1. Radio is the only medium in 
which the entire responsibility is 
placed on the advertiser; that is, 
he furnishes the editorial content 
(the program) of this magazine 
of the air and he also furnishes 
the advertising. 

2. You cannot guarantee an au- 
dience. The dials turn both ways 
and so does the switch. The listen- 
er has his choice of other pro- 
grams or he may choose not to 
listen at all. 

3. There are no space elements 
such as agate lines, columns, or 
pages; time is the unit involved 
and it is bought by the minute; 
even by the second. Cost depends 
too, on when the time occurs. Eve- 
ning time costs twice as much as 
day time and Sunday afternoon 
costs two- thirds as much as eve- 
ning. 

4. Spoken words are used instead 
of printed words, and sound ef- 
fects replace illustration and color. 
The spoken word conveys a per - 
son-to- person intimacy not obtain- 
able with type and illustration. The 
radio is a human, friendly, infor- 
mal medium. 

Program broadcasting started 
about 1920 and regular advertising 
announcements about 1923. The 
earliest radio department in an ad- 
vertising agency was established in 
1923. But the first real "plug" (a 
radio term meaning to talk -up a 
product over the air) is said to 
have occurred in 1919 and adver- 
tised a music store. The story goes 
that some phonograph records were 
borrowed to use in a broadcast and 
the music store proprietor was 
publicly thanked and his shop com- 
mended. 

Some of the first commercials 
were as brief as those with which 
we are familiar today. Others were 
long and deadly bores, although it 
is possible to have long commer- 
cials which are interest -holding to 
the final syllable . . . that is one 
phase of writing good commer- 
cials. 

But for the past ten years or so, 
short commercials injected three 
times into a 15- minute program 

Place in Radio Advertising 
Writing and Directing Provide a 

Fertile Field for Females 
B y B E T T Y P A R K E R 

KYW, Philadelphia 

at the beginning, in the mid- 
dle, and at the end ... have formed 
a sort of standard practice in pro- 
gram building. Advertisers further 
identified their product names and 
trademarks by tying them up to 
their program talent. Examples of 
this were the Clicquot Club Eski- 
mos, the little Eskimo being the 
trademark of Cliquot Club Ginger 
Ale, and the Ipana Troubadours 
who were described over the air as 
wearing red and yellow costumes 
to match the Ipana tooth paste 
tube. 

Six Types of Commercials 
Today there are six types of ra- 

dio commercials, grouped under 
three classifications: 

1. The straight announcement. 
2. The dramatized announcement. 
3. The continuity commercial. 
1. The straight announcement. 

This is the type in which the an- 
nouncer talks about the product of 
the sponsor before and after the 
feature presentation. A long pro- 
gram is broken by additional an- 
nouncements. 

2. The dramatized announce- 
ment. This includes all commercials 
in which other people are intro- 
duced. The types are: 

fn) The personalized announce - 
ment-in which n personage is intro- 
duced to talk about the product. 

(bI The dramatization of incidents 
featuring the product in Luse, or being 
purchased at the store. 

( c) The personal endorsement. 
rend or spoken by a person other than 
the announcer. 

Id) The dialogue commercial. in 
which the announcer and another 
member of the cast chat informally 
about the product. It is increasingly 
popular to have the announcer n part 
of the show -and this is proving ef- 
fective from the standpoint of the 
spntts"rs. 

Writing Good Commercials 
3. The continuity commercial. 

This type features the commer- 
cial woven naturally and easily in- 
to the program and is used to a 
great extent by commentators who, 
at carefully planned points, intro- 
duce their sponsors and products 
into the script. 

Rules: Strictly speaking, there 
aren't any! That is, there are few 
rules so hard and fast that they 
can't, sometime, be broken with 

BETTY PARKER 

great effectiveness. The unexpect- 
ed, or the complete departure from 
the usual form, can be just as 
effective in radio writing as it is in 
any other form of advertising. It 
should be remembered, however, 
that commercials are intended to 
sell. Therefore they may well com- 
ply with the standards set for other 
forms of advertising: they should 
attract attention, stimulate desire, 
and impel action. 

Slant: In writing commercials, 
think in terms of one person or 
one family, at home, relaxed, sit- 
ting in the living room. We speak 
of the "radio audience," but these 
persons are not a theater audience 
with their whole attention fixed on 
one object. They are neighbors on 
whom your words have come to pay 
a call, and the message must be so 
arresting that the duties and dis- 
tractions of home life are forgot- 
ten. The commercial that enters 
the home on the air waves should 
be just as natural, sincere, and 
friendly as though it walked in at 
the front door and was welcomed 
by all the family. 

Opener: The commercial rarely 
announces itself as such. The boom- 
ing voice, bursting in with "Now 
let's talk about tomato catsup," 
is as unwelcome on the air as it 
would be back there in the family 

IN STATION and agency executive posts are many women, 
but behind the mike there are many more. One of them, Betty 
Parker, director of the KYW Home Forum in Philadelphia, 
discusses the place of women in radio in a new book, Advertis- 
ing Careers for Women, just published by Harper & Bros., New 
York. The book is a compilation of 22 lectures given last 
autumn under sponsorship of the Philadelphia Club of Ad- 
vertising Women. It was compiled by Blanche Clair, the club's 
educational chairman, in collaboration with Dorothy Dignam, 
writer with N. W. Ayer & Son. Now read Miss Parker. 

circle. Although, we repeat, there 
are no "rules," the good commer- 
cial may be said to blend into the 
program smoothly, without too 
abrupt a change from what has 
gone before. The opening sen- 
tence, which is the headline in this 
kind of copyrighting, may contain 
news, state a fact, arouse curiosity, 
or present a problem ... which is 
subsequently solved through the 
medium of the advertised product. 

Words and phrases: Words must 
be selected with relation to sound 
as well as to meaning. Words with 
too many syllables, or with harsh 
sounds, or the s words, are to be 
avoided since they do not contrib- 
ute to smooth delivery. The finished 
message, to be read easily and 
forcefully, should contain easy - 
flowing words so that sentences are 
pleasing to the ear. Simple state- 
ments, divided into short sentences 
are the most effective. Precise, 
schoolbook sentence- structure is 
sacrificed to what is called "nor- 
mal delivery" . that is, your 
normal, conversational manner of 
speaking. 

Connectives: These are phrases 
borrowed from everyday conversa- 
tion and used to connect different 
thoughts in the one commercial. 
Connectives should be employed 
freely; they may look superfluous 
in the written script but they as- 
sure an easy, natural style in the 
spoken version. Examples of con- 
nectives: "Now, this is all you do" 

"However, if you prefer" 
"In fact" "And so" . . "As I 
have said before" . 

Emphasis on the Name 
Details: As a rule, technical de- 

tails and extended data about a 
product are left to printed litera- 
ture. The best sales message con- 
cisely states a few simple facts and 
drives them home in every commer- 
cial. But if you have the time al- 
lotment for doing it, even a vac- 
uum cleaner demonstration, with 
all its detail, could be handled on 
the air: dramatize it with several 
characters and sound effects of the 
switch, the motor, etc. 

Repetition: Remember that in ra- 
dio you have no name display, no 
illustration of the package, no 
trademark symbol ... no way for 
the eye to help in registering the 
identity of the product. Therefore, 
inject the name of the product fre- 
quently, instead of saying "it" or 
"they ". One name mention in every 
paragraph is not too much. Also, 
repeat for emphasis all directions 
and addresses, doing this in an 
easy, conversational manner with 
connectives. Remember that radio 
listeners constitute even more of a 
mass audience than do newspap- 
er readers. There are radios in 
homes where the children and even 
some adults cannot read. Radio 
commercials, therefore, must be 
simple and explicit in the extreme. 

Length: Commercials vary from 
a few words to several minutes in 
length ... one minute equals 125 
to 150 words. There are also chain - 
break plugs of 25 or 30 words be- 
tween programs. Commercials often 
seem longer than they are because 

(Continued on page 51) 
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4 GOOD REASONS WHY 

. . . we believe the map on the reverse side of this page is vitally 

interesting: 

1. It super -imposes a county outline coverage map 

upon a very interesting marketing map ; a facsimile of 

the standard Broadcasting market map for this section 

of the country found elsewhere in this issue. 

2. It clearly shows an audience intensity pattern based 

upon 74,209 requests for a postcard picture of the cast 

on one early morning program on WLW. The offer 

was made for one week. 

3. The offer was made during the week of March 13 

with WLW operating at 50,000 watts. 

4. This map is not based upon a variable relationship 
in number of replies between a home county and 
other counties. The unit of intensity measurement 
for each degree of coverage is clearly stated. 

Not included on this map are 68 counties of intense (red) coverage, 

206 counties of very good (green) coverage, and 417 counties of regular 
(yellow) coverage. 

Remembering that the percentage of radio sets tuned in before 8:30 

in the morning is relatively small, we believe this picture will sur- 
prise other people as it has surprised us. 

WLW -THE NATION'S STATION 
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FROM CAT CAY TO MAINE the piscatorial sport 
goes on, and the men of radio do their stuff. Left 
photograph was taken aboard the flagship Mako of 
the fleet fishing in the international giant tuna tour- 
nament off Cat Cay in the Bahamas Islands last 
month. Across the 50 miles of Gulf Stream between 
Miami and Cat Cay, a relay transmitter of WIOD, 
Miami, covered the news from the yacht, in which are 
(1 to r) Thorne Donnelley, publisher and well -known 

figure in shortwave radio circles, owner of the 60 -foot 
sailing yacht Mako and one of the judges; Sam 
Parker, WIOD announcer covering the tournament; 
Milton C. Scott Jr., WIOD chief engineer; Lou Wasey, 
president of Erwin, Wasey & Co., another judge. In 
photograph at right, Harold Fellows, manager of 
WEEI, Boston (r), with Crawford Tompkins, WEEI 
account executive, are posing their day's catch of bass 
taken in a Maine lake during their June vacation. 

Seek New Yuma Station 
As KUMA Hearing Nears 
WITH an FCC hearing set for 
July 24 on applications for rein- 
statement of the license of KUMA, 
Yuma, Ariz., 100 -watt outlet on 
1420 kc., another application for a 
new station in Yuma has been filed 
by Yuma Broadcasting Co., seeking 
100 watts night and 250 day on 
1210 kc. The company stockholders 
are KTAR Broadcasting Co., oper- 
ating KTAR, Phoenix, and KTUC, 
Tucson, holding 45% of the stock; 
R. N. Campbell, attorney, 25 %; D. 
Morgan Campbell, attorney, 15 %; 
and John H. Huber, Yuma mer- 
chant, 15 %. The hearing under 
present plans, will be held in Yuma, 
with an FCC member presiding. 

KUMA is licensed to Dr. Albert 
H. Scherman, but in a decision of 
Feb. 20 the FCC ordered the sta- 
tion's license revoked, effective 
April 1, for allegedly making 
"false statements under oath to 
the effect that he (Dr. Scherman] 
was in actual control and operation 
of the said station, when in truth 
and in fact one E. B. Sturdivant 
was, and at all times since Feb. 1, 
1934, has been in actual control 
and operation thereof." 

Mr. Sturdivant, active operator 
of the station, has made applica- 
tion for the KUMA facilities. 
Meanwhile, on Dr. Scherman's re- 
quest, the revocation order has 
been temporarily suspended pend- 
ing hearing. 

Utility Adopts Serial 
STONE & WEBSTER Service Co., 
New York (electric utility), has 
approved and recommended to its 
16 member companies in the United 
States the transcribed Leisure 
House serial for use in a mid-sum- 
mer and fall campaign. Davis M. 
DeBard, executive of the firm was 
in Los Angeles during early June 
to personally check with Mertens 
& Price, producers of the 26 epi- 
sode, quarter -hour serial. 

THE FCC has entered a final order, 
effective June 15, granting WSNJ, 
Bridgeton, N. J., authority to in- 
crease from daytime to fulltime opera- 
tion, using 100 -250 watts on 1210 kc. 

Women's Place in Radio 
(Continued from page 48) 

the copy is weak ... either in con- 
tent or in delivery. The listener has 
no choice but to listen or turn the 
program off ... he cannot glance 
at it or hurry through it as is pos- 
sible with a printed ad. And 
though commercials are getting 
shorter, many people have the im- 
pression that they are longer. That 
is possibly due to the contrast of 
the more entertaining programs 
available today. Surveys tell us 
only one thing in this respect: the 
interesting announcement seems 
shorter, though in many cases it is 
actually longer than one that is 
criticized for its length. 

Feminine angle: As a woman 
writing commercials, do not use 
purely feminine terms and woman - 
to -woman intimacy in script that 
some big, burly- voiced announcer 
has to read! Even words and 
phrases which we, as women, con- 
sider of neuter gender may really 
sound gushy in masculine voice. 
This is just as grave an error as 
the man -written commercial ad- 
dressed to women and filled with 
mechanical specifications! In writ- 
ing commercials, consider who will 
receive the message and who will 
have to give it over the air. 

Good Delivery 
The spoken word commands at- 

tention. This fact, is evidenced by 
the number of traveling men on 
the road today. Firms spend thou- 
sands upon thousands of dollars 
sending salesmen - and saleswo- 
men-to carry to customers per- 
sonal messages which might easily 
be written in a letter. But it is 
known that the force and person- 
ality of the individual who delivers 
the message are factors in making 
sales. The same is true of radio ad- 
vertising -the spoken word gets at- 
tention -and in order to receive 
the full value of the message the 
person who speaks it must be the 
proper type to deliver it correctly. 

Just as the sales message so 

often blends with the tone of the 
entertainment, the voice conveying 
that message must conform to the 
type of product. A smooth and 
soothing tone is best suited for 
personal products; an intimate tone 
establishes confidence in institution- 
al advertising; and a brisk, enthu- 
siastic voice conveys a direct sales 
message with the necessary con- 
viction to create confidence in the 
product advertised. Sincerity of de- 
livery is as essential as sincerity 
of message. The radio, too, being 
the nearest approach to a personal 
call in the listener's home, must 
maintain a standard of tact, good 
manners and good taste. 

In the foregoing, the writing of 
commercials has been treated as a 
separate and distinct continuity 
job. This is because program con- 
tinuity is so largely in the hands 
of entertainment specialists ... in 
a sense the program is "show busi- 
ness." 

But commercials are advertising 
and, like advertising copy -writing, 
the message is based on the sales 
story of the product or on some 
special offer in connection with it. 
Commercials are often written in 
advertising agencies and followed 
the theme of the current national 
advertising on the same product. 
Or they may be written in radio 
studios, on the same typewriter 
that produces the program script. 

But there is one type of broad- 
cast in which the program contin- 
uity and the commercial are both 
written by the same person . 

and then delivered by her. This is 
the woman's program, and some- 
thing you'll want to study in more 
detail if you contemplate a future 
in radio. The outline that follows 
should be supplemented by actual- 
ly listening to as many women's 
programs as it is possible to dial 
from day to day. 

The woman's program is known 
as a local commercial and is under 

a woman director who is on the 
station payroll. Its ulterior pur- 
pose is to widen the daytime au- 
dience of the station among home- 
makers, but it is also used to pro- 
duce revenue through the sale of 
"participations." A participation 
is a commercial woven unobtru- 
sively into a script as a part of 
the program. Our woman's pro- 
gram, the Home Forum, uses not 
more than three participations, fea- 
turing three advertisers, per daily 
broadcast. 

The woman's program takes dif- 
ferent forms at different stations. 
Sometimes it is devoted to food 
and homemaking; sometimes to 
fashions, home decorations, and 
the shops. A third type is a sort of 
society gossip column covering the 
events and personages of the town. 
Stations which have an auditor- 
ium usually arrange for one or two 
broadcasts per week to take place 
before an audience. These are called 
"visual" broadcasts. Our Home 
Forum is on the air daily, with a 
visual broadcast once a week. 

Continuity Commercials 
Since the director of the wo- 

man's program presents both the 
program and the commercial, the 
type of commercial which is 
woven into the continuity is par- 
ticularly effective. Women usually 
like to know more than the bare 
name of a product and its price. 
They want to know something 
about it ... especially from some- 
one who has used the product. 

Women buy by brand ... that is 
an established fact. But first they 
must believe that the brand is 
worth trying. This belief is es- 
tablished by the recommendation 
of someone whose judgment they 
trust, and after they have tried 
the product themselves they con- 
tinue to buy it if it meets their 
requirements. Radio advertisers 
are mainly concerned with getting 
women to try their products, and 
the continuity commercial can do 
this. It presents a common prob- 
lem, analyzes it, and offers a so- 
lution. It talks to a woman in 
terms of her own experience. 

The success of the program in 
any elaborate evening show is 
usually credited to the talent. But 
in the case of a woman's program 
the director is a vivid personality 
to her listeners. She is the pro- 
gram! It requires both tact and 
talent to please an unknown and 
uncertain group of feminine lis- 
teners, and women form a critical 
audience. For that reason the di- 
rector's interests must cover a wide 
field so that she can be all things 
to all women. 

Program Director's Job 

The first impression of the out- 
side world is that it must be agree- 
able, indeed, to receive a weekly 
salary for 15 or 30 minutes of 
broadcasting each day! 

Nothing could be more mislead- 
ing, for the actual delivery of the 
script is a minor consideration in 
so far as time and effort are con- 
cerned; although important in re- 
lation to the broadcast. 

Program planning is the center 
of this job. You first draft a gen- 
eral plan on which the daily pro- 
grams may pivot. Then they are 
planned out in advance and must 
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WHP has been established since 1924. Pioneering in 
the use of shunt -fed vertical radiators, Pennsylvania's 
largest station (outside of Philadelphia and Pittsburgh) 
again looks to Lehigh Radiators for satisfactory perform- 
ance. This display of confidence is characteristic of all 
Lehigh installations. We are prepared to furnish the type 
antenna to suit your needs ... insutated or grounded. 

WHP has two 325 ft. Lehigh shunt -fed antennas near 
Harrisburg, Pa. WHP is Central Pennsylvania's pioneer 

.....chain station. First in Pennsylvania (outside of Phila- 
delphia and Pittsburgh) to carry network programs. WHP 
will soon have its new Collins transmitter of 5000 watts 
day, 1000 watts night in operation and will be the 
largest station in Pennsylvania outside of Philadelphia 
and Pittsburgh. 
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17 BATTERY PLACE, NEW YORK, N. Y. 

PLANT AT ALLENTOWN, PA. OFFICES IN PRINCIPAL CULLS 

Page 52 July 1, 1939 

be approved by the program de- 
partment. Next, the script is writ- 
ten, including the subject matter, 
sound effects, and incidentals, and 
all the details of timing. This con- 
tinuity must be accepted before it 
is presented on the air . that 
is, for an NBC station all script 
must be approved by the continu- 
ity acceptance department. 

Then there is the problem of pro- 
viding guest speakers, which give 
your program variety and n e w 
voices. These guest speakers are 
either interesting localites or per- 
sonalities who are in the city for 
other engagements. In order to get 
hold of them for broadcasts you 
have to be out and about town, 
attending meetings, meeting peo- 
ple, knowing what is going on. 
And a guest speaker does not mean 
a day off for the woman's direc- 
tor ... far from it. The program 
has to be all the more carefully 
planned for bringing in an out- 
sider, since it is seldom possible 
to have a rehearsal with her. 

Weekly Visual Broadcast 
Most women's programs have at 

least one weekly broadcast before 
an audience. This usually includes 
a cooking demonstration or fash- 
ion show, and sometimes entertain- 
ment and guest stars. The audi- 
torium program usually lasts for 
an hour or more, although the ac- 
tual time you are on the air may 
not exceed 15 minutes. 

Interviews take up a great deal 
of time. Dozens of people seem to 
have some activity or project they 
want to publicize over the air. And 
whenever the sales department asks 
you for a sample script on some 
product which they hope to sign up 
for participation on the program, 
they expect you to produce the 
script in a few hours! 

The woman's program director 
must cooperate with the publicity 
department by sending in news 
items on her programs, for re- 
lease to the daily papers. She must 
also be helpful to the sales pro- 
motion department and keep up 
her office records . which are 
reports with space for "comments" 
to be filled out by announcers and 
engineers after each broadcast. 

Other routine work is heavy too. 
The menus or recipes, or both have 
to be worked out in detail for the 
cooking demonstrations before my 
visual presentation on Wednesdays. 
A large marketing list is made 
and supplies ordered. The program 
of the demonstration, including 
recipes, is mimeographed to be 
handed out to our guests. 

Continuity for all programs is 
typed in quadruplicate; one script 
for me to hold in broadcasting, one 
for the guest or other "part" writ- 
ten into the script, one for the 
master file in the station, and one 
for the plant manager's office. I 
also maintain two correspondence 
files, a club file, and an information 
file in which I store interesting 
bits of subject matter for future 
programs. I am on the mailing list 
of many manufacturers and pub- 
licity directors and receive a great 
supply of printed matter, much of 
which is helpful and all of which 
I examine. 

My reading is especially directed 
toward the current women's maga- 
zines and fashion journals for the 
news on style trends, food trends, 

CINDERELLA had nothing o n 
1 nora Taylor of Ogden, Utah, who 
recently won the title of Miss KLO 
in a personality contest conducted 
by that station. Miss KLO, a fash- 
ion model at night and an ele- 
vator operator by day, was sent to 
Hollywood where she was feted by 
radio celebrities for one week. She 
is pictured chatting with Don Wil- 
son, NBC Hollywood announcer on 
the Jack Benny Show during a 
party given in her honor by Edgar 
Bergen of the Chase & Sanborn 
program. 

beauty and homemaking. I also 
keep a weather eye on what our 
local shops are showing and pick 
up many program ideas at fashion 
shows. 

Club Participation Program 
The major part of my thought 

however, is given to the club plan 
which we use in connection with 
the visual broadcasts on Wednes- 
day afternoons. 

Our station has an auditorium 
that seats 200. Rather than issue 
a broadcast invitation to come and 
visit the stud.o, we set aside each 
Wednesday for a specific club 
group which is invited for that 
particular date. Letters are sent 
out to a list of club presidents, 
and those who are interested sign 
up for a date for their clubs. In- 
vitation cards are issued for groups 
of not less than 50 and not over 
200. On each card I fill in the name 
of the organization, the date and 
hour of the broadcast; and there 
is space for the guest to sign her 
own name and address, which she 
must do before turning in the card 
at the studio door. This gives us a 
live mailing list of women who 
have actually seen a visual broad- 
cast and perhaps a demonstration 
of some product that is participat- 
ing in it. The supply of these cards 
has to be sent to each club in time 
for distribution at the meeting 
prior to the broadcast date. Careful 
timing is even a factor in the 
executive branch of a broadcast- 
ing station. 

The club is given a part in the 
afternoon's broadcast by allowing 
one of their members to speak for 
five to seven minutes on any phase 
of clubwork that is not for profit. 
Usually the talks are on philan- 
thropic or educational work of the 
club, or a short history of the or- 
ganization may be given. 

To offset the long hours and 
hard work in a radio studio there 
is the pleasure of being more or 
less your own boss. I report direct- 
ly to no one person each day . . . 

I come and go from the studio as 
(Continued on page 62) 
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a 

IMES change. From the 
old emerges a greater, new 
idea. Radio has created 

new market of 1,253,600 families. 

For the first time in advertising 
history Metropolitan Cleveland, the 
27 great urban markets of the trading 
area, the 477 villages and towns, 

the 131,260 farms are all united in 
one compact listening and buying 
unit. All with the same daily needs, 
the same standards; all within easy 

steps of retail stores and all reached 
simultaneously by one single adver- 
tising medium . . WTAM, Cleve- 
land, at the lowest cost per family. 

WTAM 
C L E V E >!. A 14 lD 

RED NETWORK CLEAR CHANNEL 1070 K C 

THE NATIONAL BROADCASTING COMPANY A RADIO CORPORATION 
50,000 WATTS 

OF AMERICA SERVICE 
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PRODUCING 
THE ZEST 

AI)LY RADIO SERIALS 

GUIDING LIGHT ROAD OF LIFE 

WOMAN IN WHITE 

NA PHILLIPS 
cAuthor and Script Supervisor 

HOWARD KEEGAN 
'Production `Director 

STAFF WRITERS 
Howard Keegan 

John Young 

Gertrude Prys 

NEW SHOWS AVAILABLE 

SPRINGTIME AND HARVEST 

THE JOURNEY BACK 

THIS IS MY LIFE 

AN EXPERIENCE OF A LIFE TIME 

STAR DUST 

CARL WESTE/ & COMPANY 
360 N. Michigan Avenue 

CHICAGO 

Loophole Claimed in ASCAP Contracts 
By Which Stations Pay Absorption Levy 
DISCOVERY of a quirk in the 
current ASCAP contracts with 
broadcast stations resulting in sub- 
stantial overpayment during the 
last four years, is claimed by Wilt 
Gunzendorfer, manager of KSRO, 
Santa Rosa, Cal., who proposes to 
raise the issue at the NAB con- 
vention in Atlantic City July 10 -13. 

Contending that broadcasters are 
paying ASCAP more than a 5% 
commercial fee, Mr. Gunzendorfer 
called for a clarification of the 
ASCAP contract provisions in any 
new arrangement made when cur- 
rent contracts expire in 1940 to 
rectify this error. He bases his 
contention on the observation that 
broadcasters absorb the 5% paid 
ASCAP in their rate cards, but 
have been paying the royalty on 
the gross rate rather than the rate 
minus the 5% ASCAP absorption 
levy. 

He cited the case of a $2 spot 
announcement. Actually, the broad- 
caster has been paying 5% on that 
rate whereas his true rate is $1.90 
since the 5% is absorbed in the 
rate structure, he held. What sta- 
tions have been doing, he con- 
tended, is to pay "5% on the 5 % ". 

Not Subject to Fee 
Because advertisers complained 

about a separate 5% quotation for 
ASCAP music, when the present 
contracts became effective in 1935, 
Mr. Gunzendorfer said most sta- 
tions decided to raise their rates 
and incorporate the royalty within 
the rate card. Thus, he contended, 
the additional 5% rate is not part 
of the rate structure of the station 
and therefore should not be subject 
to the ASCAP fee. 

Going even beyond that, Mr. 
Gunzendorfer contended broadcast- 
ers should have charged ASCAP a 
fee to collect the 5% royalty from 
the advertiser. If ASCAP were 
forced to pay for collection agen- 
cies throughout the country as they 
are doing in the licensing of other 
groups, the cost would be substan- 
tial, he contended. 

Explaining that he had "stum- 
bled into this 5% on the 5%," Mr. 
Gunzendorfer said he had ex- 
changed correspondence with E. C. 
Mills, ASCAP chairman, in which 
he stated that the interpretation 
placed on the agreement "is, to say 
the least, fantastic." Mr. Mills re- 
ferred him to the language of the 
contract which he said was "per- 
fectly plain and readable." 

In reply to a further communi- 
cation, from "Mr. Collins of 
ASCAP ", Mr. Gunzendorfer said 
he was advised that the question 
whether the station is entitled to 
a credit on the 5% paid to the 
Society "depends upon the proce- 
dure which the station follows in 
billing the sponsor." The letter 
from Mr. Collins stated further: 

"If you absorb the 5% payment 
you are not entitled to a deduc- 
tion. On the other hand, if you 
charge the sponsor an additional 
5 %, in addition to the time charged 
in accordance with your rate card, 
then you would be entitled to such 
a deduction." 

Contending that since 1935 
broadcasters have been paying al- 
most 0.5% more to ASCAP than 
the contract called for, Mr. Gun - 
zendorfer said there was no ques- 
tion in his mind that if ASCAP 

Lr.WbY LUNG (left), manager of 
W SA1, Cincinnati, is congratulated 
by Mayor Stewart on the occasion 
of the station's 16th anniversary 
June '7. The mayor took part in a 
special program highlighting the 
station's development since it was 
founded in 1923 by the U. S. Play- 
ing Card Co. It was purchased by 
the Crosley Corp. in 1928. 

allows stations to deduct a 15% 
agency commission it should also 
permit the 5% ASCAP commis- 
sion deduction. If ASCAP last year 
collected from stations only $3,- 
800,000, a rebate to broadcasters 
of better than $15,000 would be 
involved, under his computation, 
Mr. Gunzendorfer said. If the in- 
dustry estimate that ASCAP is re- 
ceiving a $5,000,000 fee is correct, 
then broadcasters would be entitled 
to a rebate of $25,000 for 1938, he 
said. 

Declaring he proposed to raise 
this question at the Convention, Mr. 
Gunzendorfer asserted that during 
the last four years the "5% on the 
5%" has amounted to close to 
$100,000 which has been overpaid 
ASCAP. He urged that in the new 
contract there should be a clear in- 
terpretation as to how the 5% is 
to be realized. The contract should 
not require 5% of the "net re- 
ceipts" of the licensee for the sale 
of time, but should carry a deduc- tion on the percentage paid 
ASCAP, he held. He also suggested 
a new definition for the term "net 
receipts from the sale of broad- 
casting facilities ". 

Labor Charge Filed 
E. F. PEFFER, owner of KGDM, 
Stockton, Cal., was charged with 
repeatedly failing to live up to a 
contract with the International 
Brotherhood of Electrical Workers 
Union, in a complaint recently 
filed with the National Labor Re- 
lations Board. A. S. Onweiler, busi- 
ness agent of the union, stated that 
charges are based on the discharge 
of members of the union employed 
at the station without just com- 
plaint and without calling it to the 
attention of a conference board set 
up in the agreement. It was charged 
that three union members have 
been dismissed since the labor or- 
ganization entered into a contract 
last March. They are Robert Rush, 
an extra man; Ned Burman, an- 
nouncer and operator and Wayne 
Worden, technician and mainte- 
nance man. 

HAROLD THOMAS, operator of 
WATB, Waterbury, Conn . , a n d 
WBRK, Pittsfield, Mass., has applied 
to the FCC for authority to erect a 
new station in Bridgeport, Conn., to 
operate with 100 watts night and 250 
day on 1310 kc. 
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SENTENCED TO DIE! 
December 1940 Date of Execution 
Unless Broadcasters Refute ASCAP 

Challenge With Tax Free Music 
"BROADCASTING" IN ITS ISSUE OF 

APRIL 1st, SAID: "Coincident with the NAB 
meeting, it was interesting to note a couple of 
trial volleys from the ASCAP camp which to 
"old timers" were reminiscent of earlier nego- 
tiations. E. C. Mills, former ASCAP general 
manager, now chairman of its executive com- 
mittee, loosed a typical broadside against 
"NAB stupidity;" purported NAB espousal of 
State anti -ASCAP laws (which is questioned 
by broadcasters themselves who have been 
seeking NAB support) ; and then, as always, 
threatened withdrawal of ASCAP music. 

With 21 months to go before expiration of 
present contracts, NAB as industry negotiator 
is starting none too early. The copyright his- 
tory of 1932 and 1935 should not be forgotten. 
In each instance, broadcasters, with their backs 

to the wall by virtue of division in their ranks, 
of "pre- negotiation" of contracts by certain 
groups and of discriminations openly practiced 
by ASCAP, found they were forced to accept 
its terms UNDER PAIN OF WITHDRAWAL 
OF PERFORMING RIGHTS. 

It is fair to assume that ASCAP will be 
satisfied with its present royalty "take," vari- 
ously reported as between $3,500,000 and 
$5,000,000 a year. BUT IT OBVIOUSLY WILL 
ASK FOR MORE. Broadcasters do not be- 
grudge payment of royalties if they can do so 
under conditions which do not entail duress and 
under circumstances which would involve pay- 
ment, only for what they use -NOT WHAT 
ASCAP DICTATES AS A "PRIVILEGE 
TAX." 

Our Transcription Service Protects You! 
It is the 

Best Music Deal in America! 

DAVIS & SCHWEGLER 
Recorded Tax -Free 

MUSIC LIBRARY 

$53.28 per Month 
64 New and Popular Tunes 

per Month 

Service now available Order your music library tax -free now 

Outright sale - - not leased! 

DAVIS 8 SCHWEGLER 
1009 West Seventh Street Los Angeles, California 

SEND FOR A SAMPLE TRANSCRIPTION ... FREE! 
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Television Still Experimental and Local, 
RMA Warns in Prophesying Its Growth 
RMA -NAB cooperation in selling sued a special statement caution - 
the American system of broadcast- ing RMA members against accept- 
ing, and television were the high- ing too quickly the conclusion that 
lights of the 15th annual conven- television will be broadcast nation - 
tion of the Radio Manufacturer's ally in the near future. The state - 
Assn. held at Chicago's Stevens ment was made, the Board said, 
Hotel June 13 -14. From Washing- "because the inauguration of tele- 
ton came Neville Miller, NAB vision in New York may arouse 
president, and FCC Commissioner false and ungrounded hopes in the 
T. A. M. Craven to address the minds of the people throughout the 
convention. Mr. Miller outlined the country and because television has 
cooperative RMA -NAB campaign suffered from over- statement. Even 
to which each has contributed where television is available, or 
$7,500 and emphasized the cam - may become available, it must be 
paign's objectives in acquainting considered as a supplemental serv- 
the public with the purposes ice to radio broadcasting, and for 
and techniques of the competi- that reason will not render the 
tive American radio system. He modern radio receiving set obso- 
told the convention how more ra- lete any more than an airplane 
dio sets could be sold to the addi- renders the modern automobile ob- 
tional listeners acquired by the co- solete. They are and will be dif- 
operative campaign, and stressed ferent types of services. 
the effectiveness of "National Ra- Limits to Service dio Week" in proving to the Ameri- 
can public the extensive service "Television is something that 
features of American radio. those living in New York may now 

Directors' Statement have in a limited way and a few 
additional stations are in prospect 

All eyes were on television and at the present time, while others 
Commissioner Craven devoted his will probably develop when a so- 
speech to a searching analysis of lution to the financial side of such 
television's problem [BROADCAST- broadcasting can be found. The ex- 
ING, June 15]. Significant was his perimental character of telecasting 
statement that "Jobbers and others means that the programs will be 
who sell broadcast receivers should on a trial basis and until experi- 
know that while television is here ence has been gained in the kind 
in the early stages of practical of programs that are of real serv- 
technical development, it is not here ice to the public they cannot be 
and cannot be here for several broadly duplicated over many sta- 
years from the standpoint of stabi- tions. These programs for some 
lized operation of a real service on time to come will, of necessity, be 
a nation -wide scale." limited at best to a few hours a 

The RMA Board of Directors is- day." 

Owen in the Norfolk (Va.) Virginian -Pilot 
"That television set cost tue enough 
without you throwing pop bottles at 

the umpire. 

Albert S. Wells, president of 
Wells- Gardner & Co., Chicago, was 
reelected president of the RMA and 
Bond Geddes was reelected execu- 
tive vice- president with John W. 
Van Allen reappointed as general 
counsel. Leslie F. Muter, president 
of The Muter Co., Chicago, was 
elected treasurer. The two new di- 
rectors elected were Ernest Sear- 
ing, president of International Re- 
sistance Co., Philadelphia, and Ray 
F. Sparrow, vice -president a n d 
sales manager of P. R. Mallory & 
Co., Indianapolis. Other directors 
who were reelected included: Ben 
Abrams, Powel Crosley, Jr., James 
S. Knowlson, E. F. McDonald Jr., 
Glenn W. Thompson, B. G. Er- 
skine, H. E. Osmun, J. McWil- 
liams Stone, J. J. Kahn, James C. 
Daley, Octave Blake. 

In discussing the manufacturer; 
problems before the convention, 
President Wells said that "business 
and labor are both victims of 
crushing taxation and government 
regulation" and urged RMA mem- 
bers to help "reestablish in the 
minds of everyone the conscious- 
ness that fundamental economic 
laws created from the beginning of 
time cannot be changed by wishful 
and illogical thinking. Business 
must proclaim the truth concern- 
ing itself and its proper relation 
to our political and economic life." 

Miller Asks Cooperation 
Neville Miller, president of the 

NAB, explained that with televi- 
sion on the horizon and facsimile 
already here, the broadcasting in- 
dustry is going through a transi- 
tion period requiring continued 
teamwork between the RMA and 
NAB. He pointed to success of last 
spring's Open House Week and 
prophesied that fall and winter 
promotion plans would be approved 
by both branches of the radio in- 
dustry. 

More than 10,000 persons attend- 
ed the National Radio Parts Trade 
Show held in conjunction with the 
RMA convention. Interest was par- 
ticularly keen in all exhibits of 
television equipment. RCA Mfg. 
Co. held a television demonstra- 
tion in its Chicago offices during 
the convention, televising traffic 
along Lake Shore Drive and on 
June 20 opened a public television 
demonstration at Marshall Field & 
Co., Chicago department store. A 
glassed -in studio was constructed 
so the public might watch artists 

(Continued on page 64) 

Engineering Services 
for Radio Stations 

Allocation Engineering Frequency Surveys 

Antenna Designs 

Allocation Engineering Frequency Surveys 

Antenna Designs 
of all Types 

Particular Consideration to Directional 
Characteristics 

Counsel on Station Construction 
Location of Station Sites 

Equipment Studies Engineering Advice Equipment Studies Engineering Advice 

Field Intensity Measurements 

General Communication Problems 

Engineering Consultants 
Before 

Federal Communications Commission 

McNARY and CHAMBERS 
National Press Building 

James C. McNary 

WASHINGTON, D. C. 

e 

National 4048 

Joe A. Chambers 
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AND YOU'LL NEVER FIND IT IN DATA BOOKS! 

This Market Data Edition of Broadcast- 

ing will prove a valuable addition to your 
data files ... but you may surround your- 

self with all available reference books on 

listening areas, radio homes, rate struc- 

tures or retail sales charts and you will still 
find yourself lacking in complete informa- 
tion for an accurate evaluation of radio 

station power, ranking and effectiveness. 

Listening area studies, for example, fail 

to show the listener loyalty built up by 

WKY, KLZ or KVOR. Census books on 

buying power fail to prove the consistent, 
effective merchandising force these stations 
exert for sponsors day in and day out. Rate 
cards fail to reflect the power of these 

stations to win Variety's recognition year 
after year as the outstanding stations in 

their respective fields. 

The story of WKY, KLZ and KVOR is 

one of perfect coordination of men, meth- 

ods and machinery ... too much alive to 

be filed away in any steel cabinet ... too 
big to be measured by the usual yardsticks. 

WHY 
OKLAHOMA CITY 

NBC 900 Kc. 

KVOR 

"Show Place of the Southwest" 

COLORADO SPRINGS 
CBS 1270 Kc. 

"Home Station of Southern Colorado" 

CBS 560 Kc. 

"The Pioneer of the West" 
Affiliated 

Management 

THE OKLAHOMA PUBLISHING CO. THE DAILY OKLAHOMAN AND TI 

Represented Nationally by The Katz Agency, I 
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Step right up and see the 

NEW 1KW TRANSMITTER 

-a triumph of functional de- 
sign ! It's radically different in 
layout and appearance! 

Have you heard about the 

NEW TURNTABLE? 

It's the 1300A equipment -in- 
cludes the 9A reproducer for 
vertical or lateral cut records. 

This way folks, to see the 

NEW VACUUM TUBES! 

-a great array of latest 
types, including the 357 used 
in the final amplifier stage 
of the new 1KW outfit! 

p 

K YOUR ENGINEER - 
ASon these newest Western Electric pace - 

check up 

setters. Specialists from 
Boar .Tvell be on hand to answer 

Western Electric and Gray Western Electric 

all your questions about the latest 

equipment for better broadcasting. 
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Electric's Big show 
onvention! 

... and the famous 

CARDIOID MIKE 

- answer to a sound - 
transmission engi- 
neer's prayer - that 
gives you pick -up 
control never before 
approached! 

Don't fail to see the 

NEW SPEECH 

INPUTS 

-that give you 
greater flexibility 
and highest quality. 

Truly remarkable! The 

2A PHASE MONITOR 

that makes possible 
quick, accurate ad- 
justment of direction- 
al antenna arrays! 

This way to the 

NEW ANTENNA 

CONTROL UNIT 

- for more accu- 
rate directional ar- 
rays and switching 
from day to night 
patterns. 

1 
EQUIPPED FOR 

BETTER BROADCASTING 

DISTRIBUTORS: Graybar Electric 
Company, Graybar Building, New 
York City. In Canada: Northern 
Electric Co., Ltd. In other foreign 
countries: International Standard 
Electric Corp. 
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In 
Salt Lake 

City 
SHOWMANSHIP 

is the ship to 

Sail on -and 
Sell On! 

Alert advertisers are 
booking passage on 

the station that wins 
FRIENDSHIP 
through Showman- 
ship. 

POPULAR 
STATION .. 

KIJYL 
74Pupu /arSiation 

SALT LAKE LITY 

Hepreent..tl. e. John FSIa:rL Co. 

Youth Dominates PACA Radio Session. 
Juniors Discuss Radio 

Coverage, Service 
At Oakland 

THE broadcasting executive of to- 
morrow had his day at the 36th 
annual convention of the Pacific 
Advertising Clubs Association in 
Oakland, Cal., on June 28 when the 
radio departmental meeting was 
turned over to junior members of 
NBC and CBS. Three youths from 
each of the network's Hollywood 
guest relations staff were dele- 
gated to tell approximately 1,000 
broadcasters and advertising 
agency executives from the 11 west- 
ern States a bit about the radio 
industry. 

Although given only five minutes 
each to discuss their respective 
subjects, from the enthusiasm dis- 
played by those attending, a good 
job was done by these youths. The 
series was titled "Radio -Modern 
Merchandising Miracles," and Don 
E. Gilman, NBC western division 
vice -president, introducing the 
youthful speakers, stressed the im- 
portance of giving the young men 
and women of today an opportu- 
nity to express themselves, calling 
attention to the fact that they were 
the leaders of tomorrow. 

Radio Preferred 

Jack Samways, NBC, speaking 
on "Radio and the Consumer ", 
stated that people spend more 
money for radio and more time 

S'Q'll !lQ There 

lo qt¢Qt You 
AT THE 

N. A. B. 
WFIL'S QUAKER MAID 

WHEN you go to the Convention 
at Atlantic City this comely, 

statuesque, young lady will be on 
hand to pin a flower on your lapel. 
She's a far cry from the straight- 
laced, demure Quaker Maid of yes- 
teryear, but she does typify that real 
"Old Philadelphia" hospitality. And 
that of course is typical of WFIL's 
treatment of its advertisers, warm, 
friendly service that delivers results. 

560 KC \ F I L 1000 WATTS 

NBC BLUE PHILADELPHIA MUTUAL 
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with radio than any other single 
advertising medium. He further de- 
clared that the American people 
prefer radio to any other medium 
of mass communication and backed 
up his statement with figures show- 
ing that the number of families 
owning radios has increased from 
12 million in 1930 to more than 28 
million in 1939. He pointed out 
that in addition there are more 
than 6 million automobile radio 
sets, while 7 million homes have 
extra sets, or a grand total of ap- 
proximately 41 million in every 
day use. 

People Listen 
"Computation of the average lis- 

tening time per day, per listener 
gives a total of 95,500,000 families 
listening hours every day of the 
year," he said. "Therefore, radio is 
the preferred advertising vehicle. 
The American people spend 526 
million dollars for morning, eve- 
ning and Sunday papers and 162 
million dollars for magazine sub- 
scriptions and single copy sales, 
but more than 700 million dollars 
is spent for the purchase, opera- 
tion and upkeep of radio sets. 

"There are 14 million persons 
who have radios but no telephones; 
14 million who have radios but no 
electricity, and lastly there are 
more radio homes than passenger 
automobiles. Radio develops a more 
intense emotional response to ad- 
vertising than any other adver- 
tising medium." 

Consumer coverage in metropoli- 
tan centers, secondary outlying 
cities and town and rural areas, 
was outlined by Robert Barlow, 
CBS. He explained the difference 
in daytime and nighttime coverage, 
using statistical data of KNX, 
Hollywood, for illustration. 

"A recently completed survey 
made by the Joint Committee on 
Radio Research shows us that the 
rural areas have practically the 
same high levels of listening habits 
as those found in the cities," he 
said. "Prior to this study the lis- 
tening habits of the rural areas 
could only be surmised, and radio 
advertisers found themselves in 
the position of attempting to reach 
potential customers without know- 
ing too much about their number, 
location and listening habits to ade- 
quately provide for their advertis- 
ing plans. Now we know what we 

CHARLES RAMP, veteran Los 
Angeles singing monologist (cen- 
ter) looks over the merchandising 
plans for his new thrice -weekly 
quarter -hour program, Mr. Hamp 
Goes to Town, sponsored by John 
Morrell & Co. (E -Z Cut Ham), on 
KNX, Hollywood. Discussing it 
with him are (left), R. H. Alber, 
representing Henri, Hurst & Mc- 
Donald, agency servicing the ac- 
count, and Harry W. Witt, KNX 
sales manager. 

have long believed to be true - 
that radio is the one medium that 
will give you uniformly effective 
coverage over all three markets - 
in one simple campaign and at one 
economical cost." 

How audiences are surveyed for 
an accurate check on listeners 
habits was told by Harold Haklik, 
NBC, who declared that the actual 
number of persons receiving an ad- 
vertising message via radio can be 
estimated with accuracy unequalled 
in any other advertising medium. 

"Readership tests are made com- 
paratively infrequently, whereas in 
radio, day in and day out, period 
by period, program by program, 
telephone checks may be and are 
being made as advertisers check 
the audience listening to their par- 
ticular programs," Haklik said. 
"No other medium of advertising 
has ever been asked to prove read- 
ership or listenership so completely 
and so frequently as radio." He 
briefly explained the basic survey 
methods by which audience size on 
specific programs are checked -the 
telephone coincidental, the postcard 
and the recall survey. 

Answering the question, "Does 
Radio Sell Goods ?" Robert Fisk, 
CBS, stated that the success of 
radio broadcasting as an advertis- 
ing medium is convincingly shown 
in the meteoric rise of the radio 

Who said Miami died in the Summertime! 

1938 -39 Winter Season left 512.000.000 more here than 
year ago! 

Building permits racing to all time high! (with excep- 
tion of 1925 -26 boom year) 

Florida Power & Light Co. will refund about $4.000,. 
000 to Miami Customers on or before July 15! 

Summer tourist season looks better than ever! 

WIOD is tops in Florida! 
.. ., t.n sm, UP' 
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industry in the advertising field 
and presented several case histories 
bearing out his arguments. 

"The food advertisers, perhaps 
the best index to any advertising 
medium, invest more money exclu- 
sive of talent on only four net- 
works than they do in all the gen- 
eral magazines, more than twice as 
much as they invest in all women's 
magazines," he said. "Soap, an- 
other indicator, has upped its radio 
advertising from 4 to 10 million 
dollars in the last four years. Cig- 
arettes have shown an equally 
steady increase, from 3 million dol- 
lars in 1935 to 9 million dollars 
in 1938. And these are but three 
advertising groups that have in- 
creased their radio advertising. 
Every group that has once used 
radio has since added to its radio 
copy. 

"How has this affected the radio 
dollar? The answer is, very ma- 
terially. In 1928 -29, radio had to 
content itself with 1.7% of all ad- 
vertising expenditures. In 1937 this 
percentage had grown to 14.7%, 
an amazing increase of 588,4, all 
the more remarkable when you 
consider that all other advertising 
media have shown a decline for 
the same period. An increasingly 
large number of advertisers spend- 
ing more and more money each 
year amply attests to the value, ef- 
ficiency and economy of this great 
medium." 

First in the Home 
Radio advertised products are 

the first to be found in the home 
and are first in dealer preference, 
George Volger, NBC, told the 
PACA delegates and visitors. Dis- 
cussing "Radio and the Retailer ", 
he pointed out that in a recent sur- 
vey conducted among 2,720 dealers 
by the Psychological Corp. of 
America, the results showed an 
overwhelming belief in the superi- 
ority of radio advertising. The 
survey included three types of re- 
tailers - grocers, druggists and 
gasoline dealers. It was conducted 
in 26 cities and towns distributed 
scientifically throughout the coun- 
try. 

"All the networks and stations 
individually are working hand in 
hand with all interested parties to 
increase sales at retail, to make 
more sales over the counter for 
radio advertised products," Volger 
said. "These men at the point of 
purchase know only too well that 
broadcast advertising has literally 
been a merchandising life belt dur- 
ing these past several years of 
lowered incomes." 

The American system of broad- 
casting, based on freedom and 
fairness on the air, must be pre- 
served and strengthened, Richard 
Haysel, CBS, warned in discussing 
"Radio as An Instrument of De- 
mocracy". 

Lewis Allen Weiss, vice -president 
and general manager of Don Lee 
Broadcasting System, Los Angeles, 
was in charge of the radio de- 
partmental an d s poke briefly. 
There was also a short address by 
Donald W. Thornburgh, CBS Pa- 
cific Coast vice -president, Holly- 
wood, who told how his organiza- 
tion is giving its junior members 
a thorough general training in 
broadcasting, equipping them for 
future executive jobs in the in- 
dustry. 

159,520 RADIO HOMES 

500,000 VACATIONERS 
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YOU GET BOTH OF VIRGINIA'S LARGEST MARKETS 
Owned and Operated by 
Norfolk Newspapers, Inc. 

BROADCASTING Broadcast Advertising 

NATIONAL REPRESENTATIVES EDWARD PETRY CO Owned and Operated by 
Richmond Times Dispatch 
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REACH and SELL 
this pl4id¢d 

NORTH 
DAKOTA 

MINNESOTA 

I 

SOUTH i 

DAKOTA 

NEBRASKA 

WISCONSIN 

IOWA 

THE NORTH CENTRAL BROADCASTING SYSTEM 
... is your key to America's richest farm market. This 
regional network, formed to meet the most exacting 
requirements of the advertiser, reaches nearly 8,000,000 
people in 1,800,000 radio homes. NCBS offers you this 
mass market for approximately 18.8 cents per thousand 
radio homes. It's a plus rural market that you can't 
afford to overlook. 

And NCBS does a hard- hitting selling job through 
original program ideas, tailor made for this market. 
Consider NCBS when you plan your fall campaigns. 
Sample programs are already on wax waiting to be 
shipped to you to audition and consider. 

PROGRAMS AVAILABLE 

NAMES IN THE NEWS 
TALL TALES OF TALL TIMBERS 
FARM & HOME EXPOSITION OF 1939 
CONCERT NIGHT IN PERKINS CORNER 
(Participating programs are available also) 

Complete merchandising plans are submitted with each 
program. 

Write or wire NCBS today. 

NORTH CENTRAL BROADCASTING 

SYSTEM, INC. 
Executive Offices: 

Empire National Bank Building, St. Paul, Minnesota 
New York Office: 341 Madison Avenue, New York, N. Y. 
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Can Women Fish! 
CONTEST on WLS, Chi- 
cago, is designated to settle 
the argument as to whether 
women are good at fishing 
and should be allowed on 
fishing trips. Harriett Hes- 
ter, educational director of 
WLS, a n d Announcer Cy 
Harrice started the argu- 
ment on the daily Homemak- 
ers' Hour. Five prizes of fish- 
ing tackle are offered for the 
best letters. Mrs. Hester is 
also polling the audience, 
telling those who don't have 
time to write a letter to just 
drop WLS a card with a yes 
or no. 

Gellatly's New Post 
COINCIDENT with the opening of 
a New York office, under the direc- 
tion of William B. Gellatly, former 
sales manager of WOR, Kasper - 
Gordon Inc., Bos- 
ton, announced re- 
lease of a number 
of new tran- 
scribed programs. 
Mr. Gellatly has 
established head- quarters at 9 
Rockefeller Plaza 
a n d will contact 
New York a n d 
Philadelphia Mr. Gellatly 
agencies on new business, syndi- 
cated transcribed shows and cus- 
tom -built transcriptions. Such firms 
as Castilian Soap Co., Dr. Pepper, 
2 -in -1 Shoe Polish, Shinola, and 
New England Baking Co. are now 
sponsoring its transcribed produc- 
tions, Aaron S. Bloom, director of 
the Kasper- Gordon commercial de- 
partment announced. Kasper -Gor- 
don also has inaugurated a card - 
folder series of mailing pieces dis- 
tributed nationally. 

HUGH J. POWELL on June 15 be- 
came sole licensee of KGGF, Coffey- 
ville, Kan., under an order of the 
FCC authorizing sale of Stanley 
Platz's half interest to him for $33,- 
333 [BROADCASTING, June 1]. 

THE FCC on June 15 authorized an 
increase in the daytime power of 
WTHT, Hartford, from 100 to 250 
watts. 

Women in Radio 
(Continued from page 52) 

I choose. And I have the satisfac- 
tion of feeling that for 15 minutes 
out of each day there are a few 
people around this vicinity w h o 
look forward to my coming in for 
a chat with them via the radio. 

This is evidenced by the mail 
received . and there is nothing 
like mail to a person on the air. 
No one can possibly realize what 
it means to receive letters and 
cards until she experiences t h e 
handling of a program. It is the 
yardstick by which results are 
judged; and when you hear a radio 
girl say she is "busy with her fan 
mail, thank goodness" you m a y 
know that she is entirely sincere. 

In my case, each card or letter 
is personally attended to ... for 
the director of a woman's program 
receives such odd and varied re- 
quests that it is necessary that 
they be handled by a person who 
knows what to do with them. The 
requests for recipes are simple, but 
a demand for planning a church 
bazaar presents more of a problem. 
Each letter is carefully answered, 
because a neglected radio fan may 
become a real liability. 

Writing Commercials. -This 
work requires writing experience 
plus a knowledge of selling. Ex- 
newspaper and publicity writers 
have some of t h e fundamental 
qualifications, and copywriters in 
advertising agencies, advertising 
departments of big stores and man - 
facturing concerns develop into 
good script writers. 

Directing a Woman's Program. 
-This job, which unites the writ- 
ing of commercials and program 
continuity with actual broadcast- 
ing and sometimes cooking demon- 
strations, carries a list of essen- 
tials, or "musts," and a secondary 
list of assets. 

Essentials: 
1. A natural, clear voice that regia- 

ters well. 
2. A college education or its equiva- 

lent : n home economics degree in most 
instances. 

3. Writing experience : to express 
thoughts naturally and easily, to plan 
and prepare programa in advance or 
write on the spur of the moment, to 
present informative materials in an 
informal manner. 

4. Platform experience: especially 

LOS ANGELES' FOSTER a KLEISER BILLBOARDS SAY 

FOR THEad -IN RADIO ENTERTAINMENT 
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for visual audiences and to appear as 
guest speaker on other programs. 

5. The ability to think on your 
feet : it is often necessary to cut or 
extend continuity, and emphasis must 
be properly placed. 

6. The ability to meet people. 
7. A practical, fundamental sense 

of values. 
8. The ability to "wear well" with 

your associates, to become neither 
submerged nor blinded by the spot- 
light of success. 

9. Confidence: know that you can 
do what you have to do. 
Assets: 

1. Sales experience. 
2. Publicity and sales promotion ex- 

perience. 
3. Editorial experience. 
4. Food or equipment demonstrat- 

ing. 
o. Contact with women's groups. 
6. A genuine interest in people; one 

cannot talk convincingly to people in 
whom one has no interest. 

7. A working knowledge of all the 
field of a woman's interest, from the 
theater to the thimble. 

8. Personal grooming: a "personal- 
ity" has a certain reputation to up- 
hold, yet she must be natural in ap- 
pearance as well as in actions. 

Besides the job of directing a 
woman's program ... or filling the 
post of "director of women's ac- 
tivities," as it is sometimes called 

there are other opportunities 
for women in local broadcasting 
stations. For instance, the job of 
secretary or assistant to the sta- 
tion manager or to the program di- 
rector. 

At NBC headquarters in New 
York, the assistant to the presi- 
dent is a woman, as are the head 
of the audience mail department, 
which handles fan mail, and the 
head of the continuity acceptance 
department, which okays or cen- 
sors all radio script for NBC. The 
commercial manager is also a wo- 
man . one of the pioneers of 
the business; and, of course, the 
official NBC fashion r e p or t e r. 
There are three women who book 
NBC artists both in and out of 
New York, a production woman 
who handles children's programs. 
another woman who helps plan 
musical features, and several out- 
standing continuity writers. Some 
local stations across the country 
have women managers, and there 
are numerous woman assistant pro- 
gram directors. 

Television Next! 
Television will probably catch up 

with this book so that revised edi- 
tions of it will have to give more 
than a postscript to this subject. 
Meanwhile, many women are an- 
ticipating some part in television 
advertising. It is believed that the 
first use of this new medium will 
be in the more extended demonstra- 
tion of products; especially foods. 
home equipment, cars, and cosmet- 
ics. There are three ways in which 
you might participate: 

1. Visually, as commentator or dem 
onstra tor. 

2. By coming in as a voice. off- 
stage. delivering the commercial. 

3. By writing the commercials and 
stepping into the visual area when 
you deliver them. 

As program material, it is be- 
lieved that the first television offer- 
ings will be news events, travel 
and educational shorts, and inter- 
views with personages . much 
like today's newsreel movie thea- 
ter. These program features will be 
sponsored, and acting for the spon- 
sor, you may appear between fea- 
tures and deliver your own com- 
mercial in full view of the audience. 

To be a visual part of a demon- 
strating program, you'll be re- 
quired to combine the mental alert- 
ness and glib tongue of any radio 
announcer with the streamlined 
figure and photogenic face of a 
Hollywood star. You needn't be 
a beauty; but you must be trim 

and pleasing in appearance, with 
the proverbial face that "photo- 
graphs well." Your clothes will be 
much more of a factor than in 
lone studio broadcasting, and you'll 
have to arrive in time for a full 
theatrical make -up, although the 
weird color effects of early tele- 

vision experiments will not be re- 
quired. You will televise in black 
and white at first; color may come 
later. There is a possibility that 
television may improve the oppor- 
tunity for women announcers . 

who are not now a strong factor in 
radio. 

Praóactio/1. Were cam 
,0i7f9114818r06'il/kf& 

lYMT, 
ofcaursei 

*And, of course, 
WMT can be bought 

in combination with 

WNAX and KSO or 

KRNT at an excep- 

tionally tionally low rate. 
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It's very doubtful if such a conversation would ever occur in a broadcast of 

Toby's Comtussel News over WMT, (of which the above is an actual 

photograph). But, the conversation we've handed to Toby Tolliver and 
Susie Sharp, editor and star reporter, respectively, of this mythical news- 

paper in mythical "Comtussel, U. S. A. ", is the real McCoy. Corntussel 
News is a WMT production, fed to four other stations. 

Loyal following? Yes. r 1,938 WMT listeners recently asked for a printed 
copy of the Comtussel News -a thing of absolutely no intrinsic value. 

Thousands more listeners to the other stations asked for copies. 

That mail pull speaks loads. But read this excerpt from a letter from the 

agency: 

"I feel that you would be interested to know that we are highly pleased with 

the manner in which the staff of your station and Mr. and Mrs. Neil 

Schaffner (Toby and Susie) are handling the production of Toby's Corn- 

tussel News. Because you are feeding this to four other stations daily, 

WMT carries the entire burden of responsibility in the matter of program 

production. 

"It goes without saying that both our client and ourselves are appreciative 

of the fine cooperation you are giving us in originating this broadcast." 

Comtussel News is just one of the popular programs produced by WMT. 
Such production facilities help to give WMT its intensely loyal audience 

among the 747,569 radio homes in Eastern Iowa, Western Illinois and 

Southwestern Wisconsin. 

WMT is economical, too. Some r5 minute rates figure as low as 3 cents 

per thousand radio families. 

You want more information? Drop us a line or call your nearest Katz 

Agency Office. 

Cedar Rapids - Waterloo 600 Kilocycles 

NBC Blue -MBS 5000 Watts L.S. 1000 Watts Night 

Represented by THE KATZ AGENCY 

69,000 Square Miles of the RICHEST PART of the MIDWEST 
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You're sure to know at least a few of the hundreds of 
engineers who use Fairchild F.26 -2 Recorders. Just ask 
them to tell you about the results they achieve with 
this equipment. You'll find they're as proud of these 
fine precision instruments as we are. 

For Fairchild sound recording equipment paces the in- 
dustry. For example, the Fairchild F.26 -2 Recorder has: 

® High gain amplifier to 
permit the use of a mi- 

crophone without the neces- 
sity of a pre -amplifier. 

®Instantaneous change of 
speed from 331/2 RPM io 

78 RPM through push button 
control. 

®Floating motor mount to 
eliminate all possibility 

of objectionable motor vibra- 
tion. 

mDirect synchronous 
speed gear and worm 

drive at 33'/2 RPM to assure 
split second timing for wow 
free recorded programs. 

® Provision within the Re- 
corder itself for variation 

of pitch and direction of cut. 
No expensive additional feed 
screws necessary. 

mDynamically balanced 
16 pound cast -iron turn- 

table. 

The Fairchild Recorder is a complete unit. It is instantly 
ready to record on any type of disc up to 171/4". With 
the exception of the microphone and stand, no addi- 
tional purchases are necessary. 

Send today for descriptive literature. 

"...it had to satisfy Fairchild "ti first" 

AERIAL CAMERA CORPORATION 
88 -06 Van Wyck Boulevard, Jamaica, L. I., N. Y. 
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Video Cold Cure 
TELEVISION'S latest use 
-as a therapeutic agent - 
was reported recently by 
Wilfred Guenther, coordina- 
tor of television for the Cros- 
ley Corp. Mr. Guenther re- 
ports that performers with 
colds or sinus trouble defi- 
nitely are relieved a f ter 
working a couple hours or so 
under the hot batteries of 
lights used for video illumi- 
nation. 

RMA on Television 
(Continued from page 56) 

and announcers of NBC -Chicago 
as they were televised. A dozen 
RCA television receivers were in- 
stalled for the demonstration, 
which will continue through July 1. 

Among the exhibitors at the 
Astatic Microphone Lab. Inc., 
Youngstown, O.; Bliley Electric 
Co., Erie, Pa.; Brush Development 
Co., Cleveland; Cornell -Dubilier 
Electric Corp., S. Plainfield, N. J.; 
Tobe Deutschmann Corp., Canton, 
Mass.; Federal Recorder Co. Inc., 
New 
Mass.; 

City; Hygrade Sylvania 
Corp., Emporium, Pa.; Jensen Ra- 
dio Mfg. Co., Chicago; National 
Carbon Co., Inc., Chicago; National 
Union Radio Corp., Newark, N. J.; 
Presto Recording Corp., New York; 
Raytheon Production Corp., New- 
ton, Mass.; RCA Mfg. Co., Cam- 
den, N. J.; Thordarson Electric 
Mfg. Co., Chicago; Triplett Elec. 
Instr. Co., Bluffton, O.; United 
Transformer Corp., New York; 
Universal Microphone Co. Ltd., In- 
glewood, Cal.; Ward Leonard Elec- 
tric Co., Mt. Vernon, N. Y.; Weston 
Elec. Instrument Corp., Newark, 
N. J.; Wincharger Corp., Sioux 
City, Ia. 

EVERETT MITCHELL, senior an- 
nouncer of NBC- Chicago featured on 
the National Farm á Home Hour. 
was named "Ambassador o f Good 
Weather" June 21 by O. G. Mayer. 
president of the Chicago Chamber of 
Commerce. During the last five years 
Mitchell has opened the program with. 
"-It's a beautiful day in Chicago ". To 
rest his audience, be discontinued the 
expression one day and received thou- 
sands of letters of protest. 

LEVER BROS. Co., Cambridge, Mass. 
(Riuso), on June 16 started the third 
year of its twice -daily serial Big Sis- 
ter on CBS with the program cele- 
brating its 700th episode and 1400th 
broadcast. Agency is Ruthrauff & 
Ryan. New York. 

INCREASE TO 50 KW. 
IS SOUGHT BY WPTF 
AUTHORITY to increase its power 
from 5,000 watts to the maximum 
of 50,000 watts on the 680 kc. chan- 
nel was requested of the FCC by 
WPTF, Raleigh, in an amended ap- 
plication made public June 20. Ask- 
ing the Commission to accept an 
amendment to a previous applica- 
tion, which requested full -time op- 
eration with 10,000 watts, the Ral- 
eigh NBC outlet proposed installa- 
tion of a directional antenna which 
would suppress its signal in the di- 
rection of KPO, San Francisco, 
present dominant station on the 
channel. 

Filing of the application, with 
the cooperation of NBC, resulted 
from the recent amicable settlement 
of the differences between the net- 
work and Durham Life Insurance 
Co., licensee of WPTF, under which 
NBC dropped its option to purchase 
the station for $210,000. At that 
time it was agreed that NBC would 
not stand in the way of WPTF's 
increase in facilities. It has been 
regularly licensed as a limited -time 
station on the KPO clear channel 
but under special authorization has 
operated during evening hours. The 
new application is for fulltime 50,- 
000 -watt duplicated clear channel 
operation. 

Filing of the application antici- 
pated the promulgation by the FCC 
of new rules and regulations under 
which the KPO channel would be 
authorized for duplicated East - 
West Coast operation. It was esti- 
mated that from $175,000 to $200,- 
000 would be expended for the new 
WPTF facilities, including dis- 
bursements for transmitter, an- 
tenna, site, etc. New studios also 
are contemplated. 

Sells WGTM Holdings 
BEN FARMER, partner with H. 
W. Wilson in the operation of 
WGTM, Wilson, N. C., 100 -watt 
daytime outlet on 1310 kc., has sold 
his interest to a group comprising 
Mr. Wilson, Charlotte L. Burns, 
sister of Mr. Wilson, and George 
C. McDonald, head of the Monroe 
Steel Castings Corp., Monroe, Mich. 
The purchase price of the 50% of 
the stock of WGTM Inc., would be 
$5,000. The transfer of control re- 
quires FCC approval. 
WPTF, Raleigh, acting after permis- 
sion for experimental operation from 
the FCC, recently increased its hours 
of operation by one hour daily, sign- 
ing off at 12 midnight rather than 11. 
p. m. WPTF now broadcasts regular - 
ly 124 hours weekly. 

WHAT? NO JACKRABBITS! 
Nope, nary a Jack, partner. An' no mountain goats, either! 
Not when KLO's new 5000 watt transmitter directionalizes its 
power in Utah's zone of greatest population, eliminating waste 
coverage of non -populated areas. 
You buy POPULATION, not desert and mountains, when you buy 
K LO. 
In fact you buy 90 per cent of the combined Utah and Southeastern 
Idaho markets at the cost of local coverage, actually a market of 
over 400,000 listeners. And they DO LISTEN. 
Proof? All right. General Mills and Goodrich bought KLO for Utah 
coverage for their 1939 baseball broadcasts. Eighty -seven per cent 
of KLO's local advertisers renewed in 1939. 
If you're SCOTCH (or even like it) then give yourself an economy 
treat and buy 

K L O 
THE 5000 WATT VOICE OF UTAH 

Affiliated with the Bryant, Griffith & Brunson 
NBC Blue Network New York, Chicago, Detroit 
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ALLEN B. DU MONT LABORATORIES, INC. 
PASSAIC, NEW JERSEY 

NEW YORK OFFICE: 515 MADISON AVENUE CABLE ADDRESS: WESPEXLIN, NEW YORK 
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The 

USG System 

Provides Effective 

Sound Control 

Station KXOK, St. Louis, Mo., meets today's high standards 
for high fidelity broadcasting with the USG system of sound 

control. Geo. M. Nixon, Consulting Acoustical Engineer. 

When you entrust your sound control 

problems to USG, you are assured of 

complete co- ordination of materials 

and structural requirements - skilled analysis of 

needs -thoroughly experienced engineering - 
careful craftsmanship. Let USG "sit in" on your 

sound -control plans. The advice of our engineers 

is yours without cost or obligation. 

UNITED STATES GYPSUM COMPANY 
300 West Adams St., Chicago, Ill. a 

i 
WITH THE PRINCE 

WDAY Covers Norway's Royal 
Party During Visit 

WHEN Prince Olaf and Princess 
Martha, of Norway, came to North 
Dakota's Red River Valley recent- 
ly, WDAY, Fargo, literally dogged 
their heels for its listeners, carry- 
ing 15 broadcasts during a week 
packed with special events center- 
ing around the royal visit. The 
station started in with a 350 -mile 
pickup from Minot, N. D., via the 
WDAY mobile unit when the cou- 
ple entered the State and ended a 
week later as they left, meantime 
making pickups in five different 
cities. 

The parade in Fargo, highlight 
of the week, was covered for 
WDAY by a crew of seven an- 
nouncers and seven engineers, us- 
ing the mobile unit, pack trans- 
mitter, remote control equipment, a 
shortwave set in an airplane flying 
overhead, and a mike located atop 
the local Black Bldg., eight floors 
above the line of march. Another 
good service angle employed by 
WDAY was its use of a narrator 
describing the events in Norwe- 
gian, supplementing the regular 
English commentaries. 

Brady Suit Dismissed 
APPELLATE division of the New 
York Supreme Court on June 19 
upheld a decision of the Supreme 
Court and dismissed a $250,000 
damage suit brought by William 
A. Brady against WOR, Newark, 
Blackett - Sample - Hummert, a n d 
the Chas. H. Phillips Chemical Co. 
Plaintiff claimed plagiarism of his 
play "Way Down East" on a 
broadcast on WOR, and sought an 
injunction and accounting of prof- 
its. Decision was based on the 
court's discovery that Brady's 
copyright had expired before the 
broadcast. 

KVOS Hearing Called 
A HEARING on the application of 
the Bellingham Broadcasting Co., 
Inc., for the facilities of KVOS, 
Bellingham, was authorized in that 
city by the FCC June 20 on a date 
convenient to the parties involved. 
Under the plan FCC attorneys and 
engineers will be sent from Wash- 
ington to conduct the proceedings. 
Principals of the Bellingham Com- 
pany are Arthur Osgood, Bob 
Waters, and Sydney R. Lines, Jr. 
of that city. KVOS is owned by 
Rogan Jones. 

Cut by Dredge 
WHEN THE U. S. Army 
dredge Bacon was swept out 
of control by the tide, the 
vessel severed the cable be- 
tween the studios of WCSC, 
Charleston, and its transmit- 
ter, forcing the statioh off the 
air. With rapid action by J. 
B. Fuqua, chief engineer, and 
Jim Weaver, transmitter en- 
gineer, the station was off the 
air only 50 seconds. Weaver 
started the transcription turn- 
table and notified the studios. 
The program department 
moved to the transmitter un- 
til wire service was restored. 
Only program missed was 
Magic Key of RCA. 

PROGRAM CHECKING 
OF FTC EXTENDED 

REFLECTING a widening surveil- 
lance over purported false and mis- 
leading advertising claims in com- 
mercial radio continuity, resulting 
from broadened powers under the 
Wheeler -Lea amendment to the 
Federal Trade Act along with 
"very gratifying" cooperation of 
broadcast stations and networks 
in submitting their commercial 
scripts for examination, the Ra- 
dio & Periodicals Division of the 
Federal Trade Commission in the 
last year, from June 1, 1938, to 
May 31, 1939, procured a total of 
618,003 individual radio continui- 
ties. Of this number, 598,134 had 
been examined at the time the 12- 
month figures were computed. 

The activity of the FTC in scru- 
tinizing advertising copy in news- 
papers, magazines and radio has 
increased considerably since t h e 
organization last fall of the Ra- 
dio & Periodicals Division to re- 
place the special board of inves- 
tigation which formerly handled 
this phase of FTC investigation. 
Since March six new junior at- 
torneys have been added to the 
Division personnel, bringing its 
legal staff to a total of 29, in- 
cluding Director PGad B. More- 
house and W. F. Davidson, re- 
cently named assistant director. 

During May, 1939, the Division 
examined 71,316 pages of con- 
tinuities on local programs sent in 
by individual stations, and 43,250 
pages of network commercial 
scripts. The average length of the 
local station continuities was about 
1% pages, and the network scripts 
10 pages. In the 4% -year period 
from July 1, 1934, to Dec. 31, 1938, 
the Division procured 2,022,685 
commercial continuities, out o f 
which 120,400 were marked "ques- 
tionable". From July 1, 1938, to 
April 30, 1939, 523,183 scripts were procure d, and of the 515,849 
examined, 24,873 were marked 
"questionable" and held for furth- 
er investigation. 

Barn Dance in Movies 
WLS, Chicago, has sold the motion 
picture rights to its National Barn 
Dance to Republic Productions for 
their 1939 -40 picture schedule, ac- 
cording to an announcement June 
20 by E. W. Kurtze, of the WLS 
Artists Bureau. Production details 
have not been worked out, but the 
title has been contracted for and 
the scenoria is being written. Re- 
public recently bought the WLS 
musical comedy serial Hometown 
as a starring vehicle for Lulu Belle 
and Skyland Scotty. 

Asks Libel Damages 
SUIT for $15,000 by Ernie Adam- 
son against Bamberger Broadcast- 
ing Service, Consolidated Cigar Co., 
and Frank Singiser, WOR commen- 
tator, was revealed on June 14 
when the plaintiff applied for a 
transfer of the suit from New York 
Supreme Court to Federal Court. 
Adamson claims he was libelled on 
a program sponsored by Consoli- 
dated Cigar on WOR, Newark. 

JERRY DANZIG commercial pro- 
gram manager of *OR, Newark, has 
taken an option on Jay Victor's new 
comedy "Tomorrow is a Woman ", 
which will be produced this summer 
in stock with a view to Brodway pro- 
duction this fall. 
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INVITATION 

You are cordially invited to visit 

a demonstration of a completely new line of 

RECORDING EQUIPMENT 
to be shown for the first time at the 

PRESTO DISPLAY ROOMS 

AMBASSADOR HOTEL 
ATLANTIC C I T Y 

during the 

NATIONAL ASSOCIATION OF 

BROADCASTERS CONVENTION 
JULY 10 - JULY 13 

PRESTO RECORDING CORPORATION 
242 WEST 55TH STREET, NEW YORK, N. Y. 
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Basic Questions of Allocation 
Are Raised by Disputed Grant 

Payne Gives WDGY Fulltime on Temporary Basis; 
Conflicting With Havana Treaty Provisions 

AN ACTION of Commissioner 
George H. Payne, granting WDGY, 
Minneapolis, special authority to 
operate fulltime in lieu of its lim- 
ited hours on the air, over the ad- 
verse recommendations of FCC en- 
gineers and attorneys, has precipi- 
tated what is described as a pos- 
sible new breakdown of allocation 
fundamentals in broadcasting. 

As commissioner in charge of 
routine broadcast actions, Mr. Payne 
on June 15 granted WDGY special 
temporary authority to operate 
evenings from June 17 to July 16, 
thus giving the station fulltime 
operation on the 1180 kc. channel. 
KEX, Portland, and KOB, Albu- 
querque, are the dominant stations 
on the wave, under regular authori- 
zation. Despite FCC rules which 
require the consent of the dominant 
stations and in the face of adverse 
staff recommendations, Commis- 
sioner Payne granted WDGY the 
authorization. 

Extent of Authority 
It was recalled that the same 

commissioner provoked the WLW 
superpower controversy last year 
by setting for hearing its applica- 
tion for authority to continue ex- 
perimental operation with 500 kw. 

at a time when he was in charge of 
the routine docket. At that time 
some question arose as to the au- 
thority of an individual commis- 
sioner, in charge of the broadcast 
routine, to take so important an 
action, but the FCC did not rescind 
his hearing order. 

Particular significance attaches 
to the WDGY action, it was stated, 
because of the projected realloca- 
tion of broadcasting stations under 
new rules and regulations in ac- 
cord with the terms of the so- 
called Havana Treaty. No formal 
announcement has been made by 
the FCC as to assignments for 
limited -time stations on clear chan- 
nels, though it has been stated that 
all such stations will receive posi- 
tions at least equivalent to those 
they now hold. By granting WDGY 
fulltime operation even for a lim- 
ited period, it is felt it would be 
difficult to reduce the station, or 
other stations which may receive 
similar authorizations, to limited - 
time status. The effect may be to 
complicate the entire allocation 
plan, according to competent engi- 
neering observers. 

It was learned that prior to the 
Payne action, three other members 
of the Commission who in preced 
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Bounty Tobacco Test 
P. LORILLARD & Co., New York, 
has started an announcement sched- 
ule on WWL, New Orleans, to ad- 
vertise Bounty cigarette tobacco. 
Campaign is a test, with no expan- 
sion planned for the present, ac- 
cording to Lennen & Mitchell, New 
York, Lorillard agency. 

ing months were in charge of the 
broadcast routine, had denied 
WDGY similar requests for full- 
time operation under temporary 
authorization. They did so, it was 
stated, because of the adverse staff 
recommendations and because of 
the possible undermining of the 
projected treaty allocations. 

An Unusual Procedure 
The Payne action granted WDGY 

"special temporary authority" to 
operate evenings for the one month 
period "in order to broadcast civic, 
charitable, religious, educational, 
fraternal and commercial programs 
of outstanding public interest and 
in order to carry programs of ex- 
treme local interest from Mutual 
Broadcasting System." This speci- 
fication, it was pointed out, is all - 
inclusive and actually is not based 
on a special authorization for the 
broadcast of a program or series of 
programs of significant local in- 
terest. Usually the FCC, in author- 
izing additional hours for limited 
time or daytime stations, does so 
only for a day or two and then only 
when extraordinary programs are 
involved. 

It is expected that KEX and KOB 
will protest the action, on which no 
notice was given, in the light of the 
existing rules which require the 

consent of the dominant stations. 
Should the WDGY grant stand, 

it was stated in informed quarters, 
it is logically to be expected that 
a number of stations having similar 
limited -time assignments on clear 
channels will also seek special tem- 
porary authority, in the hope that 
such grants will prove an opening 
wedge toward fulltime operation. 
Should that develop, engineers stat- 
ed it is entirely possible that the 
basic plan of allocation embraced 
in the Havana agreement may be 
disrupted. 

Significant was the fact that on 
June 22, Commissioner Paul A. 
Walker, substituting for Mr. Payne 
who was away, denied the request 
of WMAZ, Macon, for identical au- 
thority, requesting special tem- 
porary authority to operate un- 
limited time from June 27 to July 
26, upon recommendation of the 
FCC staff. 

Reports were current that "politi- 
cal pressure" was responsible for 
the grant. It was indicated that this 
pressure had been resisted on tech- 
nical grounds, during the preceding 
several months. Moreover, about 
two months ago the FCC adopted 
a definite policy of denying long - 
running special grants. 

The WDGY incident, as well as 
the WLW action of last year by 
Commissioner Payne, were cited by 
attorneys and engineers as exam- 
ples of the extremes to which indi- 
vidual members of the Commission 
can go under the procedure set up 
for the handling of theoretically 
routine actions. Matters of such im- 
portance, it was contended, should 
be considered by the Commission. 
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in Ohio's 2nd Industrial City 

In U. S.'s 12th Industrial City 

AKRON 
will be represented nationally 

effective July One 

by 

Kelly - Smith Company 
New York Chicago Detroit 
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CONVENTION TIME is the appro- 
priate time to survey the available pace- making 
programs for the coming season. 

Forging ahead among the lead- 
ers is "The Shadow of Fu Manchu," which, 
market by market, station by station, account 
by account, is stealing the air - and going 
places! 

Test campaigns ... surveys .. . 

sales results ... mail responses ... all point to 
the fact that "The Shadow of Fu Manchu" is 

INSURANCE for the station ... the agency... 
and the advertiser. 

A mind of rare 
genius ... had 
he so willed he 
might have re- 
volutionized 
science. But he 
turned his tal- 
ents to incredi- 
ble evil... 
plotting the 
destruction of 
civilization! 
Drama that 
radio has rarely 
known! 

AFTER 2 WEEKS, in a typical small town, 

a sponsor's premium offer drew re- 

sponses from 1 out of every 15 persons 
of the entire population! 

AFTER 5 WEEKS, in a large metropolitan 
city, a nationally known chain drug 

account "heartily recommends" the pro- 

gram to all corners! 

AFTER 13 WEEKS, in an average -size 

city, an automobile distributor jumped 
his sales from par to 200% of quota. 

Write for comprehensive brochure. 

SAX ROHMER'S 

ML'JC3O 
`ia, 6100 2A` 1112T i rI 00A0 llty 
R K O BUILDING RADIO CITY NEW YORK 
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O. & M. Business Up 
MAY billings on NBC's New York 
outlets, WEAF and WJZ, were 
67% ahead of May, 1938, with the 
cumulative total for the first five 
months of 1939 showing an in- 
crease of 20% over the same pe- 
riod for last year, according to 
Maurice M. Boyd, local sales man- 
ager of NBC's eastern sales divi- 
sion. National business placed by 
the division on other NBC man- 
aged stations has showed an in- 
crease as well, and business booked 
for the remaining months of 1939 
is proportionately ahead of last 
year, Mr. Boyd reported. 

Adds Spots in Florida 
MANHATTAN SOAP Co., New 
York, (Sweetheart soap), during 
the first week in July will start a 
13 -week campaign of three to six 
spot announcements weekly on 
WMBR, Jacksonville; WSUN, St. Petersburg; WQAM, Miami; 
WDBO, Orlando. Franklin Bruck 
Adv. Corp., New York, handles the 
account. 

Coast Optimistic on Autumn Prospects 
As Renewals and New Accounts Arrive 

By DAVID GLICKMAN 
Los Angeles. Correspondent of BROADCASTING 

ALTHOUGH Pacific Coast broad- 
casters, sponsors and agency time - 
buyers state that it is a bit pre- 
mature to make predictions, they 
maintain an optimistic viewpoint 
on prospects for fall and winter 
radio business. With present ad- 
vertisers renewing, many new ones 
signing up and still others inquir- 
ing into the possibilities of broad- 
casting, it is the general opinion 
on the West Coast that this will 
be a banner fall season. Although 
there was a considerable slump 
prior to and following the Easter 
holidays, radio advertising picked 
up at an accelerated tempo and it 
is expected to continue through the 
summer months without the usual 
letdown for independent stations 
as in the past. 

Several Los Angeles and Holly- 
wood agency executives stated 

that if the summer activity of their 
clients is a criterion, West Coast 
broadcasters will do a land -slide 
business this fall. They declare 
that many advertisers who have 
passed up radio in the past are 
beginning to realize the dollar -for- 
dollar value of broadcasting and 
will use a large part of their ad- 
vertising appropriations for that 
medium this fall. Others who have 
used radio sparingly, it was said, 
will increase coverage to new ter- 
ritories. 

Special Campaigns 
Besides returning to the net- 

works with quarter -hour and half - 
hour shows, many advertisers plan 
to supplement activity with special 
spot campaigns on the West Coast 
and also go into new markets. 
Southern California station repre- 
sentatives, transcription producers, 
program builders and others "in the 

3 "LIVE- WIRE" STATIONS 

WITH Í PURPOSE! 

Watch For The 

NEW 
BANNER 

HOWARD 
Kansas City 

to command the radio audience of Texas' three 

rich geographically isolated markets in order 

to offer advertisers complete, dominating 
coverage of these areas which cannot be ef- 

fectively reached by any other stations. 

With this purpose in mind, KGNC, KFYO, and 

KRGV have built up loyal, appreciative audi- 

ences ... have become vital, influencing fac- 

tors in the sections in which they operate. 

H. WILSON C O., Representative 
Chicago New York San Francisco 

KGNC KFYO KRGV 
AMARILLO 

THE PANHANDLE 

TEXAS 4TH 

* CITY 
THE SOUTH PLAINS LOWER VALLEY GRANDE \ *1- 
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know" on contemplated local, re- 
gional and national campaigns, are 
also optimistic. Discounting the 
usual Hollywood enthusiasm, they 
too predict a brilliant fall season 
and state that an influx of adver- 
tisers who have never before used 
radio are in prospect. Many will 
test along with other media. Others 
are planning heavy regional spot 
campaigns. 

No particular trend was predict- 
ed. It was said that advertisers will 
continue to use the type of broad- 
cast to fit their respective needs, 
with increased interest in partici- 
pation programs. Both spot and 
transcribed announcements will be 
shorter. 

Although many national a n d 
regional advertisers have curtailed 
Pacific Coast activity for the sum- 
mer, practically everyone will be 
back in the fall and with enlarged 
budgets, enabling greater territory 
coverage, agency executives said. 
Budgets of many strictly Pacific 
Coast accounts, according to pres- 
ent plans, will be increased from 
20 to 50 %. The increase will be 
devoted entirely to radio. There 
will be more spot used this fail 
than in previous years too. Several 
accounts will double their spot cov- 
erage and go into new territory. 

Schedules Pend Approval 
California agency executives are 

not ready to release definite sched- 
ules on old or new accounts, pend- 
ing client approval to budget rec- 
ommendations, some of which they 
were anticipating would not be 
booked for commencement prior to 
the middle of the last quarter of 
1939. Every Los Angeles and Hol- 
lywood agency executive contacted 
stated that definite increases in 
the use of radio have been recom- 
mended to clients for fall and win- 
ter. 

There have been more inquiries 
than ever before for network time 
on the West Coast. This includes 
both national and regional ac- 
counts according to executives of 
NBC, CBS and Don Lee -Mutual. 
Time already sold or reserved on 
the three networks precludes any 
possible slump during the season's 
high spots, the executives assert. 

WAPI Plans Appeal 
WITH THE denial June 20 of its 
petition for rehearing on voluntary 
assignment of its license to a new 
corporation, WAPI, Birmingham, 
made plans to appeal the adverse 
decision to the U. S. Court of Ap- 
peals of the District of Columbia. 
The station had challenged the 
FCC's authority to inject itself 
into the "private or business af- 
fairs" of the parties involved in its 
rehearing petition. The proposed 
transfer was from three Alabama 
colleges, joint licensees of the sta- 
tion, to the Voice of Alabama Inc., 
a new company in which CBS holds 
a 45% interest [BROADCASTING, 
June 15]. 

Watch Tower Hookup 
WATCH TOWER BIBLE & Tract 
Society, Brooklyn, on June 25 ar- 
ranged a special hookup of 100 sta- 
tions to broadcast the speech by 
Joseph F. Rutherford from Madi- 
son Square Garden, New York, 
4 -5 p. m. (EDST). Through a tele- 
phone hookup, the speech was heard 
at Society meetings in Los Angeles, 
Chicago, Glasgow and London, as 
well as in Australia and New Zea- 
land, according to Acorn Agency, 
New York, handling the account. 
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Fall Spot Boost 
Seen in Midwest 
But Gain, If Any, Not Likely 
To Exceed That Last Year 

By PAUL BRINES 
Chicago Correspondent of BROADCASTING 

THE consistent trend toward in- 
creased spot billings will continue 
this fall with volume about the 
same as last fall or slightly higher. 
Indications among Chicago agen- 
cies and station representatives are 
that the increase this fall over last 
will not be as great as the increase 
of last fall over 1937. At present, 
spot schedules for fall are in the 
mill and so far no extensive spot 
advertiser has indicated a notice- 
able curtailment in the number of 
stations to be used. 

The significant trend is one to- 
ward the purchase of more an- 
nouncements and fewer quarter - 
hour transcribed shows. A number 
of quarter -hour strip shows have 
been cancelled and it is under- 
stood they will not be renewed this 
fall. Increased program costs un- 
der AFRA codes is given as one 
reason for these cancellations. An- 
other reason appears to be the com- 
plications and difficulties encoun- 
tered by time buyers in purchasing 
and producing an extended spot 
campaign. 

The Trend in Spot 
A survey of a number of major 

market stations, conducted by a 
leading representative organiza- 
tion, indicates that spot announce- 
ments during the first quarter of 
1939 account for 41.6% of total 

spot billings, while in 1938 the per- 
centage was 38.5 %, an increase of 
3.9 %. Based on dollar volume, the 
survey indicated that total spot 
program billing (programs from 
5 to 15- minutes in length), de- 
creased 8.7%. This would point to 
an increased use of spot announce- 
ments by national advertisers, to 
an increase in the sale of 5 and 
15- minute news broadcasts, station 
features and participating shows. 
Based on this trend, it is under- 
stood that a number of stations 
are considering raising their rates 
for spot announcements. 

More specifically, some accounts 
such as International Harvester 
which used spot on a regional basis 
last year are using spot nationally 
this year. On the other hand, ac- 
counts such as Dr. Caldwell's Syrup 
of Pepsin dropped from quarter - 
hour spot programs to minute spot 
announcements. Procter & Gamble 
(Oxydol, Dreft, Lava) is expected 
to extend its spot for the fall and 
it is understood that Sears -Roe- 
buck & Co. will use more spot this 
year. General Mills (Korn -Kix) 
has definitely dropped its show, 
Those Happy Gilman, but are 
testing Billy & Betty which may 
be used on a similar spot basis. 
Grove's Bromo Quinine and Four 
Way Cold Tablets (Beaumont 
Labs.) are said to have extensive 
spot schedules in the mill for fall. 
Alka Seltzer remains one of the 
larger national spot users. Spot 
placements for the Wander Co. 
will remain about the same as last 
fall. 

NBC -Chicago indicated that net- 
work and spot business on WMAQ- 
WENR this fall will be up 25% 
over last year. 

A 275 wanfy rírnary WA/i4X, 
OfCOUrse 

_ 
Area Ihat station ? 

i ,; ', t i ' wit ' 
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If the WNAX primary daytime area were a single 

state, it would be one of the most remarkable states 

in the country. 

First in cash farm income, farm acreage, value of 
farms, autos on farms, trucks on farms and so on. 

But that's just part of the story. 

It's more than a tremendous rural market. That single 

state would be tenth in total population, eleventh in 

total retail sales and twelfth in total radio homes. 

The WNAX Primary Area is worth cultivation -in- 
tensive cultivation-through WNAX. 

The facts are more than interesting. They're down. 

right important to you. Write us for them -or call 

your nearest Katz Agency office. 

YANKTON, S.D. 510 Kilocycles CBS 

5000 WATTS L. S. 1000 WATTS NIGHT 

Represented by THE KATZ AGENCY 

*And, of course, you can 
buy WNAX in combi- 
nation with the Iowa net- 
work at an exceptionally 
low cost. 

WN 
key to a 5- STATE, $900,000,000 MARKET in the MIDWEST 
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AND WE 

MEAN 

VACATION TIME MEANS 

EXTRA VACATION TRADE 
IN SAN ANTONIO 

Of course people going away on vacations affect 
business! But vacation time means vacation 
trade in San Antonio. There are lots of things 
to see and do in the Alamo City, and during 
summer vacation is when Mr. and Mrs. Average 
U. S. Citizen visit us. 

This year, many will come to San Antonio on their 
way to the World's Fairs, PLUS the many thou- 
sands who, year after year, spend their entire 
vacations in South Texas. Life is different in 

San Antonio, and so is business! 

Summer Business Is Good in San Antonio! 

95 REGULARLY SCHEDULED LOCAL 
SPONSORED PROGRAMS PER WEEK WILL 
CONTINUE THRU THE SUMMER. 

12 NEW ACCOUNTS THIS MONTH 
STARTED SUMMER SCHEDULES. 

72lui gull e.S S'ummet Schedule KTSA 
SAN ANTONIO 
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"There is no 

fixed yardstick diaoin 
measuring 

any market. 
No advertiser 

can 

afford to overlook 
KITE'S consistent 
audience i G the 
Kansas 
Market area. 
Facts are 
yours for 
the ask- 

ing. 

KITE 
KANSAS CITY, MISSOURI 

1000 WATTS 1530 KILOCYCLES 

D. E. "PLUG" KENDRICK L L "IAKE "IAOUIER 

i 

FROM SMALLEST TO LARGEST 
Los Angles Food Market Skyrockets to Success 

Through Judicious Use of Radio 
By EDWARD J. McCALLUM 
Advertising Arse Agency, Los Angeles 

WHEN the national advertising 
dollar is broken down, the column 
heading retail food stores reveals 
that the American grocery store 
spends around $50,000,000 yearly 
on advertising. Radio's share of the 
retail food store advertising dollar 
totals up to little more than a nice 
round goose egg, because to date 
only one market in this area to our 
knowledge, has consistently util- 
ized the radio column to sell its 
cabbages. This is the Farmers Pub- 
lic Market in Los Angeles. 

The Farmers Public Ma r k e t 
might have been just one more 
neighborhood food emporium had not 
its management stubbornly refused 
to see all the "common -sense rea- 
sons" advanced why it should not 
use the radio medium majorly in 
its advertising. Roger Dahljelm, 
proprietor, and Fred Beck, adver- 
tising manager, both believed that 
radio might be used successfully, 
because it had sold just about 
everything else, and was gaining in 
volume year -by -year over all media. 

Markets Everywhere 
They figured their one hurdle 

was to get Mrs. Consumer to pass 
by other stores and patronize the 
Farmers Public Market. In Los 
Angeles are to be found the most 
magnificent markets in the world, 
and the problem was not an easy 
one. As it worked out, largely 
through the persuasiveness of 

BLANK DISCS & SUPPLIES 
For Recording of 

SPEECH and MUSIC 

We are favored with the patronage of many universities, colleges, 
co- operative stores, broadcasting stations, police departments, 
recording studios, and departments of the Federal, State and City 
Governments. 

WRITE FOR FREE SAMPLE 

Mirror Record Corporation 
56 West 25th Street 

New York, N. Y. 
Telephone CHelsea 3 - 2222 -2223 

P. K. TRAUTWEIN, Pres. 

Farmers Market copy presented on 
the air, Mrs. Consumer did go to 
that market, and liked it better. It 
is today a five -million -dollar -a -year 
corner store, thanks in consider- 
able part to radio. 

When this unique food market 
opened in 1934 the money available 
for advertising was limited. But 
the Farmers Public Market started 
off by buying time on KNX, Holly- 
wood. Since then no week has passed 
that a Farmers Public Market pro- 
gram has not been scheduled on one 
or more Southern California sta- 
tion. 

Customer count has increased 
73% as compared with a year ago, 
through the weekly quarter -hour 
musical feature on KNX, plus a 
Monday quarter -hour program ti. 
tied Farm. Time, on KFAC, Los 
Angeles. The KFAC program fea- 
tures Maude Muller in philosophi- 
cal chats with organ background, 
and market hints. 

The general practice has been to 
rotate program types and talent. 
No fixed program formula has been 
followed, the market merely pre- 
senting fairly listenable offerings 
that meet the production standards 
of the respective stations used. Ad- 
vertising copy highlights the salient 
advantages of shopping in this par- 
ticular market with few leader 
merchandise items announced, illus- 
trating economy benefits accruing 
to customers. The market manage- 
ment attributes to radio a great 

measure of credit for not only gen- 
erating a continuous flow of new 
customers, but of being responsible 
for the steady rise on its sales 
charts. 

A count is kept of all cars enter- 
ing the Farmers Market five -acre 
parking lot. This count is current- 
ly running better than 3,600 cars 
from 9 to 6 on week days. The Sat- 
urday count averages better than 
7,500. Best day so far was 9,027 
cars. Top dollar volume was 
reached the day before last Christ- 
mas when occupants of 8,427 cars 
left an estimated $36,000 in the 
tills of the market's 70 depart- 
ments. 

Thus in 41,4 years the Farmers 
Public Market has grown from the 
city's smallest to its largest retail 
food institution, and its owners 
give radio, and their own common 
sense, credit for the growth. 

A recent survey was conducted 
by the market itself. Over a period 
of 12 business days, cars were not 
only checked in, but clerks took 
down the license number of each. 
These were later checked for the 
home addresses of owners. Then, 
with the market as a center, a one - 
mile circle was drawn on a map of 
far -flung Los Angeles. A two -mile 
circle was added, and so on up to 
20 miles. 

Results astounded the manage- 
ment and provided one of radio's 
best local success stories. Prior to 
this survey it had been assumed 
that the market served a broad 
trading area. But when the final 
returns were computed it was dis- 
covered that less than one -third of 
the market's business came from 
within the five mile circle. 

WTAG 
WORCESTER, MASS. 

announces the 
appointment of 

EDWARD PETRY & CO. 
INCORPORATED 

as exclusive 
NATIONAL REPRESENTATIVE 
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Instructive Broadcasts 
To Feature Programs of 
National Education Assn. 
CBS and NBC are presenting spe- 
cial programs designed for their 
educational as well as entertain- 
ment values in connection with the 
National Education Assn. conven- 
tion, held in San Francisco July 
1-7. Sterling Fisher, CBS director 
of education, is attending the meet - 
ing to supervise the CBS programs, 
schedule of which follows: 

July 1, "The Librarian" on the 
Americans at Work series; July 3. 
increasing importance of natural 
sciences in school courses will be 
stressed in the Adventures in 
Science broadcast, with talks by 
Watson Davis, editor of Science 
Service, and Reuben T. Shaw, 
president of the NEA; July 4, 
"Crisis in Czechoslovakia" from the 
American School of the Air series; 
July 5, books of special interest to 
educators will be reviewed by Prof. 
T. V. Smith in his Of Men & Books 
series, and broadcast of "Can It 
Happen Here ?" from The People's 
Platform series; July 6, a sum- 
mary of convention activities, and 
July '7, a dramatization from the 
Men Behind the Stars series. 

NBC will have as representa- 
tives at the convention Judith Wal- 
ler, educational director of central 
division; Arthur . Garbett, educa- 
tional director on the West Coast, 
and William Webb of the New 
York promotion staff. A. prelimi- 
nary broadcast on June 28 was 
carried by NBC of the Our Ameri- 
can School series. Other NBC pro- 
grams scheduled were: July 1, 
Florence Hale's Radio Coloune of 
educational news; July 2, Joseph 
Henry Jackson, book critic, discus- 
sing educational books; July 3, 
drama of the 100th anniversary of 
Teachers' College, San Francisco; 
July 4, drama entitled "Kitty Hawk 
to Corrigan" on the Ideas That 
Come True series, a pickup from 
the Pan -American Clipper taking 
off for the Orient, and a broadcast 
of colonial songs by Dorothy Gor- 
don; July 5, Our American School 
broadcast with talks by Willard 
Givens, executive secretary of the 
NEA, and Dr. Reuben Shaw, 
NEA president. 

W. P. BOOKER, local utility em- 
ploye, has applied to the FCC for 
authority to acquire control of 
WBTH, 100 -watt daytime outlet in 
Williamson. W. Va.. which first went 
on the air htst April 16, by acquiring 
part of the stockholdings of George 
W. Taylor, jeweler and electrical ap- 
pliance dealer, now the in ti j o r i t y 
stockholder. 

Full of Plugs 
TO Hey! Mr. Motorist, traffic 
safety feature of WOWO, 
Fort Wayne, Ind., goes the 
palm as probably the "free 
pluggingest" program on the 
air. Broadcast from a down- 
town street, on U. S. High- 
way 30, the program is built 
around interviews with pass- 
ing drivers. Among the local 
and out -state d r i v e r s, a 
bunch of salesmen inevitably 
reach the mike -and always 
with a good word for their 
products. To date represen- 
tatives of two highway con- 
struction companies, a manu- 
facturers' association, sales- 
men for medicines, foods, 
machine tools, automobiles 
and hundreds of small busi- 
ness men all have mentioned 
their wares incident to their 
interviews on Hey! Mr. Mo- 
torist. 

Milk Drive to Mathes 
J. M. MATHES, New York, will 
again conduct New York State's 
1939 -40 milk publicity campaign, 
for which the state legislature has 
appropriated $310,000 to be expend- 
ed between July 1, 1939 and March 
31, 1940. According to Holton V. 
Noyes, commissioner of agricul- 
ture and markets, the agency was 
selected over other bidders on the 
basis of results obtained since 1935, 
when the agency began directing 
the campaign. No definite plans 
have been formulated as yet, but 
it is understood that radio will be 
used among other media for the 
new campaign. 

Coca -Cola Renewing 
COCA -COLA BOTTLING Co., on 
July 3 will start a 52 -week con- 
tract renewal with Singin' Saut for 
his quarter -hour musical transcrip- 
tions, which are offered by the com- 
pany to its franchised bottlers all 
over the country and are now 
broadcast three to five time weekly 
on 145 stations. The New York of- 
fice of D'Arcy Adv. Co., St. Louis, 
places the majority of the tran- 
scriptions, which are cut by WBS. 

NBC Renews SESAC 
NBC on June 14 signed a five -year 
renewal contract, retroactive of 
May 15, 1939, with the Society of 
European Stage Authors & Corn - 
posers (SESAC) for use of its 
numbers on all NBC networks. 

WIAL. 
mew ,su4Ùw4 

Pattinmyt& 
BROADCASTING Broadcast Advertising 

...Pay /ess to get Top 
Perfafní /y /fleeme?/kw? 

NRNT, 
efreafse/ 

1 ^ 

3 ,4M1111 n - .,.. :.S .ws.: 

*And, of courser you 

can huy KRNT in the 
WNAX - Iowa Net - 
work at an exceptionally 
low rate. 

Latest figures (1938) give Des Moines -the city- 
highest rating in the 100,000 group in Effective 
Buying Income -- $3,778 per family. You already 
know that story -know what it means in retail sales. 

KRNT gives effective coverage in this, the nation's 
most prosperous city -plus the entire Des Moines 
market -with a population of more than 1,000,000. 

IC is Iowa's largest single marketing area -267,861 
families who in 1938 bought better than $280,000,000 
North of goods at retail. 

The effective buying income of the Des Moines 
marketing area last year was $500,771,000. KRNT, 
Iowa's only Basic Columbia Station, gives you ready - 
made access to this profitable market. Rates? Check 
then. You'll find them surprisingly low. 

In Iowa. it's KRNT, of course. 

DES MOINES Basic CBS 1320 K.C. 

5000 WATTS L. S. 1000 WATTS NIGHT 

Represented by THE KATZ AGENCY 

THE ONLY BASIC COLUMBIA NETWORK OUTLET IN IOWA 

One Nut on a Bolt! 
Or the Sad, Sad Story of the Tinte Buyer 

Who Caine to Maine to Catch Salmon and 

Caught a River Sucker! 

The Maine Market is definitely not PORTLAND and 
BANGOR: Investigate the rich 

; 

n- between Market 
that is Lewiston -Auburn and the buying power of 
this rich and rapid- response market. So 
say: . Don't be a Nut on t" a Bol. M r. Time Buyer. 
and make all your decisions by driving two red-headed 
pins Into Maine and figure you've milked the market 
fur your prospective advertisers. See WCOU first! 

Maine's Busiest Station 
That has gathered, In 8 short months. 31 long term , hour shows 
3 long term Ie hour shows. I long term I hour show. that are all pro- 
duced and directed in the studios of WCOU a significant fact can 

be recorded here. Every account has shown a definite Intention of increas- 
ing their radio dollar this c 

m 

ing year. If its good enough for bright 

r 
go- getting merchants its good enough for national account recognition. 
May we hear from you ? And we mean hit us with a rifle lull of buck- 
shot: 

M UTUAI. 
YANKEE 

COLONIAL WCOU ON THE AIR 
EIGHTEEN 

HOURS DAILY 

STUDIOS & OFFICE AT 223 LISBON ST., LEWISTON, ME. 
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FOR AUDIENCE BUILD I I G 

WORLD QUALITY ONE WORLD S'I'ATIO1S 

It would be strange indeed if the Ameri- 
can public -schooled to know and demand 
the best in products and services -should 
be content with less than the best in radio 
quality. 

At least, that's the kind of thinking that 
brought into being the first library service 
for radio stations ... the World Program 
Service. 

And quite naturally the pioneer remains 
the leader ... serving member stations 
listed on this page with the greatest li- 
brary of music ever recorded for radio. 

Stations here and abroad look to World 
for the widest variety of musical groups, 
recording the newest and best in music, 
and, of course, for that World vertical -cut 
Wide Range quality which is recognized 
everywhere as the ultimate in high fidelity 
recording. 

World's formula for audience building is 
simple ... give the public highest quality 
in program and reception, and maintain 
these standards. "World quality on World 
stations" has long proved a success for- 
mula to stations and advertisers alike. 
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Co Stations -If your city is not listed here, 
Ne shall be glad to consider your appli- 
cation. Write World Program Service 
Division, World Broadcasting System, 711 
Fifth Avenue, New York. 

WORLD PROGRAM SERVICE 
a service of 

BROADCASTERS' BLUE BOOK 

ALABAMA 
WHMA . . . Anniston 

ARIZONA 
KOY . . . . Phoenix 

ARKANSAS 
KELD . . El Dorado 
KARK Little Rock 
KUOA . . Siloam Springs 

CALIFORNIA 
KP MC . . . Bakersfield 
KIEM . Baraka 
KGER . . . Long Beach 
KHJ . Los Angeles 
KLX . . . . Oakland 
KGB San Diego 
KFRC . San Francisco 
KDB Santa Barbara 
KSRO . . . Santa Rosa 
KHUB . . . Watsonville 

COLORADO 
KFEL . Denver 
KFXJ . Grand Junction 
KGHF . . . . Pueblo 

CONNECTICUT 
WTIC Hartford 
WELT New Haven 

HIST. OF COLUMBIA 
WJSV . Washington 

FLORIDA 
WRUF . . . Gainesville 
W OAM . . . Miami 
WDBO . . . Orlando 
WTAL . Tallahassee 
WJNO . West Pain. Beach 

GEORGIA 
WAGA . Atlanta 
WRDW . Augusta 
WMAZ . . Macon 
WRBL . . Columbus 
WA YX . . . . Báyernss 
WTOC . . . .Savannah 

IDAHO 
KIDO 
KRLC 

WON 
W DAN 
WJBL 
WTAD 
WCBS 

. . . . Lewiston 
ILLINOIS 

. . Chicago 
. . . Danville 

. . . . Decatur 
Quincy 

Springfield 
INDIANA 

WTRC . Elkhart 
WGBF -WEOA . Eranscillr 
WIRE . . Indianapolis 
WLBC . . Muncie 

IOWA 
WMT . Cedar Rapids 
WOC Haven port 
KMA . . Shenandoah 

KANSAS 
KFBI . . Abilene 
KVGB . . Great Bend 
KWBG . Hutchinson 

KFNTUCKY 
WLAP Lexington 

LOUISIANA 
WJBO . Baton Rouge 

MAINE 
W LEZ . . Bangor 

I.\IIYI.AND 
WEAL Baltimore 
WTBO Cumberland 
WFMD . Frederick 

tI ASSACHUSETTS 
WEEI . . . Boston 
WCOP . . Boston 
WTAG , W 

MICHIGAN 
WHOF Calumet 
WiR . . . Detroit 

MINNESOTA 
KATE . . Albert Lea 
KVOX . Moorhead 
KROC . . Rochester 
KSTP Wit. Pool- Minneapolis 

MISSISSIPPI 
WFOR . . . Hattiesburg 
WAML . . Loure) 
WQBC . . . Vicksburg 

MISSOURI 
KWOS . . Jefferson City 
KWK . . . St. Louis 
KMBC . . Kansas City 

MONTANA 
KGCX . . . Wolf Point 

NEBRASKA 
KFAB -KFOR . . Lincoln 
MOIL Omaha 

NEVADA 
Reno 

NEW MEXICO 
KGGM . . Albuquerque 
RICA . . . . Clovis 

NEW YORK 
WOKO Albany 
WGR -WKBW . . Buffalo 
WESG . . Elmira 
WOR . New York City 

(Newark) 
WINS . New York City 
WQXR . . New York City 
WHAM . . Rochester 
WFBL . . . . Syracuse 

NORTH CAROLINA 
WBIG Greensboro 
WEED . Rocky Mount 
WSTP Salisbury 
WAIR . . Winston -Salem 

NORTH DAKOTA 
KDLR . . . Devil's Lake 
KRMC . . . Jamestown 
KLPM Minai 

WJW 
WHBC , 

WCKV 
WHK 
WHKC 
WSMK 
WKBN 

KADA 
KBI X 
KOMA 
KVOO 

OHIO 
Akron 

. . Canton 
. . Cincinnati 
. . Cleveland 
. . Columbus 

Dayton 
. . Youngstown 

OKLAHOMA 
Ada 

Muskogee 
. . Oklahoma City 

Tulsa 
OREGON 

KFJI . . Klamath Falls 
KOIN . Portland 

PENNSYLVANIA 
WCBA -WSAN . Allentown 
WFBG . . Altoona 
WKBO . Harrisburg 
WCAU . . Philndelphia 
WIP . . . Philadelphia 
WCAE Pittsburgh 

RHODE ISLAND 
WJAR . . . Providence 

SOUTH CAROLINA 
WHIM . . Anderson 
WCSC . . . Charleston 

TENNESSEE 
Bristol 

Chattanooga 
. Memphis 
. Nashville 

WOPI . 

WOOD 
WREC . 

WLAC . 

TEXAS 
KGNC . . Amarillo 
KG KO . . Dallas -Ft. Worth 
WBAP . . Dalias -F t. Worth 
KTRH Houston 
KRLH . Midland 
KPDN Pampa 
KTSA . San Antonio 

UTAH 
KDYL Salt Lake City 

VERMONT 
WCAX . . . Burlington 

VIRGINIA 
WSVA . . Harrisonburg 
WRVA . . . Richmond 
WDBJ . . . . Roanoke 

WASHINGTON 
KXRO . . . Aberdeen 
MIRO . . . . Seattle 
KM() . Tacoma 
NUJ. . . . Walla Rolla 

WEST VIRGINIA 
WHIS . . . . Bluefield 
WELK . . . Clarksburg 
WCHS . Charleston 
WPAR . . .Parkersburg 

W I SCONSI N 
WEAU Eau Claire 
WHBY -WTAQ. 
W KBH . 

WIBA . 

WISH . . 

WSAU . 

Green Bay 
La Crosse 

. Madison 
Milwaukee 
. Wausau 

HAWAII 
KHBC . . Hilo 
KG MB . Honolulu 

CANADA 
ALBERTA 

CFAC . . Calgary 
CJCA . . . Edmonton 

BRITISH COLUMBIA 
CKWX . . P 

MANITOBA 
C FAR . . Fila Fion 
Cl RC . . Winnipeg 

NEW BRUNSWICK 
CKCW . . . . Maneton 
CHSJ . . Saint John 

CKPC 
CKOC 
CKCA 
CBO 
CKSO 
CKLW 

CRAC 
CKCV 
CHLN 

ONTARIO 
Brantford 
Hamilton 

. Kenora 
. Ottawa 
. Sudbury 
. Windsor 

QUEBEC 
. . . Mon treni 

Quebec 
. . Three Rivers 

SASKATCHEWAN 
C KBI . . Prince Albert 
CJRM . . . . Regina 
CJGX )brktun 

FOREIGN 
AUSTRALIA 

s DN . . . Adelaida 
4 BC . . . . Brisbane 
3 KZ . . . Melbourne 
2 GB . . . . Sydney 

NEW ZEALAND 
3 ZB . . Auckland 
2 ZR Wellington 
3 ZB . . Christchurch 
4 ZR . . . . Dunedin 

XEW 
MEXICO 

. . . Mexico City 

SOUTH AFRICA 
South African 

Broadcasting Corp. 

Cape Town 
Durban 

Grahamstown 
Johannesburg 

PORTO RICO 
Destilerla Serrallas 

Incorporated . Ponce 

VENEZUELA 
YVSRA - YVSRC . Caracas 
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NAB: Then and Now 
EIGHTEEN months ago broadcasters of the 
nation met in annual convention. Their trade 
association, impotent during the preceding 
few years, was reorganized. Membership dues 
were practically quadrupled and an entirely 
new modus operandi was developed with the 
retention of a paid president as leader of the 
industry, flanked by an adequate staff. 

At that time the industry was being lam- 
basted in Congress and browbeaten by the 
FCC. Tribute was being demanded by every 
type of service which felt it performed a func- 
tion for radio. Broadcasters, lacking an ade- 
quate front, were taking it lying down. 

Today the sanie broadcasting industry is 
preparing for another convention -the first 
under the new order. Just a year ago Neville 
Miller, lawyer, scholar and former Louis- 
ville mayor, took over the NAB reins. There 
have been no miracles performed during the 
last year. None should have been expected. 
The industry may still constitute something of 
an economic uncertainty and still may be a 
political football. But no longer is it taking 
it on the chin without fighting back. 

Viewing the year in retrospect, it has been 
a rigorous one for the business of broadcast- 
ing. The NAB staff, which started from 
scratch, found itself on the firing line even 
before it could appraise the opposition and 
learn what the shooting was about. Under the 
circumstances, we feel it has made headway. 
It hasn't lost any important battles for it is 
still in the front lines. And the real war - 
against those who advocate the sort of Gov- 
ernment restraint which might result in junk- 
ing Radio by the American Plan -has never 
been openly declared. 

At the Atlantic City convention, two major 
subjects appear on the agenda -the proposed 
code of self -regulation of the industry and the 
irrepressible copyright issue. Both basically 
are dollar problems. Harsh words may be spok- 
en before the assembled delegates go on record 
because broadcasters preponderantly are vigor- 
ous and outspoken. We look for spirited dis- 
cussion on each issue, with no punches pulled 
or holds barred. And we hope to see the dele- 
gates of one accord at adjournment. 

In the heat of discussions on pocketbook 
problems, we trust the delegates will not over- 
look the more fundamental issue -that of pre- 
serving the integrity of Radio by the Ameri- 
can Plan. Radio is too close to the American 
people and too important a part of their daily 
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routine to be booted around by a politically 
minded regulatory body or by professional 
agitators without a real show of strength by 
an independent and self -respecting industry. 

Key to the Mint 
IT'S ABOUT TIME to puncture those tall 
tales about the radio treasure chest -glib stor- 
ies telling how a Government franchise, so- 
called, automatically makes a streamlined 
Midas out of the broadcaster. 

When a magazine like Time or Readers Di- 
gest or Life is successful by dint of astute edi- 
torial and business direction, its success is 
taken for granted as due. The same goes for a 
Broadway show, or a motion picture, or a de- 
partment store; in fact, for any legitimate line 
of business. But where broadcasting is con- 
cerned, some would have the public believe that 
a wavelength license is a touch -and -go key to 
the mint. Radio, perhaps more than any other 
industry, has been misrepresented by legends 
of wealth and great profits. Yet, with the rare 
exceptions of extraordinarily placed stations, 
the facts simply don't bear out such tales. 

It is true that some stations earn handsome 
returns, thanks to good facilities, good mar- 
kets, good management and operation -and 
thanks, of course, to results for clients. On the 
other hand, more than one -third of the coun- 
try's stations show little or nothing in the 
way of profits. The same funds and energies 
invested in any number of other enterprises 
would earn much greater yields. 

Let's look at the record while others, in and 
out of the Government, prate loosely about 
radio rolling in wealth. 

The broadcaster quotes a rate for his time. 
A sale is made, and 15% of that rate, often 
plus a 2% cash discount, goes to the adver- 
tising agency. That's the first deduction. 

Then usually there is another 15% to the 
national representative handling spot business; 
or on local business there is an equivalent com- 
mission to agency or salesman or both. 

Then ASCAP takes its 5% of revenue, 
whatever the source of income, after deduction 
of one sales commission, usually the agency's. 

Then AFM, for employment of musicians, 
levies what amounts to a guarantee of another 
55 of the station's gross revenues. 

Then there are the miscellaneous fees -to 
smaller copyright -owner units, for employment 
benefits, etc. These, conservatively, will total 
another 5 %. 

All of this adds up to about 47 , as we 

figure it, of fixed overhead the moment a sale 
is made. Add to this general operating costs 
(including expenses entailed in Washington, 

such as legal and technical fees and responses 
to FCC questionnaires) and then take into 
account Federal and State taxes. Accountants 
tell us that income, corporate, social security, 
unemployment, intangible, sales, excise and 
other levies mean an average radio manage- 
ment tax burden of at least 30 %. 

We could go on, but we're already a bit giddy 
about the whole business. Yes, broadcasting is 
a good business. But -dollar for dollar, hour 
for hour, watt for watt, it has more than its 
share of fiscal worries, Federal, State and 
local. 

ONE -YEAR licenses at last! Certainly 
that is something which justifies exclama- 
tions of "Eureka!" from the broadcasters. 
The law, on the books since 1927, permits 
three -year Iicenses for broadcast stations. 
It should permit continuing licenses, re- 
vocable only for couse, in order to provide 
maximum stability and nrininrum costs in 
government regulation. The industry is 
duly grateful to the FCC for the doubled 
license tenure. It must noto show that 
greater efficiency will result. and the le- 
gally permissible three -year tenure should 
be the next step. 

A Rising Fall! 
A CAREFUL scanning of key spots in agen- 
cy, advertiser and broadcast ranks indicates 
that spot business next fall will at least equal 
and probably surpass that of last autumn. 
Out on the West Coast, where they love su- 
perlatives, the trade hopes for a sizeable jump 
in autumn business -a landslide as they mod- 
estly term it. 

Our analysis of reports from various parts 
of the country reveals a definitely optimistic 
feeling all around. An autumn increase is gen- 
erally expected, though not as big a gain over 
the fall of 1938 as the gain then over 1937. 

From both the Midwest and the Coast come 
indications of a shifting trend in the use of 
spot radio. Along the Pacific a growing in- 
terest in participation programs is perceptible, 
and there have been an unusual number of in- 
quiries for network time. In the Midwest, 
also, there are signs that more announcements 
and perhaps fewer quarter -hour shows will be 
used this fall by spot advertisers. There the 
trend has been under way for some months. 

In accounting for this trend, three reasons 
are cited: Increased production costs under 
AFRA codes; complications facing timebuy- 
ers in clearing time for extended spot cam- 
paigns, and difficulty in producing the quarter - 
hour show. Perhaps the broadcasters are re- 
miss in failing to provide the agencies and 
sponsors with adequate programs and ideas, 
for the fact seems to be that they are turning 
more and more to spot announcements, 5 and 
10- minute news broadcasts, station features 
and participating shows. And the fact re- 
mains that national spot programs must be 
made easier for timebuyers to handle if this 
portion of the national advertising income is 
to continue upward, or to hold its level. 

At any rate, spot prospects look good for 
the autumn months. The midsummer weeks 
will find many schedules in the mill, and by 
September the campaigns will be getting 
under way. 
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We Pay Out Xereeti -- 

GLENN SNYDER 

IF ALL of the men in radio who 
don't know and like Glenn Snyder 
were stood end on end they 
wouldn't reach as high as the first 
rung of any self -respecting vertical 
radiator, so popular is the man- 
ager of WLS, Chicago, who cele- 
brates on July 3 his 10th anni- 
versary with WLS and the Prairie 
Farmer. 

Mention his name to a radio man 
on the street, and before you can 
pronounce it the fellow will grin 
and say something like, "One night 
in New York Glenn and I were 

or, "The other day he was 
telling me one about two farmers 
who . . ." Mention Glenn's name 
before any radio men who are seri- 
ously discussing industry problems, 
and their reaction is one of respect 
and esteem. For behind the clown- 
ing exterior of a man whose antics 
after business hours are bywords 
is a sincere humanitarian and a 
keen business sense. 

If you think a farmer is a man 
who says "By Cracky ", squirts to- 
bacco juice and raises Ned on the 
back eighty, don't try to under- 
stand Glenn Snyder. You never 
will. But if you sense the rhythm 
of farming, can vicariously feel 
the good earth, then you know with- 
out inquiring why WLS has be- 
come a successful station, why its 
many listeners both urban and 
rural form a loyal subscription 
list who regard its voice as their 
own. It is one of them. Because 
Glenn is one of them. 

Should you ask Glenn why he 
got into radio, his sincere reply 
will be, "When I went into radio 
I had a picture in my mind. I could 
see a farmer coming in from the 
fields of a late afternoon. To me 
he represented a great mass of 
people in this country who haven't 
got the breaks they really deserve, 
who've never made as much money 
as they really deserve to make. 
This farmer I had in mind had 
worked like the devil all day long 
and he was tired, tired clear 
through his bones. In his little 
frame house his wife was prepar- 
ing supper. She was weary after 
a day's work around the house, 

just plain dog- tired. After supper 
this farmer would sit by the fire 
and read farm journals. There was 
little or no entertainment for him. 
You know, I figured how wonderful 
it would be if radio could come 
into his home with entertainment, 
market reports and a lot of in- 
formation that would be valuable 
to him. I saw radio as a service 
medium. And I still do. I'll tell 
you how I know I'm right. I know 
these listeners of ours. Their back- 
ground is mine. I'm one of 'em." 

And while you're in Glenn's off- 
ice the phone is apt to ring and 
he'll turn from it to say, "You see 
what I'm up against. That was a 
national sponsor wanting late af- 
ternoon time for a script show 
across the board. We've got a sus- 
aining market report in that spot 

and I just can't move it. I've still 
got that farmer in mind I was tell- 
ing you about. You see, he's figured 
on hearing that market report at 
that particular time and I can't 
disappoint him. I'll bet he's left 
his horses in the field to run in 
and catch that report. But like as 
not he's got a radio on his tractor 
like a lot of them have today." 

This is the sincerity of a man 
who was born in Grant City, Mo., 
June 12, 1891. During his first 19 
years, Glenn lived in 20 different 
Midwestern towns and held 20 dif- 
ferent jobs. Before becoming com- 
mercial manager of WLS in 1930, 
he had worked at four advertising 
agencies, three newspapers, a photo 
engraving company, six farm 
papers, the advertising depart- 
ments of three department stores, 
and one bank. He left high school 
at 17 after his freshman year and 
landed a job in a shoe factory in 
St. Joseph, Mo., cutting shoes for 
$3.50 per week, of which $2 went 
for his weekly board and room. 

He worked in the shoe factory 
for three years, then scampered all 
over Missouri doing newspaper and 
agency work. When luck went 
against him he returned to the 
St. Joseph News -Press, working 
for this paper three different times 
before the World War. Enlisting 
as a private, he later entered of- 

NOTES 
R. M. SAMPSON. in charge of sales 
promotion at KWK, St. Louis. for 
the last year. has been appointed na- 
tional sales manager by V. E. Car- 
michael. general sales manager. Mr. 
Carmichael will continue to devote 
his time to both types of business but 
will be assisted on national sales by 
Mr. Sampson, who likewise will con- 
tinue in charge of sales promotion. 
R. E. SAVIDGE, since 1931 a mea- 
lier of the FCC staff and for the last 
several years a reviewer in its Broad- 
cast License Section. on June 9 re- 
signed from that post to accept a posi- 
tion as field supervisor of the Railroad 
Retirement Board in Columbus, O. 

II. Ii. HOLTSHOUSER, executive of 
\ \'API. Birmingham. was in Holly- 
wood in mid -June to confer with 
Donald W. Thornburgh, CBS Pacific 
Coast vice- president. 
.JOHN F. PATT. general manager of 
\\-GAR. Cleveland. is the father of a 
girl born recently. The child. Joan 
Frances. is his third slaughter. 
\\'ILL WHITMORE. advertising su- 
pervisor. Western Electric Co.. flew to 
Dallas .Tune 21 to inspect the new 
59 kw Dougherty W -E installation nt 
KRLD. 
TAMES R. CI'RTIS. president of 
KFRO. Longview. Tex.. recently was 
elected n director of the A. A. Can- 
ning Co.. pickel packers of that city. 

EARL J. GLADE. executive vice - 
president of KSL. Salt Lake City. re- 
cently was elected a director of the 
Salt Lake City Chamber of Commerce 
for a three -year term. 

LLOTD E. YODER. general manager 
of NBC. San Francisco. has recovered 
from n foot infection caused by n 
spider bite. 

WALTER G. PRESTON Jr.. NBC 
director of educational programs. a 
1935 Yale graduate. has been elected 
a member of the executive committee 
of the Yale Alumni Board. 

JOHN S. K. HAMMANN. who re- 
signed June 13 as sales manager of 
KYW, Philadelphia, was honor guest 
nt a luncheon June 20 given by 
KYW department heads and salesmen. 
He will remain at the station for n 
short time to straighten out pending 
affairs. No successor had been appoint- 
ed as BROADCASTING went to press. 

FRED FIELDING, formerly in the 
radio department of N. W. Ayer & 
Son, Philadelphia, is now in charge of 
the research sales staff of Ross Fed- 
eral Research, Philadelphia. 
DR. HERMAN S. HETTINGER. as- 
sistant professor of marketing at the 

Wharton School of Finance & Com- 
merce, University of Pennsylvania and 
radio economist, has been promoted to 
associate professor of marketing. 

JOHN A. HOLMAN, manager of 
WBZ -WBZA. Boston -Springfield. has 
been elected first vice -president of the 
Advertising Club of Boston. President 
is Louis Glaser. head of the agency 
hearing his 'mine. 
HOWARD BANTA Jr. has joined 
KFWB, Hollywood, as ac co u n t 
executive. He was formerly with 
George A. Hormel & Co. in Los An- 
geles. 
FRANK COFFIN, formerly w i t h 
KWLK, Longview, Wash.. is now 
manager of KVCV, Redding. Cal. 

JOHN DODGE, commercial manager 
of WRC-WMAL. Washington, recent- 
ly attended the American Bankers 
Assn. convention at Hot Springs. Va.. 
where he won second prize. a fitted 
traveling case. iu a golf tournament 
held during the meeting. 

OLLIE COOK, formerly announcer 
and news commentator, has joined the 
sales staff of KFTO, Lubbock, Tex.. 
replacing Quanah Parker. 
HENRY ROOT. formerly account 
executive with KYA. San Francisco. 
recently became regional advertising 
director of Fan Fare, a northern Cali- 
fornia magazine. 
REG DAGG. commercial manager of 
CKWK, Vancouver, hended a dele- 
gation of Vancouver advertising men 
to the Pacific Advertising Clubs As- 
sociation Convention in Oakland June 
28. As chairman of the Advertising 
and Sales Bureau of the Vancouver 
Board of Trade. he carried au invita- 
tion to hold the 1940 convention in 
Va ncouver. 

ficers' training camp and was com- 
missioned a second lieutenant of 
infantry. He was with the 89th 
Division at Camp Mills, N. Y., un- 
der command of General Leonard 
Wood. He did not go overseas, but 
was one of the 24 officers returned 
to Camp Funston, Kan., when Gen- 
eral Wood was relieved of com- 
mand of his division. 

After the War, Glenn did news- 
paper work in Mitchell, S. D., then 
returned to St. Joseph, Mo., to 
work for a department store. Later 
he joined the staff of Kimball's 
Dairy Farmer in Waterloo, Ia. A 
year later he was named advertis- 
ing manager of the Nebraska 
Farmer at Lincoln, Neb., which 
position he left to become general 
manager of the Wisconsin Agricul- 
turalist at Racine, Wis. 

It was in 1929 that Glenn joined 
the advertising department of the 
Prairie Farmer, and a year later 
he became commercial manager of 
WLS. So successful were his oper- 
ations as commercial manager that 
in 1931 he was appointed manager 
of WLS and six years later was 
named vice -president. Since that 
time the station and its programs 
have become Midwestern institu- 
tions and the success of WLS is 
largely the success o f Glenn 
Snyder. For in his friend and boss, 

Burridge D. Butler, president of 
WLS and the Prairie Farmer, 
Glenn has found a man who 
matches his ideas and ideals. Nor 
is their relationship strictly busi- 
ness, for they are constantly clown- 
ing. Mr. Butler is over six feet 
tall and Glenn is slightly over five 
feet in heighth. It remained for 
Doc Sprague, publisher of the St. 
Joseph News -Press and Glenn's 
perennial employer of former days, 
to sum up the appearance of But- 
ler and Snyder. "When they walk 
down the street ", Doc said, "it's 
like a man and his shadow at high 
noon." 

Glenn is a joiner and a club man. 
He is a member of the Medinah 
Temple (Shrine) and a Scottish 
Rite Mason. He belongs to Chi- 
cago's Union League Club and the 
Illinois Atheltic Club. He married 
the charming Helen Bernard on 
Thanksgiving Day, 1919. She was 
a newspaper woman of St. Joseph, 
Mo., where he was then working 
for a local department store. The 
Snyders have two daughters, Mary 
Marjorie, 18, and Helen Shirley, 
16. Among his hobbies, Glenn lists 
radio, literature and baseball. But 
all who know Glenn know his real 
hobby. It's fun and he has it every- 
where. And he finds it helps busi- 
ness too! 
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'BEHIND 

MIKE i 
PIERRE BEDARD, who conducts 
weekly French -language broadcasts for 
CBS, which are rebroadcast in French 
by the PTT, has gone to Paris at the 
invitation of the French Govern- 
ment to organize the 7th Congress of 
French Language and Literature, to 
be held Sept. 18 -22 at the French 
Pavilion of the New York World's 
Fair. 
GENE ARNOLD, formerly m.c. for 
Sinclair Minstrels and other NBC 
shows, on June 26 moved to Fort 
Worth to begin a four -weekly quarter - 
hour on KGKO, sponsored by the 
Texas Electric Service Co. 
RICHARD ELLERS newscaster of 
KYA, San Francisco iras been cast in 
the serial drama Hawthorne House 
heard weekly on NBC -Red on the Pa- 
cific Coast under sponsorship of Wes - 

on Oil and Snowdrift Sales Co., New 
Orleans. 

JIMMY McCLAIN, for the last year 
program director of KABC, San An- 
tonio, has joined Texas State Net- 
work as assistant program director 
and production manager. He formerly 
was an announcer with WFAA and 
the Texas Centennial Exposition in 
Dallas, and with WOAI, San Antonio. 
McClain has been assigned to an- 
nounce the new Texas Hall of Fame 
series, saluting the major industries 
of the state, on TSN, with Steve Wil- 
helm narrating. 
JACK WELLS, announcer and com- 
mentator at CFQC, Saskatoon, Sask., 
received recognition for his sports 
broadcasts last month when he was 
picked to broadcast the weekly 
Speaking of Sports commentary on 
a CBC national network for the sum- 
mer. 

AGNES JO CHATTERTON, for six 
years program department secretary 
of KFI -KECA, Los Angeles, has re- 
signed. Her successor is Oma Rhodes, 
who returned to the station after an 
absence of two years. 

HELEN STEWART, secretary to 
Educational Director Arthur Garbett, 
NBC, San Francisco, recently returned 
to her post following an illness of 
several months. 

New WTIC Sales Chief 
WALTER JOHNSON, who began 
as an announcer with WTIC, Hart- 
ford, when it was established in 
1925, has been promoted to the 

sales managership 
in a shakeup of 
the commercial 
staff ordered by 
Paul W. Morency, 
general manager. 
Effective at once, 
he moves up from 
supervisor of lo- 
cal sales to com- 
mercial manager, 

Mr. Johnson while James F. 
Clancy, former commercial man- 
ager, becomes sales promotion 
manager and Irwin Cooper moves 
from continuity editor to sales rep- 
resentative. Mr. Johnson has been 
successively announcer, chief an- 
nouncer, producer, salesman and 
local sales supervisor. 

BILL FROSCH, formerly chief an- 
nouncer of WIRE, Indianapolis, re- 
cently joined the announcing staff of 
WLW -WSAI, Cincinnati. 

PAUL H. RAYMER CO. 
National Representatives 

MCW ',OAK CHICAGO DCTAOIT SAN rPANC15CO 

WSYR presents daily the finest programs of both NBC networks, 
together with outstanding Local shows of diversified appeal. That's why we are the preferred station of listeners in a rich Urban and 
Rural Market, which is one of the important Wholesale centers in the east as well as a prosperous Farm region. So spin your contracts 
over here to "start at the top" (of the dial) in order to "stay at the top" (of your sales chart)! 

(Y24 in Program Popularity Surveys. Tops in Coverage 

I 
G t SYRACUSE 

570 
Kilo. 
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JOHN CHARLES ADAMS, former 
news commentator of WOR, Newark, 
has joined WJJD, Chicago, as com- 
mentator on a thrice- weekly quarter- 
hour news series. Mr. Adams has been 
associated with Edwin C. Hill for 
several years and is writing a book on 
politics. 
WILLARD L. JOHNSON, former 
dean of men at Drake University, Des 
Moines, and now executive secretary 
of the Iowa Roundtable of the Na- 
tional Conference of Christians and 
Jews, conducts "News and Views 
About Religion" weekly on ,WHO, Des 
Moines, is not a regular member of 
the announcing staff, as stated in 
BROADCASTING, June 15. 

VIC ROWLAND, news editor of the 
Stanford Daily, of Stanford Univer- 
sity, has joined the production staffs 
of KVOE, Santa Ana, Cal. 
BEN FELD, musical d i r e c t or of 
KMOX, St. Louis, and Joe Stovall, 
arranger, have written "Lovely As You 
Are," new song featured on local CBS 
programs out of St. Louis. 
RAY McNAMARA, organist of 
WWL, in New Orleans, in collabora- 
tion with Chris Yacich, has written 
another new song, "A Table for Two" 
published recently by Mills Music 
Corp., New York. 
JOHN PEEL, formerly of WKRC, 
Cincinnati, and a former newspaper- 
man, has joined WIBG, Glenside, Pa. 
as news commentator. 
HESTER KYLER, program director 
of WCLO, Janesville Wis., recently 
wrote a new song, "Biackhawk Land' 
in honor of Southern Wisconsin's 
well -known vacation spot. The Janes- 
ville Gazette published a special vaca- 
tion edition, recently, giving a half - 
page two -color spot to the piece, and 
summer resort bands in the section 
have adopted it as the official vaca- 
tion song. 
FRANK L. DENT has replaced S. 
Hervey Kelly as program director of 
KSAM, Huntsville, Tex., and Elbert 
Stanton has been added to the an- 
nouncing staff. KSAM also has ap- 
pointed Jean Elvins as director of wo- 
men's programs. 
ARTHUR H. FAUST, formerly of 
IíFAB and KFOR, Lincoln, Neb., has 
been made program director of KMPC, 
Beverly Hills, Cal., succeeding Ted 
Gates, resigned. Ted Baughn, announc- 
er, has withdrawn his resignation and 
will remain with the station. 
PHIL BAXTER, composer of "Pic - 
colo Pete ", "Ding Dong Daddy" and 
"Faded Summer Love ", has been ap- 
pointed production director of the Dal- 
las studios of KGKO, Fort Worth. 
MARVIN CONN, formerly of KTUL, 
Tulsa, has joined KGKO, Fort Worth, 
as sports announcer, conducting a se- 
ries of weekly afternoon sportscasts 
and handling play -by -play descrip- 
tions. 
DAVE GARROWAY, announcer of 
KDKA, Pittsburgh, has been placed 
in charge of special events, according 
to an announcement by Manager 
Sherman Gregory. 
HUGH M. ASPINWALL, formerly 
of WCCO, Minneapolis, has resigned 
and is a featured actor on the shows 
of Ralston Purina Co., being recorded 
by World Broadcasting System, Chi- 
cago. 
ED HUMPHREY, announcer of 
WJJD, Chicago will marry Miss 
Katherine Roos July 15. Jack Drees, 
sportscaster of WJJD, will marry 
Miss Mary Roach Aug. 16. 

RAY FERRIS head of the music de- 
partment of WLS, Chicago, has writ- 
ten another popular song titled "Trail- 
ing a Trail". Mr. Ferris recently pub- 
lished the song "Down the Lane of 
Memory ". 
MISS DOROTHY HOPPER, of the 
continuity staff of KGNC, Amarillo, 
and Raymond Holbrook, of the Amar- 
illo Daily News, were married June 
18, at Plainview, Tex. 
MARGARET CAIN has joined the 
continuity department of KOMA, Ok- 
lahoma City. 
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ROBERT SARNOFF, youngest sou 
of David Sarnoff, president of RCA, 
and just out of Harvard University, 
has joined the New York World's 
Fair radio staff under Dr. John S. 
Young. 
TED COT T, formerly announcer and 
dramatic director of WNYC, New 
York, is now the m.c. for the new 
CBS musical quiz program Hour of 
Musical Fun. 
TONY MARVIN, formerly staff an- 
nouncer of WNYC, New York's mu- 
nicipal station. has joined the New 
York World's Fair radio staff as pro- 
duction man. 
HARMON NICHOLS of the Chicago 
bureau of United Press has been 
transferred to the UP radio editorial 
desk in New York. 
JACK MANIN, formerly located in 
New York and other points in the 
East, has joined WWL, New Orleans 
as music arranger. 
DOUG SMITH, sports commentator 
from British Columbia, has joined the 
sports staff of CFCN, Calgary, Alta. 

JACK FRASER, NBC announcer. is 
the father of a son, born June 21. The 
baby's mother is the former Betty 
Glenn, a member of NBC's press de- 
partment before her marriage. 

KEN ELLINGTON. Roving Report- 
er, of WBBM, Chicago, has been 
named a judge for the contest board 
of the American Automobile Assn., 
and will combine his judge -announcer 
duties as he covers midget auto races 
in the Chicago area. 
EDWIN MULLINAY. announcer of 
WHMA, Anniston, Ala., was guest 
columnist in Tommy Dorsey's maga- 
zine, "Bandstand ", during June. 
WES McKNIGHT, chief announcer 
of CFRB, Toronto, is the father of 
a boy born in May. 
HARRIS OWEN. musical director 
of KARK. Little Rock, Ark.. is filling 
in his 13 -week summer layoff by di- 
recting the orchestra at Shadow Lake. 
Noel, Mo.. Ozark summer resort where 
many of the scenes in the film "Jesse 
James" were shot last year. He is to 
return to KARK in late August. 

PAUL LANGFORD has been elevat- 
ed to chief announcer of KMPC. Bev- 
erly Hills, Cal., succeeding Kenneth 
von Egidy. who resigned to free lance. 
Jack Stafford has been added to the 
staff as announcer. He succeeds Ted 
Baughn, also resigned. 
GLADYS HALL. secretary to Harry 
C. Butcher, CBS Washington vice - 
president, is taking a month's leave 
and will motor to the Pacific Coast. 
her first vacation since 1936. She will 
travel with Mrs. Annette Hutterly, 
secretary to Judge Sykes, during his 
FCC regime. 
CHARLES DeVOIS, of the continui- 
ty department of WNOX, Knoxville, 
and Miss Alma Wittenbarger are to 
marry in mid -July. 

l J"" 

BERNICE JUDIS 
AS GENERAL manager of 
WNEW, New York, 24- hour -a -day 
station, Bernice Judis rates high 
in the list of successful career 
women of America's greatest me- 
tropolis. She joined WNEW in 1934 
as a copywriter and program 
builder. Assisting in the business 
office, it was not long before she 
assumed its full direction. Though 
attractively feminine in appear- 
ance, Bernice Judis' mental proc- 
esses are masculine. Possessor of 
keen judgment, imagination, in- 
genuity and a flair for showman- 
ship, she is one of radio's outstand- 
ing executives. 

JACK WILLIAMS program director, 
and Al Becker, staff' organist of KOY, 
Phoenix, Ariz., have gained local fame 
as explorers. They recently staged an 
expedition into the little -known Colos- 
sal Caves of Arizona, which extend 
more than 37 miles underground. 
DAVID STARLING, KFWB, Holly- 
wood. actor, has taken on the duties 
of relief announcer. 
TONY Le FRANO, KDB, Santa Bar- 
bara, Cal.. announcer -producer, h a s 
been transferred to KHJ, Los Angeles, 
for the summer. 
PAUL POPE, new to radio, has 
joined KVOE, Santa Ana, Cal. as 
junior announcer. 
AL GODWIN, announcer of WWL. 
New Orleans, recently married Thorn 
Spitzfadden. 
BUD THOMPSON, Texas Tech grad- 
uate, new to radio, has joined the an- 
nouncing staff of KFYO, Lubbock, 
Tex. 

This white spot is the Great 
Falls, Montana market. 

For verification, we refer you 
to Nation's Business and other 
magazines reporting general 
business conditions. 

I4- 

If you watch this white spot, 
you'll notice that it's expand- 
ing. 

This white spot is a real sales 
spot. And its only station of- 

fering consistent and constant 
coverage is KFBB. ' Ts 

4y.,7-teA.. 
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We Like To Be Contrary ! 

Are you one of those hard- boiled advertising 
executives who knows the mail -pulling season 

starts (and ends) with cold weather? 

Speaking 
of Summer 
The Missouri 
Ozarks this year will 
enjoy a $to,000,000 re- 

sort season (Missouri 
State Department Fig- 
ures) between June r and 
October 31. 

Then get wise to yourself, Mr. Execu- 
tive. 

KWTO drew 4,323 separate cash or- 

ders from 33 programs, April 24 to 
May 3i, for Skrudland Photograph 

Company of Chicago . . . and 
from 837 towns. 

Resorts of North Arkansas also 
bring rich tribute to the KWTO 
territory. 

This means there's money being spent 
in the Ozarks ... and time for you to 
get your share of the summer -time 
profits, offered by KWTO advertising. 

KWTO does an all -year job 
in the Ozarks! 

O 

r 

KWTO 
560 KC. -- 5000 Watts 

Springfield, Missouri 

Nat'l. Representative- Howard H. Wilson 

COLORADO 
SPRINGS 

956 - CHICAGO 

9iI39: 

19 
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YES! WE'LL BE THERE 

NBC THESAURUS, 

foremost among record- 
ed program services, will 

again be represented at 
the NAB Convention... 
In this, its fifth year of 

leadership, THESAURUS 

offers more and better 
big -time programs for 

stations and advertisers. 

For an audition and 
complete information, visit 

NBC 
TRANSCRIPTION SERVICE 

EXHIBIT 
At Atlantic City NAB 

Convention 

HOTEL AMBASSADOR 

NATIONAL BROADCASTING 
COMPANY 

A Radio Corporation of America Service 
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Free Discussions 
NEW JULY series on WIRE, In- 
dianapolis, At Your Service, will 
offer professional, retail and serv- 
ice organizations opportunities to 
discuss their problems on the air, 
explain their work and correct mis- 
taken impressions. The weekly pro- 
grams are carried as a public ser- 
vice feature, offered without cost or 
obligation, and each group is sched- 
uled for a date complementing 
other promotional activity. 

Old Play Revival 
AFTER four year's work by lit- 
erary detectives, hunting for faded 
American dramatic classics, NBC - 
Red is starting a radio revival of 
nine 50- year -ago favorites July 6 
on its weekly series of America's 
Lost Plays. The idea was conceived 
in 1935 and carried out by Barrett 
H. Clark, executive director of the 
Dramatists' Play Service, who sup- 
erintended the detective work that 
uncovered about 100 forgotten 
plays. 

/fi aAQ Shreveport 
YOUR 

TEST CAMPAIGN 
éitiry 

Watch sales grow in this rich, able -to -buy market. 
This year's building permits will greatly exceed the 
record breaking 1938. 300 new families from one com- 
pany are moving their headquarters to Shreveport. 
2,000 additional men are being placed in service at the 
army's Barksdale Field. KTBS reaches this rich, able - 
to -buy market every day from 6 A. M. to 12 P. M. 

I,000 WATTJ 

B 
SHREUEP ORT 
LOUISIAna 

GCe,ah.e ctfGzi The Branham Co. 
IN THE CENTER OF THE WORLDS 

GREATEST OIL AND GAS AREA 

PROGRAMS 
Adolescent Bookworms 

TO ENCOURAGE juvenile 
reading, the Milwaukee Public 
Library is cooperating with 
WTMJ, Milwaukee, in a new 

series of programs dramatizing 
outstanding children's books and 
organizing a literary club, the An- 
cient Order of Bookworms. Each 
child listener gets a "books read" 
schedule sheet, tied up with the 
WTMJ programs, and upon read- 
ing five of the selected books is 
eligible to membership in the Or- 
der, complete with membership but- 
ton. Each youngster checks in at 
a library branch to be quizzed on 
each book to test his reading. 

s s * 

They Visit Ivie 
A NEW TYPE of program, titled 
Let's Visit Ivie Stein, is being spon- 
sored on KVOE, Santa Ana, Cal. 
by a local stationery store. Pro- 
grams feature unrehearsed visits 
with the proprietor of the store, 
who is a camera expert. Lectures, 
movies, color photography exhibits, 
and free -for -all discussions follow 
each broadcast, with listeners invit- 
ed to visit the studio and partici- 
pate. Sponsor is merchandising the 
program with newspaper ads, win- 
dow displays, telephone mentions, 
package stuffers and direct mail 
advertising. 

s s s 

Editors Take the Mike 
WIRE, Indianapolis, is lining up 
editors of daily and weekly news- 
papers in Central Indiana for ap- 
pearances on its newest weekly 
forum program, scheduled to start 
July 5. Four editors on each broad- 
cast will give their views on some 
one subject of state or national in- 
terest. The radiotorials will be pre- 
sented via transcription, made in 
the editor's offices. The records are 
to be given the editorialists after 
their comments have been broad- 
cast. 

WFBL ..SYRACUSE 
Nationally Recognized as the leader 

in a Nationally- Recognized "TEST" MARKET 

Syracuse -a city of 221,785 population in 
which no single industrial or commercial in- 
terest holds dominant sway ... a city with 
56 separate lines of industry- carried on in 
more than 300 factories -and situated in the 
heart of a thriving agricultural section, cover- 
ing 8 outlying counties. 

Measured by per capita income . . . retail 
sales . automobile registrations . new 
car sales . in every buying quality that 
makes for bigger sales volume for you- 

Syracuse is higher than national average for 
all cities over 100,000 population. 

Get your share of this concentrated buying - 
market. Reach it through WFBL -the station 
that commands the widest listener audience 
and the most outstanding program features 
in Syracuse area. 

WRITE today for complete data regarding 
Syracuse as a market and WFBL's coverage 
of that market. 

ONONDAGA RADIO BROADCASTING CORP. 
Syracuse, New York 

MEMBER BASIC NETWORK COLUMBIA BROADCASTING SYSTEM 

National Representatives, Free & Peters, Inc. 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
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For Softball Fans 
CAPITALIZING on the popularity 
and increasing interest in softball 
in Orange County, KVOE, Santa 
Ana, Cal., has started a twice 
weekly quarter -hour program, Your 
Softball Reporter, with Jack 
O'Mara as commentator. With ap- 
proximately 80 teams playing in 
ten organized leagues, in the county. 
KVOE made sure first that such a 
program was wanted by sending 
out blanks to all managers request- 
ing complete rosters of all teams 
and expressions of opinion. The 
program consists of news and side- 
lights of games, predictions of re- 
sults, interviews with officials and 
star players, reviews of team 
standings and other information of 
interest to softball fans. 

* * s 

Plenty of Groceries 
AS WEW's Grocery Basket of the 
Air approaches its first anniver- 
sary, Manager A. S. Foster an- 
nounces that more than $2,000 
worth of grocery specialties have 
been given to listeners of the com- 
mercially- operated St. Louis U. 
station through the program. Gro- 
cery gifts include five baskets per 
week, containing up to 60 different 
items, and the "Truckload of Gro- 
ceries" contest in which three wo- 
men received almost three tons of 
foodstuffs. The program is a Sat- 
urday morning goodwill feature 
and has no sponsors. Contests are 
based on letters telling "Why I 
trade with my independent neigh- 
borhood grocer." The feature is 
conducted by Bill Durbin, WEW 
announcer. 

S s 

Fresh From the Farm 
LOCAL and personal news regard- 
ing nearby farms and farmers 
features Rural Roundup, a new 
11:45 a. m. daily program on 
WCLO, Janesville, Wis., with Paul 
Ruhle as m.c. Musical numbers by 
hillbilly acts and interviews with 
farm notables also are featured. 

* s s 

Listening For Goers 
STREAMLINED f o r motorists, 
Harmony Highway on CJRC, Win- 
nipeg, is directed at week -end 
travelers listening to their car ra- 
dios and furnishes transcribed mu- 
sic with road reports, safety hints, 
and general tips for pleasure -seek- 
ers. 

Radio Station Representatives 
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LEFT SHOE OFF 
Shreveport Club Has Novel 

Ball Game Ritual 
OFTEN during his sportscasts on 
KWKH and KTBS, Shreveport, 
La., Jerry Bozeman greeted listen- 
ers with "Take off your left shoe 
and let's put the sports down in 
front again ". Taking the cue, many 
fans in the stands during the 
broadcast of Shreveport Sports 
games in the Texas League ac- 

tually would take off their left 
shoes -just for the fun of joining 
in with Bozeman rather than in 
superstition. 

Result was formation of the 
"Left Shoe Off Club ". In its first 
few weeks, several thousand fans 
mailed requests for membership 
cards. Ten thousand members are 
expected within the next few 
weeks. Here are two distinguished 
members -in a pose characteristic 
of club members, with Sportscaster 
Bozeman (center) - Curtis Parker 
(left), coach of the Centenary Col- 
lege football team, and Bonneau 
Peters (left), president of the 
Shreveport Baseball Club. Below 
the picture is a reproduction of one 
of the membership cards. 

* * * 

Staff and Distaff 
WITH ACCENT on the distaff 
side, a new series of weekly pro- 
grams on WIL, St. Louis, I'd Like 
to Know, presents Mrs. Schuyler 
Smith, traveler -lecturer- author, in 
interviews with outstanding per- 
sonalities in the world of letters, 
art, science and social life. 

* * * 

Listeners' Decisions 
ACTUAL legal cases are drama- 
tized with members of the audience 
explaining how they would reach 
decisions on the problems involved 
during the Now You Decide pro- 
gram, which was resumed June 20 
on WHN, New York. George 
Combs Jr., commentator, directs. 

America's 4th Market 

KEHE 
780 Kc 

Is GOOD Insurance 
In Los Angeles 

Buy Us TOO and 
INSURE Your RESULTS! 

MINIMUM EXTRA COST 
MAXIMUM EXTRA RESULTS 

BROADCASTING 

Keyboard Combine 
NEW program of KMOX, St. 
Louis, The KMOX Keyboard Choir, 
features the five keyboard instru- 
ments of the station -novachord, 
Kilgen organ, Hammond electric, 
celeste and piano -with Seth Grei- 
ner, Arthur Utt, Venida Jones, 
Ruth Hulse Nelson and Andrew 
McKinney playing. Special arrange- 
ments for the Sunday evening 
quarter -hour, conceived by Chester 
G. Renier, KMOX program direc- 
tor, are written by Joe Stovall. 

e k e 

Business Quizness 
QUESTIONS on manufacturers, 
their products, familiar t r a d e- 
marks, label recognition, color of 
packaging and such are the meat 
of a new quiz show, Bizz -Quiz, 
started recently on KJR, Seattle, 
by the Washington State Mfrs. 
Assn. Five members of the audi- 
ence grapple with the questions, 
and when they fail to answer, the 
audience gets a chance. Prizes, 
ranging from corn flakes to caviar, 
go to winners. 

e e e 

Shoreline Gleanings 
EVERY Friday and Saturday 
evening t h r o u g h the summer, 
WICC, Bridgeport, Conn., is car- 
rying William Elliott as its Beach 
Reporter, giving time, temperature, 
tide and weather reports as re- 
lated to the major beaches on the 
Southern Connecticut shoreline. 
He also reports major attractions 
and sports events at the resorts. 
Sponsorship is by Bask, a sun -tan 
preparation. 

a a a 

Return of the Pooch 
WORKING in cooperation with 
animal rescue and humane socie- 
ties, WICC, Bridgeport, Conn., 
carries a thrice weekly, 7:55 a. m. 
program titled A Dog's Best 
Friend and sponsored by the Ken- 
nel Food Supply Co., Fairfield, 
Conn. It features lost -dog an- 
nouncements, carried without 
charge. It has been highly success- 
ful in restoring stray canines. 

a e 

Unsullied by Talk 
PROGRAM DIRECTOR R. B. Mc- 
Alister, of KFYO, Lubbock, Tex., 
claims one of the few remaining 
"firsts" in radio with the new 
Music with a Smile program, pro- 
duced by him and fed to Texas 
State Network. The program uses 
no announcer at any time. Pro- 
gram introduction, song titles, and 
even network identification a r e 
sung. 

In the heart 
of America's 
Tobacco -land 

WFTC 
Kinston, N. C. 

Rep.: Burn - Smith Co. 

Broadcast Advertising 

Waukegan Dual 
FIRST double -billing of a 
movie and a radio broadcast 
occurred June 25 when the 
Jello program originated on 
NBC -Red from Waukegan, 
home town of Jack Benny, in 
conjunction with the premiere 
of "Man About Town ", movie 
in which Benny is featured. 
Radio people from all over 
the Midwest attended the 
show. Sid Strotz, manager of 
NBC -Chicago, and William 
Ray, head of public relations 
of NBC -Chicago, entertained 
the radio and newspaper 
press at a cocktail party be- 
tween the early and rebroad- 
cast Jack Benny programs. 
Prior to the broadcast, Mayor 
Mancel Talcott, friend of 
Benny who appeared on the 
program, sent Waukegan mo- 
torcycle officers to all nearby 
cities with "warrants" sum- 
moning all mayors to attend 
the show. 

Dizz and His Quiz 
NEW daily man -on -the -s tree t 
spelling bee feature of WNOX, 
Knoxville, Doc Dizz & His Dizzy 
Spells, has red- bearded Announcer 
Read Wilson standing on the street 
before the studio entrance under a 
big striped umbrella handing out 
words for passers -by to spell. With 
simpler words worth from a nickel 
to a quarter to their spellers, the 
program is highlighted with spe- 
cial prizes. 

WFAA Observes 17th 
WFAA, Dallas, on June 26 cele- 
brated its 17th anniversary on the 
air with a breakfast for staff mem- 
bers and a special hour program. 
The anniversary broadcast was 
presented by a company of more 
than 60 entertainers, along with a 
review of the station's history by 
Adams Colhoun, office manager, who 
was WFAA's first announcer, and 
a message from G. B. Dealey, pres- 
ident of A. H. Belo Corp., owners 
of the station and publishers of the 
Dallas Morning News. Martin B. 
Campbell, general manager of 
WFAA, presided at the breakfast, 
at which officials of the News also 
were guests. 

OM 
Full-time foreign. 
language program 
M New York -Ital. 
.an, Carman, Polish 

and Yiddish. 

JOSEPH LANG. Mgr. 

5.000.000 POTENTI i I. AUDIENCE 

Thrilled millions of network 
listeners for 4i years ... 

- SECRET AGENT 
K -7 RETURNS- 

Now offered as a Syndi- 
cated Transcribed Feature 

Realistic dramatizations of exploita of a 
Secret Service Agent on land, in the air 
and at sea. Espionage -counter espion- 
age-sabotage-propaganda-intrigue! 
Timely series of new tales as exciting as 
their predecessors. 

For an audition and complete 
information, visit 

NBC 
TRANSCRIPTION SERVICE 

EXHIBIT 
At Atlantic City NAB 

Convention 

HOTEL AMBASSADOR 

NATIONAL BROADCASTING COMPANY 
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STATION ACCOUNTS 
sp- studio programs t- transcriptions 

sa -spot announcements ta- transcription announcements 

WFAA -WBAP, Dallas -Ft. Worth 
Ch r. Hansen's Laboratories, Little 

Falls, N. Y. (Junket Freezing Mix), 
5 ta weekly, thru Mitchell -Faust 
Adv. Co., Chicago. 

Lever Bros. Co., Cambridge, Mass. 
(Spry), 6 as weekly, thru Ruthrauff 

& Ryan. N. Y. 
Colgate -Palmolive-Peet Co., Jersey 

City (Palmolive Soap), 18 as week - 
19, thru Benton & Bowles. N. Y. 

Chrysler Corp., Detroit (Dodge), 7 
as weekly, thru J. Stirling Getchell, 
Detroit. 

U. S. Tobacco Co., New York (Red 
Seal Snuff), 5 t, weekly thru Arthur 
Kiidner. N. Y. 

General Mills, Minneapolis (Whea- 
ties), 5 t weekly. thru Blackett- 
Sample- Hummert, Chicago. 

Webster -Eisenlohr, New York (Tom 
Moore Cigars). 2 ap weekly, thru 
N. W. Ayer & Son. Philadelphia. 

American Snuff Co., Memphis (Gar - rett's Snuff). 2 t weekly, thru Simon 
& Gwynn. Memphis. 

Lehn & Fink Products Co., New York 
(Hinds Honey & Almond Cream), 

15 ta weekly, thru William Esty & 
Co., N. Y. 

Skinner Mfg. Co.. Omaha (Raisin - Bran). 7 ta weekly. thru Ferry - 
Hanley Co.. Kansas City. 

BC Remedy Co., Durham, N. C. (BC 
Headache Powders), 6 ta weekly, 
thru Harvey -Massengale Co., Dur- 
ham. 

Zonite Products Co., New York (For - ban's Toothpaste). 26 ta, thru Cow- 
an & Dengler. N. Y. 

Peter Pnul Inc., Naugatuck, Conn. 
(Ten Crown Gum & Walnettos), 6 
as weekly. thru Platt -Forbes, N. Y. American Chicle Co., Long Island 
City ( Dentyne Gum), 8 to weekly, 
thru Badger & Browning & Hersey, 
N. Y. 

WOR, Newark 
Kirkman & Sons, Brooklyn, N. Y. (soap). 3 ap weekly, thru N. W. Ayer & Sons, N. Y. 
Yeckes- Eicenhaum, New York (flavor - sealed melons), 5 as weekly, thru 

S. C. Groot Co., N. Y. 
American Beverage Co.. New York 

e ssélhrywkly sp. 2 weektruLaw Lawrence 
C. Gumbinner, N. Y. 

WTAQ, Green Bay, Wis. 
International Harvester Co., Chicago, 

26 ea. then Aubrey, Moore & Wal- lace. Chicago. 
Northland Greyhound Lines. 5 ap weekly, thru Beaumont & Hohman Cleveland. 
Babson BMA., Chicago (Surve miler) 

56 te. thru Matteson -Fogarty- Jor- dan, Chicago. 

WPTF, Raleigh, N. C. 
U. S. Tobacco Co.. New York (Bruton 

and Red Senl snuff), 5 t weekly. 
then Arthur Kndner, N. Y. 

Stanback Remedy Co.. Salisbury, N. 
C. (proprietary), daily sa. 52 weeks. 
then .1. Carson Brantley Adv. Agen- 
cy, Salisbury. 

Air Conditioning Training Corp.. 
Youngstown, 3 t weekly, thru Weill 
& Wilkins, N. Y. 

WRC, Washington 
Chr. Hansen's Labs., Little Falls, 

N. Y. (Junket). 5 t weekly. thru 
Mitchell -Faust Adv. Co., Chicago. 

THE 1?uiinQtiL OF 
BROADCASTING 

WMCA, New York 
Agash Refining Corp., Brooklyn (edi- 

ble oils), 3 ap weekly. 26 weeks, 
Own H. C. Morris Adv. Agency, 
N. Y. 

Lehn & Fink Products Corp.. New 
York (Hinds Honey & Almond 
Cream), 15 as weekly. 8 weeks, 
then Wm. Esty & Co., N. Y. 

Manhattan Soap Co.. New York 
(Sweetheart sonn). 5 sn weekly, 

then Franklin Bruck Adv. Corp., 
N. Y. 

Old Orchard Bench Assn.. 01d Or- 
chard, Bench Me.. 3 sa weekly. 5 
weeks, then John W. Queen, Bos- 
ton. 

Yonne Pennle's Church of the Air, 
Philadelphia, weekly sp. 52 weeks. 
direct. 

Unity School of Christianity. Kansas 
City, 6 ap weekly. 39 weeks. thru 
Carl Frankhiser Agency, Kansas 
City. 

Cuahman's Sons, New York (bakers). 
3 an wenkin. 19 se e- -kly, ihr» 
Samuel C. Croat Co., N. Y. 

WNOX, Knoxville 
General Mills. Minneapolis.5 t week - 

1^ then Blackett- Sample -Hummert. 
Chicago. 

Gulf Refining Co.. Pittsburgh (Gulf- 
sinews), 2 t weekly, thru Young & 
Rnhicam. N. Y. 

Barret. Bros. Co,. Cincinnati. 9 so 
daily. thru Midland Adv. Agency. 
Cincinnati. 

Stanhoek Co.. Salisbury, N. C. (pro- 
prietary). 4 sa daily, direct. 

Birelev's, Hollywood (nnnrentie). 
daily ea. eh.., r?nymond R. Morgan 
Co.. Los Angeles. 

KFBK, Sacramento, Calif. 
Paramount Pictures. New Y o r k. 

welly sa, thru Buchanan & Co.. 
N. Y. 

Dr. E. L. Laisne, Fresno. Cal.. (on- 
tometry chain), 7 as weekly. direct. 

Pass Pegs Sales Co.. San Francisco 
(fond nrnduela) weekly ap. direct. 

Quaker Oats Co.. Chicago (cereal). 
12 se weekly, thru Sherman K. El- 
lis, Chicago. 

KSFO, San Francisco 
California Fruit Growers Exchange, 

Los Angeles (Pectin) 3 sp weekly, 
thni Lord & Thomas. Los Anreles. 

Chrysler Motor Co.. Detroit (Dodge), 
7 ta. weekly ten Ruthrauff & Ryan, 
N. Y. 

Lehn & Fink Products Co.. N. Y. 
(lotion) 16 ta weekly, then Wil- 
liam Esty & Co., N. Y. 

WWL, New Orleans 
American Snuff Co., Memphis, 2 t 

weekly, then Simon & Gwynn, Mem- 
phis. 

CKOC, Hamilton, Ont. 
Ontario Government, Toronto (Dept. 

of Highways), 13 ap, direct. 

KFI, Los Angeles 
Northam Warren Corp., New York 

(Cutex nail polish), 6 sa weekly, 
thru J. Walter Thompson Co., 
N. Y. 

Studebaker Sales Corp., South Bend, 
Ind. (autos), 2 t weekly, thru 
Roche, Williams & Cunnyngham, 
Chicago. 

Bank of America National Trust & 
Savings Assn., San Francisco 
(banking), 4 as weekly, thru Chas. 
R. Stuart, San Francisco. 

Sofeuz Sales Corp., Los Angeles (cos- 
metic), weekly ap. thru Richard F. 
Connor Adv., Manhattan Beach, 
Cal. 

Lehn & Fink Products Co., New York 
(Hinds cream), 13 as weekly, thru 
Wm. Esty & Co., N. Y. 

Federal Savings & Loan Institute of 
California, Los Angeles (loans), 
weekly ap, thru Elwood J. Robinson 
Adv. Agency, Los Angeles. 

Artichoke Ltd., San Jos e, Cal. 
(bread), 2 as weekly, thru Long 

Adv. Service. San Jose. 
Coast Federal Savings & Loan Assn., 

Los Angeles (investments). 3 ap 
weekly, thru Robert F. Dennis Adv. 
Agency. Los Angeles. 

L. A. Sausage Co., Vernon, Cal. 
(smoked meats), 6 sp weekly, thru 
Darwin H. Clark Adv., Los An- 
geles. 

Kemp & Lane. Le Roy, N. Y. (Oran - 
seine Powder), weekly sa. thru 
Hughes, Wolff & Co., Rochester, 
N. Y. 

Wilmington Transportation Co., Los 
Angeles (resort). 5 sa weekly, thru 
Niesser- Meyerhoff, Los Angeles. 

WNAX, Yankton, S. D. 
Chrysler Corp., Detroit (autos). sa 

series, thru J. Sterling Getchell, 
N. Y. 

B. F. Goodrich Rubber Co.. Akron, 5 
sp weekly, thru Griswold -Eshelman, 
Cleveland. 

International Harvester Co., Chicago 
(twine), 6 sa weekly. thru Aubrey, 
Moore & Wallace, Chicago. 

Air Conditioning Training Corp.. 
Youngstown. 5 t weekly, thru Weill 
& Wilkins, N. Y. 

KMJ, Fresno, Calif. 
Paramount Pictures. New Y o r k, 

weekly sa, thru Buchanan & Co., 
N. Y. 

Fisher Flour Mills, Seattle, 2 ap 
weekly, thru McCann -Erickson, San 
Francisco. 

KXOK, St. Louis 
Tobacco Merchants Asan. of U. S., 

St. Louis (anti -ordinance cam - 
paign), sa series, thru Thomas W. 
Parry Agency, St. Louis. 

KJBS, San Francisco 
Montezuma School for Boys, Los 

Gatos, Cal. (military school), 2 ap 
weekly, direct. 

He's retired in Washington since they put the 'Timekee p r' 
.- 

a WRC." 
Pd. Ad.. 

WGY, Schenectady 
Air Conditioning Training Corp., 

Youngstown, 3 ap weekly, thru Na- 
tional Classified Adv. A g e n e y, 
Youngstown. 

American Chicle Co., Long Island City 
(Dentyne), 8 ta weekly, thru Bad- 
ger & Browning, N. Y. 

Brown & Williamson Tobacco Co., 
Louisville (Bugler), 2 t weekly, 
thru Russel M. Seeds, Chicago. 

Firestone Tire & Rubber Co., Akron, 
2 t weekly, thru Sweeney & James, 
Cleveland. 

Zonite Products, New York (For - 
ban's), 2 ap weekly, thru Cowan 
& Dengler, N. Y. 

Gulf Refining Co.. Pittsburgh (Gulf - 
spray), 2 t weekly, thru Young & 
Rubicam, N. Y. 

James Hetldons' Sons, Dowagiac, 
Mich. (fishing tackle). 3 ta weekly, 
thru Rogers & Smith, Chicago. 

International Harvester Co., Chicago. 
6 ta weekly. then Aubrey, Moore & 
Wallace, Chicago. 

Joe Lowe Co., Brooklyn (Popsiclesi. 
3 t weekly, thru Biow Co., N. Y. 

Miles Laboratories, Elkhart, Incl. 
(Alka- Seltzer). 5 to weekly, thru 
Wade Adv. Agency, Chicago. 

Modern Food Process Co.. Philadel- 
phia (Thrivo dog food), 2 ta 
weekly, thru Clements Co., Phila- 
delphia. 

National Biscuit Co., New York 
(bread), 3 t daily, thru McCann - 
Erickson. N. Y. 

Potter Drug & Chemical Co.. Malden. 
Mass. ( Cuticura). 6 ta weekly (re- 
newal). 6 sa weekly, thru Ather- 
ton & Currier. N. Y. 

Procter & Gamble Co., Cincinnati 
(Camay) 5 t weekly. then Pedlar 
& Rynn. N. Y. 

RCA Mfg. Co.. Camden (Victor), 
weekly sp. direct. 

Railway Exnress Co.. New York, daily 
so, thru Caplea Co., N. Y. 

Sealtest Inc.. Philadelphia (dairy 
prodnctal. 5 t weekly. then McKee 
& Albrirht. Philadelphia. 

Spencer Shoe Stores. Boston. 3 to 
weekly. thru Chambers & Wiswell. 
Boston. 

WHN, New York 
Kem Laboratories. Jersey City (liquid 

plant fond). 3 ap weekly, 54 weeks, 
then Williams & Saylor, N. Y. 

Railway Express Agency, New York, 
3 sa weekly, 4 weeks, thru Caples 
Co.. N. Y. 

Perfection Products Co.. New York 
(Touday cosmetics), 3 ap weekly, 

direct. 
Saint -Germain Press of Los Angeles. 

3 t weekly. 52 weeks, thru Ted 
Dahl Adv. Agency. Los Angeles. 

Sears Roebuck & Co.. Chicago, 100 
aa, 16 days. thru Blackett-Sample- 
Hummert, Chicago. 

Metropolitan Life Insurance Co., New 
York, 5 an weekly. 13 weeks, thru 
Young & Rubicam. N. Y. 

I. J. Fox, New York (furriers), 
daily sa, 5 weeks. Placed direct. 

Potter Drug & Chemical Co., Malden, 
Mass. (Cuticura soap), 6 sa weekly, 
4 weeks, thru Atherton & Currier, 
N. Y. 

KNX, Hollywood 
Central Milk Sales Agency, Downey, 

Cal.. (milk), 6 ap weekly. thru Dan 
B. Miner Co., Los Angeles. 

Domestic Products Corp., Wyandotte, 
Mich., (Clix Drain Solvent), 5 ap 
weekly, direct. 

Dr. Miles. California Co., Los An- 
geles (Alka -Seltzer) 5 t weekly. 
thru Associated Adv. Agency, Los 
Angeles. 

Lawry's Products, Los Angeles (sea- 
soned salt), weekly ap, thru Cali- 
fornia Adv. Agency, Los Angeles. 

WLW, Cincinnati 
Procter & Gamble Co.. Cincinnati 

(Crisco), 5 t weekly, then Compton 
Adv., N. Y. 

Campbell Cereal Co., Minneapolis 
(Malto -Meal) 5 t weekly, starting 
Oct. 9, thru H. W. Kastor & Sons, 
Chicago. 

WBEN, Buffalo 
Bennis Watch Co., New York, daily 

sa, then J. D. Tardier & Co., N. Y. 
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KSTP, St. Paul. has signed up three 
sponsors for 22 days of special events 
broadcasts within the next two 
months. Northwest Buick dealers are 
sponsoring coverage of the Women's 
Trans- Mississippi golf tourney. June 
25-.July 2. Lambert- Simpson Co. will 
sponsor the four -day St. Paul Open 
to promote Timken oil burners. The 
10 -day Minnesota State Fair broad- 
casts will be sponsored again this year 
by the Montgomery Ward retail store 
in St. Paul. which already has two 
daily quarter -hours on KSTP featur- 
ing Corinne Jordan. A.I1 the special 
events will utilize the station's mo- 
bile unit. 
CHICAGO Distilled Water & Bever- 
age Co.. Chicago (Dad's root beer). 
on .11111e 20 started n thrice -weekly 
15- minute program on WCFL. that 
city. Malcolm- Howard. Chicago. han- 
dles the amount. 
GARCIA GRANDE CIGARS, New 
York. has started daily participations 
in the 3% -hour race track broadcasts 
m WIND. Citer. Ind., making the 
fifth participating sponsor in the se- 
ries LBRO:1nc. crrIsG, June 151 Wesley 
Assoeintes. N. Y., is agency. 
BURLiNGTON TRANSPORTA- 
TION Co.. Chicago (tour service). 
has starred live weekly spot announce - 
ments on WMAQ. Chicago. Reincke. 
Ellis. lnunggreen & Finn. Chicngo, 
handles the account. 
KEELEY Institute, Dwight. Ill.. on 
Jose 19 started six -weekly spot an- 
nouncements on CKLW. Windsor-De- 
troit, in a lest campaign that may be 
extended this fall. Beaumont & Holt- 
man. Chicago, is agency. 

In Omaha 

ROIL 

In Omaha 

ROIL 

In Omaha 

ROIL 

is the basic 
Columbia out- 
let for 201,430 
radio homes in 

this trading 
area. 

backs up your 
program with 
a tested, pro- 
ductive 7 Point 
Plus Merchan- 
dising Plan. 

is doing the 
outstanding 
sales ¡ob. 

8011. -OMAHA 
Rep. by the Hatz Agency 

BROADCASTING 

Cool in Colorado 
CAPITALIZING on the hot - 
and - c o l d temperature ex- 
tremes between Oklahoma 
City and Grand Lake, Col., 
Radio Productions, Denver, 
sent two salesmen to Grand 
Lake and in two days signed 
up 20 local merchants to co- 
operatively sponsor a temp- 
erature report spot cam- 
paign on KOMA, Oklahoma 
City. The spot program, com- 
paring the high temperature 
in Oklahoma City with the 
cool weather at Grand Lake 
and designed to lure heat -suf- 
ferers to the resort, began 
June 15 and will c a r r y 
through the Grand Lake sea- 
son. 

3ATHAS\VEET Corp., New York 
(bath salts), on .June 21$ started u 

sew series on WBBM. Chicago, Mon.. 
Wed., Fri., 7 -7:15 a.m., featuring 1. 
Oren Weaver. bead of the WBBJ 
news department, in what he terns. 
"tailored news ". Events of the dttp 
are interpreted and correlated in re 
lotion to similar backgrounds am 
happenings known to Chicagoans ant 
residents of the Midwest, the criteria 
of selection being regional and loco 
interest. H. M. Kiesewetter A. A. 
N. Y., handles the account. 
ST. GERMAIN PRESS, Chicago (re- 
ligious), a heavy user of radio time. 
on June 30 started for 17 clays a twice 
daily, half -hour talk by Mrs. G. W. 
Ballard, head of the "Great I Am" 
movement, on KH.J. Los Angeles. 
Program is remoted from the Shrine 
Auditorium in downtown Los Ange- 
les. Account is also using from one to 
five -weekly quarter-hour similar talks. 
transcribed. on 25 stations nation- 
ally. RCA -Victor and C. P. McGregor. 
both of Hollywood, cut the transcribed 
series. Ted Dahl Adv. Agency, T.ns 
Angeles. has the account. 
LOG CABIN BREAD Co.. Los An- 
geles t Roman Meal bread). on June 
26 started for 13 weeks sponsoring 
the thrice -weekly half -hour itao -on- 
the- Street on KFAC, that city. Leslie 
Adams is at the mike. Firm also spon- 
sors the five weekly quarter -b n a r 
transcribed Air Adrent urea of Jimmie 
.Allen on K1`AC and will use spot an- 
nouncements on other Los Angeles 
stations in a enninaign to start short- 
ly. Scholia Adv. Service, Los Angeles. 
has the account. 
CANINE SPECIALTY Co., Los An- 
geles (Vi -Ti Dog Kandy). new to ra- 
dio. which recently appointed Scholts 
Adv. Service. that city, to direct its 
national advertising. has started n 
thrice -weekly five- minute p r o g r n m. 
l)op Stories. with Ted Meyers. nar- 
rator. on KH.J. Contract is for 52 
weeks. having started .June 12. 
S T E P H A N () BROS.. Philadelphia 
(Marvel cigarettes). is sponsoring fro 
Blue's Sports Ornohi, program thrice - 
weekly on KPO. San Fraaeiscn. Ageu- 
ey is Aitkin- Kynett. Philadelphia. 
BEATRICE CREAMERY Co.. Chi- 
cago (\Iearinw Gold). nu .Jame 23 
started Lightnin' .Jim on \\-Litt'. 
Muncie. Ind. This brings the list to 
17 stations using the half -hour adven- 
ture disc series. Lord & Tltnnms. Chi- 
cago. handles the tiecnunt. 

Photo Firm Testing 
POSTO -PHOTO Co., Camden, N. 
J., on June 19 started a 13 -week 
test campaign to promote its photo- 
graphic developing and enlarging 
service using Phil Cook's Morning 
Almanac program thrice -weekly on 
WABC, New York. If the test 
proves successful, further radio ad- 
vertising will be used, according to 
Redfield- Johnstone, New Y o r k, 
agency handling the account. 

Broadcast Advertising 

NBC Sales Shifts 
EDWARD H. HITZ, NBC network 
salesman since Dec. 1, 1928, and 
previously a member of the mer- 
chandising department of the New 
York Daily News, has been ap- 
pointed assistant to Roy C. Wit- 
mer, NBC vice -president in charge 
of sales, effective immediately, suc- 
ceeding James V. McConnell, re- 
cently transferred to the stations 
department to head NBC national 
spot and local sales. Mr. Hitz will 
coordinate all general sales opera- 
tions in matter's of policy, rates, 
acceptability of accounts, commer- 
cial programs, special service, etc., 
within the sales divisions and will 
act as a point of contact with other 
departments of the company. Vic- 
tor Van der Linde, NBC general 
sales counsellor and with the net- 
work for four years, has resigned. 
No successor has been named as 
yet and Mr. Van der Linde has not 
announced plans. 

Palmier on Blue 
PALMER BROS. Co., New York 
(mattresses -confortables), on Aug. 
20 will sponsor a special "pack- 
aged show" on NBC -Blue, using 
four of the network's commenta- 
tors on weekly quarter -hour pro- 
grams, which will originate alter- 
nately from Washington and New 
York. Commentators will be Nola 
Tuxfo'd on women's affairs, Bill 
Stern on sports, Graham McNa- 
mee on general news, and H. R. 
Baukhage, NBC's Washington po- 
litical commentator. Tucker Wayne 
& Co., Atlanta, handles the ac- 
count. 

Specializing in 

-Pcive/ttiJ[ny 

For Stations All 

Over the 
Country! 

ADRIAN JAMES FLANTER 
and associates 

132 West 43rd New York City 

A Variety Program Series 
of Proved Mass Appeal 

S 1V 
,)rs f li t Z ZG 

- features top -flight radio acts and 

personalities with strong followings, in vocal, 

instrumental and novelty programs- 

The Turc Twisters 

'Jonc Rossel[ 

Fields and Hall 

'l'he Rhythm Rascals 
and .Iran Ellington 

jack and Loretta (:lemons 

The Jesters 

The Kidtsullers 

The [Moult '['rio 

Cordouan ( ;:psies 

Carol W evman with Ilarry 
Breuer s t )reh est ra 

['lue Ilia rioteers 

\lilt llertb and l'as Ryan 

Joe Lilley's Whispering Choir 

Mary Eastman with Jot 
\tarisca's Orchestra 

-and many others 

For on audition .und complete 
informed...., . 

TRANSCRIPTION SERVICE 
EXHIBIT 

At Atlantic City NAB 
Convention 

HOTEL AMBASSADOR 

NATIONAL BROADCASTING COMPANY 
A Radio Corporation of America Service 
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MRS. E. ROOSEVELT 
WOULD BUY KTAT 

RUTH G. ROOSEVELT, wife of 
Elliott Roosevelt, pr e s i d e n t of 
Texas State Network, has applied 
to the FCC for authority to pur- 
chase KTAT, Fort Worth, 1,000 - 
wetter on 1240 kc., now owned by 
Raymond E. Buck, Fort Worth at- 
torney and counsel for American 
Airlines. The purchase price for the 
entire issue of 1,700 shares of the 
common stock of Tarrant Broad- 
casting Co., licensee, is stated in the 
contract as $101,570. 

Mrs. Roosevelt on April 23 of 
last year acquired KFJZ, Fort 
Worth local outlet, for $67,600 with 
the FCC's consent, and at the hear- 
ing on the transfer it was pointed 
out by her husband that he would 
share ownership of the station with 
her under the Texas community 
property laws. Since then both 
KFJZ and KTAT have been used 
as outlets of the Texas State Net- 
work. 

The application states that Mrs. 
Roosevelt will surrender the license 
of KFJZ or otherwise dispose of it 
if the KTAT transfer is authorized. 

KTAT was acquired by Mr. Buck 
in 1936 from the old Southwest 
Broadcasting System, whose other 
stations were sold to Hearst Radio. 
He paid $150,000 for the station. 
Last October he applied to the 
FCC to sell 51% of its stock to 
Col. W. T. Knight, Wichita Falls 
oil man, for $87,000 and to move 
the station into Wichita Falls. This 
deal was dropped last March in 
view of the license issued for the 
new KWFT, Wichita Falls, which 
is slated to begin operation July 
15. 

RIDING high atop a ponderous pachyderm when the circus came to 
town is (left) Norman Feltcorn of the Staff of WNLC, New London, 
Conn., who broadcasts his impressions to the audience. At right Nor - 
bourne Smith, announcer of KFEL, Denver, holds the tail of that tiger 
while doing a pack transmitter remote from the public market. Mabel 
Stark, famous woman animal trainer, furnished the tiger cub and kept 
him at safe distance. 

New Texas Network 
A NEW Texas network of six re- 
gional stations has been organized 
to begin operation Sept. 26, after 
daylight saving time ends. Known 
as the Lone Star Chain, the network 
will comprise KGNC, Amarillo; 
KRIS, Corpus Christi; KGKO, Fort 
Worth; KXYZ, Houston; KTSA, 
San Antonio; KRGV, Weslaco. Its 
management will be in the hands 
of an operating committee of three, 
with Harold Hough, KGKO, as 
chairman, and Tilford J on e s, 
KXYZ -KRIS, and O. L. (Ted) Tay- 
lor, KTSA -KGNC -KRGV, as the 
other members. The chain will be 
sold in groups of three, five or six. 

NBC's Roving Newsman 
JOHN GUNTHER, noted foreign 
correspondent who wrote Inside 
Europe and the new best -seller, 
Inside Asia, has been signed by 
NBC as its roving correspondent 
and sailed June 21 for Europe. Re- 
cently he has been making frequent 
guest appearances on the air, 
notably on the Information Please 
program. He will broadcast from 
various points without set schedule 
or fixed topics, working in collabo- 
ration with NBC's European rep- 
resentatives, Fred Bate in London 
and Max Jordan in Basle. 

FCC's Appeal to Defer 
Cheyenne Order Granted 
IN A SURPRISE action June 20, 
the U. S. Court of Appeals for the 
District of Columbia issued an or- 
der suspending its issuance of a 
writ of mandamus in the so- called 
Heitmeyer case, involving a new 
station application in Cheyenne, 
Wyo., and allowing the FCC time 
in which to file a formal opposition. 
The court granted a petition filed 
by the FCC asking it to alter its 
action, on the ground that the Com- 
mission had not been given a 
"proper hearing" on the issuance 
of the writ. Previously the court 
had reversed the FCC's denial of 
the application of Paul R. Heit- 
meyer, and granted a petition to 
enjoin the FCC from holding a 
further hearing on his application 
with new parties involved. 

Acting on the petition of FCC 
General Counsel William J. Demp- 
sey, the court ordered that its ac- 
tion of May 24 directing the issu- 
ance of the writ which commanded 
the Commission to grant the Heit- 
meyer application be suspended for 
ten days from June 20. The Com- 
mission was given five days within 
which to file its grounds for oppo- 
sition and Heitmeyer was allowed 
a similar length of time to answer. 

A NEW local station on 1420 ke. in 
Sarasota, Fla. is sought in an appli- 
cation Sled with the FCC by WSPB 
Inc., a group comprising three busi- 
ness men of Chattanooga - S. C. 
Hutchinson, R. C. Jones Jr. and S. 
H. Campbell Jr., each of whom is 
:32% stockholder. 

W-C-B-M 
BALTIMORE, MARYLAND 

SERVING BALTIMORE, WITH OVER 

HALF OF MARYLAND'S RADIO FAMILIES 
Owned and Operated by 

THE BALTIMORE BROADCASTING CORP. 
JOHN ELAMER, President GEORGE H. ROEDER, Manager 
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Warner Bros. Out 
QAW$ RBI of Transamerican - 

Clark, Rosenberg, Catchings 
Acquire AR of Holdings 
TRANSFER of the 65% interest 
held by Warner Bros. in Trans - 
american Broadcasting & Televi- 
sion Corp. to John L. Clark and 
E. J. Rosenberg, Transamerican's 
president and vice- president, re- 
spectively, and Waddill Catchings, 
representing the North American 
Co., publicity utility holding com- 
pany, was completed June 15. 

The deal eliminates the film pro- 
ducers entirely from Transameri- 
can, which it organized in 1936 
with Messrs. Clark and Rosenberg, 
later affiliating with the North 
American Co., operators of Muzak 
Inc., wired service, and Associated 
Music Publishers. No disposition of 
the newly -acquired block of stock 
has been made by the new owners. 

Expansion of Transamerican's 
New York and Chicago offices is 
planned, according to Mr. Rosen- 
berg, along with an increase in 
personnel for the program produc- 
ing, writing and sales staffs. Rob- 
ert Morgan, formerly of Ken mag- 
azine, has joined the New York 
sales staff, and Vera Oldam, radio 
writer, is a new member of the 
script- writing staff. 

SEC Shows Transfer 
According to SEC records, North 

American Co. on April 1, 1938, con- 
tracted with Warner Bros. to 
transfer, for a two - year test 
period, common stock control 
(50.01 %) of AMP, and through 
AMP control of Breitkopf Publi- 
cations Inc. and Muzak Corp., also 
granting Muzak Corp. a license to 
patents of Wired Radio Inc. Ac- 
cording to this agreement, if War- 
ner Bros. elected to engage in the 
commercial development of these 
firms during the two -year period, 
Wired Radio Inc. also would be 
transferred; if not, ownership 
would revert to North American, 
subject to a Warner Bros. option 
to retain AMP and Breitkopf. 

On May 29, 1939, this contract 
was modified, SEC records show. 
At that time Warner Bros. held 
about 40% control of AMP, since 
two British corporations subse- 
quently had purchased additional 
shares of common stock and re- 
duced Warner's relative holdings, 
and the wife of a Warner Bros. 
director, who also was a salaried 
officer of AMP, held about 30 %. 
Under the May 29 agreement War- 
ner Bros. transferred to AMP all 
its common and preferred stock in 
Transamerican in exchange for 
$100,000 par value of 5% second 
preferred stock of AMP, and with 
a stipulation that Warner Bros. 
was relieved of all present and fu- 
ture obligations under the April 1, 
1938, agreement, and also all ob- 
ligations to contribute further 
capital to Transamerican. 

Met Station News 
METROPOLITAN LIFE Insur- 
ance Co., New York, on June 19 
started a five -minute Italian news 
program six times weekly on WOV, 
New York. Other Metropolitan Life 
programs consist of quarter -hour 
talks five times a week by Edwin 
C. Hill, transcribed on WHN, New 
York, and live on 3 MBS stations. 
Young & Rubicam, New York, 
handles the account. 

WORLD Broadcasting System an- 
nounces the following new subscribers 
to World Library Service: WMOB, 
Mobile ; WPAD, Paducah, Ky. ; KOH, 
Reno; KVSF, Santa Fe ; KTSA, San 
Antonio. In addition to cooperating in 
a special one -hour inauguration pro- 
gram for the new subscribers, which 
included recorded greetings from P. L. 
Deutsch, WBS president. World pre- 
sented quarter -hour salutes to WOPI, 
Bristol, Tenn., and WHIS, Bluefield, 
W. Va., on their tenth anniversaries. 
STANDARD RADIO announces the 
following new subscribers to its Stand- 
ard Library Service: KGIW, Alamosa, 
Col. ; WMMN, Fairmont, W. Va. - 

WGAU, Athens. Ga.; KRLH, Mid- 
land, Tex.; KNET, Palestine, Tex. 
EDWARD SLOMAN Productions. 
new Hollywood radio production unit 
with headquarters at 8782 Sunset 
Blvd. has started to transcribe 78 
quarter -hour episodes of the comedy - 
drama, The Shannons, basing the se- 
rial on the film story. Transcribed 
version, written by Paul Gerard 
Smith. features Jimmy, Lucille and 
Russell Gleason, film actors, Paul 
Sawtell is musical director, Sam M. 
Kerner is production supervisor and 
Edward Sloman director. Telecast 
Corp. of America Inc., Hollywood, is 
the distributing agency. 
MAX REINHART Workshop, Holly- 
wood theatrical school, has purchased 
the RCA and custom -built radio 
equipment housed in its 5939 Sunset 
Blvd. location, formerly the CBS Pa- 
cific Coast headquarters. Purchase was 
made from Otto K. Olesen Co., Holly- 
wood, which secured the uipment 
from the network when CBS moved 
to Columbia Square last year. The 
deal also included the Otto K. Olesen 
Recording Studios, headquartered in 
the school building. It will be operated 
under the name of Max Reinhart Re- 
cording Studios and engage in com- 
mercial recording for agencies and 
sponsors. Dixon McCoy continues as 
manager under the new ownership. 
EDWIN R. MAIZE Jr., formerly 
general manager of the Booth Co., 
eastern beverage manufacturers, re- 
cently joined Radio Attractions, New 
York, as Southern district manager. 
He is making a business tour of the 
area in the interest of Shadow of Fu 
Manchu. 
RADIO ATTRACTIONS, New York, 
has added three new stations to the 
list carrying its thrice- weekly Shadow 
of Fu .lfanehu -WIBX, Utica ; Nehi 
Bottling Co., Salisbury, Md., starting 
June 19 on WSAL, Salisbury ; and 
the Topeka Capital, sponsoring on 
WIBW, Topeka. 

BROADCASTING Broadcast Advertising 

Sets a Style 
GAIL NORTHE, director of 
women's activities for the 
Texas State Network, has 
started a hat fad among 
Texas women. Once a hat de- 
signer whose originals have 
been sold in the "$20- and -up" 
salon of a leading Dallas 
shop, Miss N o r t h e first 
draped a cheesecloth turban 
for herself. In draping 
others for friends about the 
TSN studios, she discovered 
the universal appeal of the 
design, and described it over 
the air. Now she is busy sup- 
plementing t h e broadcast 
with mailings giving specific 
instructions for draping the 
turbans. 

UNITED STATES Record Corp. 
New York. erroneously described in 
he June 15 BROADCASTING an current 
y recording transcriptions at Work 

Broadcasting System studios, will no 
enter the transcription field until Sep 
tember and at present is confining its 
activities to the production of phono- 
graph records, according to Eli Ober - 
stein, bead of the new company. Pend- 
ing the completion of its own studios 
the firm will record in various other 
studios, he said. 
HERBERT R. EBENSTEIN, presi- 
dent of Radio Attractions, New York, 
was in Los Angeles, in latter June, 
making preliminary arrangements for 
opening a branch office there and com- 
pleting plans for the company's sec- 
ond radio production. 
CKCL, Toronto, has bought the en- 
tire library of Davis & Schwegler, 
Hollywood, and on Oct. 1 will also 
start using World Transcription Li- 
brary. 

Broadcasters in Canada 
Study NAB's Code Plan 
WITH Harry Sedgwick of CFRB, 
Toronto, president of the Canadian 
Association of Broadcasters, plan- 
ning to attend the NAB convention 
in Atlantic City, CAB directors are 
studying the proposed code of self - 
regulation and standards an- 
nounced by the NAB [BROADCAST- 
ING, June 15] with the object of 
adapting them to Canadian broad- 
casters' needs. 

Canada's broadcasters for some 
time have had regulations laid 
down for them by the Canadian 
Broadcasting Corp. The NAB plan 
will be brought uni for discussion at 
the western section convention of 
the CAB in Vancouver, Aug. 2 and 
3, which Mr. Sedgwick will attend 
and which will be presided over by 
Gordon Love, CFCN, Calgary. 

The CBC board of governors has 
announced that its next meeting 
will be held in Ottawa July 5. 

WE FORGET NO ONE 
For Chicagoans who speak English 
well, WGES provides distinctive pro. 
grams of entertainment, education, 
and information. For the many 
thousands who don't, there are 
parallel programs in a dozen dif- 
ferent tongues -with the emphasis 
on Americanization. Here's REALLY 

COMPLETE Chicago coverage for 
your product) 

WGES 
In The Heart of Chicago 

ANOTHER NETWORK PROGRAM SUCCESS OFFERED 

AS A SYNDICATED TRANSCRIBED FEATURE 

714/40/1.7477t/ 

tie /la' 
A NEW SERIES of authentic 

dramatizations of the old songs 
and folklore of southern moun- 
tain folk -rich in sentiment, ro- 
mantic interest, beautiful set- 
tings and attractive music. These 
musical drainas bring to life such 
traditional and well -loved songs 
as Charming Billy, Hand Me 
Down My Walking Cane, Letter 
Edged in Black, Granny's Arm- 
chair. and others equally well - 
rementbered. 

For an audition and 
complete information, visit 

NBC 
TRANSCRIPTION SERVICE 

EXHIBIT 
At Atlantic City NAB 

Convention 
HOTEL AMBASSADOR 

NATIONAL BROADCASTING 
COMPANY 

A Radio Corporation of America Service 
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LYING into its extensive 
schedule of baseball play -by- 
play broadcasts in the East, 
Atlantic Refining Co., Phila- 

delphia, is sponsoring sandlot base- 
ball schools in 19 cities with a 
staff of 21 instructors headed by 
Connie Mack, owner of the Phila- 
delphia athletics, Ira Thomas, chief 
scout of the A's, and Jack Coombs, 
Duke U. coach [BROADCASTING, 
March 15). More than 200,000 boys 
were enrolled in a similar school 
last year, involving eight cities, 
and an enrollment of 500,030 is ex- 
pected this year. 

Under direction of N. W. Ayer 
& Son, Atlantic agency, a system 
of lectures and demonstrations has 
been developed. Frequent promo- 
tion of the schools is heard on the 
play -by -play broadcasts. 

s * * 

Sweaters for Remotes 
ANNOUNCERS of WLOK, Lima, 
O., on special events or remote jobs 
have been outfitted with white polo 
sweaters displaying the station's 
call letters in black felt. 

NOW ON FULL TIME 

1210 Kilocycles 

"The Friendly Voice 
of 

Central Pennsylvania" 
at Sunbury 

Wart of Agricultural 
Indurtrial, and Mining Aree 

Represented by 
Wattle Welker, New York and Chiego. 

/ffetchancLiny Promotion 
Oil and Baseball -Fluff Rewards -Tobacco for 

Aged Folk -Autographed Red -Hots 

Fit for a King 
BETTY PARKER, director of the 
Home Forum of KYW, Philadel- 
phia, used the occasion of the re- 
cent royal visit to ask her partici- 
pating program's audience to write 
answers to the question, "What 
would you serve the King and 
Queen ?" She gave 31 prizes for best 
answers, the menus and recipes 
being used in her programs for 
nine days. Manufacturers whose 
products bear trade names with a 
royal connotation, like Prince 
Matchabelli "Duchess of York" per- 
fume, Revelon "Royal Highness" 
manicure kits etc., furnished the 
prizes. 

s s e 

From Ferry to Fair 
FERRY passengers going to the 
Golden Gate International Exposi- 
tion on San Francisco Bay see 
KSFO display pictures en route. 
Each boat carries a large display 
panel calling attention to KSFO's 
daily program Your Roving Re- 
porter conducted from the Exposi- 
tion by Bill Baldwin. 

s 

Keeping KLZ Posted 
TO KEEP its staff on their toes and 
familiar with prospects, available 
and unsold time and the ordinary 
comings and goings of personnel, 
KLZ, Denver, offers this informa- 
tion weekly in its new house organ, 
KLZ Continuity in script form. 

230.6 METERS 
1300 KILOCYCLES 

NEW YORK'S 
STATION 
of DISTINCTIVE 

FEATURES 

Year after year national 
and local advertisers renew 
their contracts - indispu- 
table evidence of listener 
response. 

Excels in response 
thru established 

features in 

ENGLISH 

WEVD 
W EV D Building 

117 -119 WEST 46th ST. 

NEW YORK 

JEWISH 

ITALIAN 

POLISH 
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Oakland Promotion 
KROW, Oakland, Cal., has started 
a promotional program under the 
direction of Andrew Potter, sales 
promotion manager. Community 
papers in Oakland, Piedmont, Rich- 
mond, San Leandro, Emeryville, 
Fruitvale, and five neighborhood 
weekly papers in San Francisco 
are used on a cooperative basis in 
calling attention to KROW pro- 
grams and services. Each paper 
carries a 2 column, 8 inch adver- 
tisement weekly. The layout in- 
cludes either pictures, cartoons or 
other eye -arresting device in ad- 
dition to an actual story. 

Trailers on KROW programs are 
used in three motion picture houses 
in Oakland. The KROW "Tip 
Sheet" goes out weekly to all local 
and national agencies. A large 
double window in the lobby of Radio 
Center, Oakland, is used to feature 
displays of advertisers. In addition 
to this several local sponsors have 
devoted window space to their own 
programs on the station. Three 
spot announcements daily are given 
on the day of release of each fea- 
ture program on the station. 

s * a 

Told by Disc 
KIDO, Boise, Idaho, is using a re- 
corded presentation of the case for 
radio advertising in general to con- 
vince skeptics of radio's advertis- 
ing value. In question and answer 
form, the transcription dramatizes 
statistics of radio advertising, brief 
sketches of radio success stories 
along with specific facts about 
KIDO's market area. The promo- 
tion show was written by Clete Lee 
and produced under supervision of 
Dick MeBroom, KIDO sales man- 
ager. 

s o 

Tickets for Fluffs 
FOR SPOTTING grammatical er- 
rors of announcers, listeners are 
offered a pair of free tickets to the 
local Fox Theatre by KXOK, St. 
Louis. Plot of the game, which 
covers all programs, was hatched 
recently by Program Director Al- 
len Franklin and Les Kaufman, 
publicity man of the Fox. Each de- 
tected error must be identified by 
name of the announcer and time it 
WAS made. 

# 1 Customer 

for U.S. soap 

is Puerto Rico. 

Smoothies Ablaze 
COOPERATING with local tire 
merchants, KDYL, Salt Lake City, 
exclusively handled the publicity 
for a big tire -selling drive in the 
city the week of June 10 -17 with 
a series of special pickups. Cover- 
age included interviews with local 
bigwigs, quizzing them on their re- 
action to the campaign; a special 
kids' show aired from a local the- 
ater, for which admission was a 
"smoothie ", or worn -out tire. Wind- 
up was a big bonfire of the 
"smoothies" on Ensign Peak, over- 
looking the city, Saturday night, 
June 17. 

In the Bread Basket 
A HOT LOAF of bread right out 
of the oven for the loser, and $1 
cash for the winner, are awards 
in a new weekly half -hour quiz 
show at CKCL, Toronto, for 
Barker -Bredin Bakeries, Toronto. 
There is also a mail prize for those 
who do not attend the studio au- 
dience. Listeners are asked to send 
in letters to the station, and one 
is picked weekly at random, the 
writer is telephoned, asked a ques- 
tiin, and if answered correctly a 
prize awarded. If the letter con- 
tains a wrapper from a Barker - 
Bredin loaf, the prize is whatever 
is in the Barker -Bredin Bread Bas- 
ket, a minimum of $25, and if no 
wrapper is enclosed the award is 
$5. The show is conducted by Jack 
Murray of Ts 

s s 
andy Adv. Agency. 

P. & G. Luncheon Sets 
SPECIAL premium of a five -piece 
Cannon luncheon set is currently 
being offered by Procter & Gamble 
Co. in the interests of Crisco on 
its Vic & Sacie program on NBC - 
Blue and rebroadcast on NBC -Red. 
on the CBS program This Day 1s 
Ours, and on the eight stations 
which started June 5 broadcasting 
This Day Is Ours via transcrip- 
tion. Listeners may receiver the 
premium by sending in a Crisco 
label or wrapper plus 60 cents in 
coin. Compton Adv., New York 
handles the account. 

Old Golds for Old Folks 
MEN who might otherwise have 
been forgotten on Father's Day, 
June 18, were remember by L. B. 
Wilson, president of WCKY, Cin- 
cinnati, who sent a quantity of 
Old Gold cigarettes, Ibold cigars 
and Kentucky Club pipe tobacco, 
all advertised on WCKY, to the 
Hamilton County Old Folks Home. 
The inmates participated in a spe- 
cial broadcast conducted by Rex 
Davis from the Home's chapel, and 
later were presented with record- 
ings of the program. 

s * s 

Disc of Gold 
GOLD -PLATED transcription, one 
of two copies pressed from the 
original record used when Presi- 
dent Roosevelt made his first tran- 
scribed broadcast May 9 to launch 
the National Emergency Council 
series of cabinet interviews, has 
been placed in the window of 
Bailey, Banks & Biddle Co.'s Chest- 
nut Street Jewelry showroom in 
Philadelphia. The exihibit was ar- 
ranged by the special features de- 
partment of WFIL, Philadelphia. 

s s 

South Dakota's 50th 
GOLD- COLORED stickers publi- 
cizing South Dakota's golden an- 
niversary are being attached to all 
mailing pieces, publicity releases 
and correspondence sent fro in 
WNAX, Yankton. 
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Deal With Paper 
FOR THE first time since the San 
Francisco bay region daily papers 
dropped radio columns and news 
more than a year ago, the Chron- 
icle, San Francisco morning daily 
has tied in on a cooperative basis 
with KSFO. The station is utilizing 
copy published in the paper's sup- 
plement, "This World ". The mate- 
rial is featured on the program 
Streamlined Magazine, written and 
broadcast by Bob Garred. In trade 
the newspaper is carrying a box 
in the supplement each week, call- 
ing attention to the broadcasts. 

* * * 

Theatre Tieup 
WJJD, Chicago, has arranged a 
tie-up with the local Balaban & 
Katz theatres w her e b y WJJD- 
WIND air daily spot announce-. 
ments promoting the "air condi- 
tioned comfort" of the theatres and 
current movies. Trailers used in the 
theatres describe the stations, and 
100,000 handbills plugging the sta- 
tions' sports programs are distrib- 
uted weekly in the theatre lobbies. 

* * * 

Display in Mart 
KPO and KGO, San Francisco, re- 
cently installed a special exhibit in 
the RCA display rooms in the San 
Francisco Furniture Mart. The 
display consists of several sets of 
pictures, including an entire series 
devoted to the building of a radio 
program. Other sections include 
photographs showing NBC studios 
and buildings throughout the coun- 
try and a panel devoted to the 
KPO -KGO schedules. 

* * 

Why They Listen 
KOMA, Oklahoma City, is giving 
away a table radio each week over 
an 8 -week period to listeners send- 
ing in the best reasons why they 
listen to its early morning Musical 
Clock program. 

BROCHURES 

CBS: Eight -page brochure graphically 
representing, with a circus theme in 
lavender and pink, the network's 
coverage on the Pacific Coast with 
nighttime sponsored transcontinental 
programs. 
KTSM, El Paso, Tex.: Mail- folder 
built around perspective drawing of 
KTSM vertical antenna. 
RADIO ATTRACTIONS, New York: 
brochure on stations, sponsors and 
history of its serial program produc- 
tion "The Shadow of Fu Manchu." 
KITE, Kansas City : Mimeographed 
presentation of testimonials from 
satisfied agencies and clients, along 
with general station and studio data. 

WWNC 
ASHEVILLE, N. C. 

Full Time CBS Affiliate 
1,000 Watts 

ADVERTISERS 
Big Opportunity! 

Asheville and Western Carolina - 
the Quality Market of the Southeast 

enters its resort season of 

doubled population ... and doubled 

business. Sell over it 
areas ONLY radio station. 

Weedings 
WEED & Co., station representa- 
tives, have started a house organ, 
"Weedcasts ", which is distributed 
to advertisers, agencies, and sta- 
tions represented by the firm. Cur- 
rent issue, dated June 9, carries 
stories on television, radio adver- 
tising, and a personal column, 
"Weed -the People ". 

* s o 

Marked by Gordon 
REQUESTS are pouring in for hot 
dogs autographed by Gordon Hit - 
tenmark, Timekeeper of WRC, 
Washington, since he promoted 
National Hot Dog week on his pro - 
gram recently. Briggs Sausage Co., 
local hot dog client, has arranged 
to deliver each autographed dog 
fresh in specially designed cartons. 

s * * 

Indiana Slicker 
EQUIPPING its ten deliver y 
trucks with hood displays, Slick's 
Family Washing Co. uses them to 
help promote its Slick Ideas pro - 
gram, heard on WGL, Fort Wayne, 
Ind. The hood banners were de- 
veloped by Russell Sparks, WGL 
sales promotion director. 

Door Stop 
CHARLES FORSYTH, CBS 
Hollywood sound effects di- 
rector on the Lux Radio 
Theatre, has constructed an 
elaborate "stop- and -go" sys- 
tem to prevent members of 
the cast from running 
through mythical doors dur- 
ing a broadcast. Actors un- 
accustomed to radio are in- 
clined to greet persons who 
enter a room before the caller 
enters the do o r. Forsyth 
placed red and green lights 
in the wings of the stage. 
When the red light flashes, 
it is a cue to the actor to 
wait for the sound. A green 
light signals him that the 
sound has been completed 
and the actor may proceed 
with his next line. 

P. J. SHEAHAN. formerly of Sim - 
monds & Simmouds, Chicago, has 
joined Marvin Green Inc., that city. 

FCC Allentown Hearing 
On Press Issue Deferred 
ON ITS own motion, and without 
assigning the reason, the FCC 
June 22 postponed indefinitely the 
test case hearing on newspaper 
ownership of stations which it had 
scheduled for July 26 at Allentown, 
Pa. Involving application to con- 
solidate WCBA and WSAN, time- 
sharing stations, under ownership 
of the only newspaper company in 
the city, the application had pro- 
voked a controversy. Commissioner 
Craven had proposed its grant on 
the ground that the FCC could not 
legally prevent newspaper owner- 
ship and that the case was not a 
proper setting for solution of the 
newspaper ownership question. 

The question had been set for 
hearing in Allentown to get "local 
reaction, on the newspaper issue ". 
It was expected the proposal to as- 
sign the license would be taken up 
soon and possibly granted without 
hearing, avoiding the newspaper 
issue. 
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"THIS IS THE GEORGIA BROADCASTING SYSTEM" 

WATL * WRBL * WGPC 
ATLANTA COLUMBUS 

National Representatives: 

SEARS & AYER, INC. 
NEW YORK & CHICAGO 

ALBANY 
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Fendrich to Place 
H. FENDRICH, Evansville, Ind. 
(cigars), for the remainder of the 
summer will use a series of sports 
and news programs on an unde- 
termined number of stations. On 
Sept. 25 the firm starts Smoke 
Dreams, shifting from NBC -Blue 
to 25 NBC -Red stations (Sun.) 
2 -2:30 p. m., according to Ros 
Metzger, radio director of Ruth - 
rauff & Ryan, Chicago agency 
handling the account. 

py7 TN( Corril ox OWN .41.1n1 

MOOTS. VOW: 17 111 1.1017.0 

zerm 

SWELL 111,111 PitaONALLV Wit V{ 
GOT GOwl. CLI.11 70 W4111 OUT PM 

HOWARD H. WILSON CO. 
National Radio Representative. 

New York Chicago 
Kansas City San Francisco 

.JACK RUNYON, co- manager of Lord 
& Thomas, Hollywood radio depart - 
meut, has resigned from that agency 
after 13 years association. effective 
July 1, when he goes to New York 
to discuss a fall network show which 
he plans to produce. Runyon is one 
of the pioneers in Pacific Coast radio 
production and handled many of the 
first shows in which film stars now 
appear as guests. He is credited with 
first presenting such radio personali- 
ties as Bing Crosby. Lonella Patrons, 
Donald Novia, Ted FioRito and others. 
MURRAY CARPENTER, formerly 
timebuyer of Compton Adv., New 
York. has been appointed assistant ac- 
count executive on the Crisco division 
of the Procter & Gamble account. 
CHARLES L. FUNNELL. formerly 
with McCann- Erickson, New York. on 
June 19 joined Compton Adv., New 
York. as account executive for one of 
the Proctor & Gamble products serv- 
iced by the agency. 
CARLOS FRANCO. station relations 
manager of Young & Ruhicam. New 
York, who has been ill with rheumatic 
fever for almost four months, has re- 
turned to his desk. working on a part - 
time basis until he has fully recov- 
ered. 

MISS DOROTHY G. STARBUCK, 
who started her advertising career in 
1927 with Arks Publicity Ltd., one 
of the largest agencies in London. has 
joined the Baltimore office of Court - 
land D. Ferguson Inc. as space buyer. 
She formerly operated her own com- 
mercial art studio in London. 
GENE FROMHERZ, of the radio de- 
partment of Blackett - Sample - Hum - 
inert, Chicago, married Dorothy Cha- 
quette, of the radio department of J. 
Walter Thompson Co., Chicago, June 
30. 
ELEANOR LARSEN, radio director 
of Geyer. Cornell & Newell, New York, 
was in Hollywood during mid -June to 
check on shows for possible fall spon- 
sorship. 
HENRY J. KAUFMAN, Adv., Wash- 
ington, has opened a Baltimore office 
in the Court Square Bldg., in charge 
of Marx S. Kaufman. 
TOM McAVITY, Hollywood radio 
manager of Lord & Thomas, is in New 
York for conferences with the agency's 
home office executives. 

Agencies Win Awards 
AWARDS in the radio division of 
the advertising and marketing ex- 
hibits sponsored by the National 
Advertising Agency Network at its 
eighth annual convention in St. 
Louis in June went to Henry J. 
Kaufman Adv. Agency, Washing- 
ton, D. C., and Sidney Garfinkle 
Adv. Agency, San Francisco. The 
Kaufman agency won top honors 
for building and merchandising 
the Peerless Answer College of Fun 
program sponsored locally by the 
Peerless Furniture Co., Washing-. 
ton. It also won the spot announce- 
ment award for a campaign for 
Penn Daw Hotel, near Alexandria, 
Va. The Garfinkle agency won the 
award for network radio program 
building and merchandising of the 
news program it handled for Euclid 
Candy Co., San Francisco. 

THURMAN L. BARNARD, George 
W. Cecil. John Hansel, Paul L. Lewis 
and Frank L. Scott Jr. have been 
elected directors of N. W. Ayer & Son, 
according to an announcement by H. 
A. Batten. president. LI addition to 
these five new members, William M. 
Armistead, Clarence L. Jordan, Adam 
Kessler Jr., Gerold M. Lauck and Mr. 
Batten were reelected directors at the 
stockholders' annual meeting. 

FRANK B. HOWE, formerly pub- 
licity director of Raymond R. Morgan 
Co., Hollywood, has formed his own 
exploitation agency with headquarters 
at 1151 S. Broadway, Los Angeles. 
He has been appointed to handle pub- 
licity of Arizona Network. 
MARY PENTLAND, for several 
years head of her own advertising 
agency in Portland, Ore., and active 
in radio sales and writing on the Pa- 
cific Coast, recently was named as- 
sistant to the publisher of Parent's 
Magazine. 

JOE LANFIELD, who at one time 
operated his own Los Angeles agency, 
has joined Scholia Adv. Service, that 
city, as account executive. 
CLARK ANDREWS, Ruthrauff & 
Ryan, Hollywood producer of the 
CBS Big Town program sponsored 
by Lever Bros. has resigned to join 
20th Century -Fox Film Corp., that 
city, as writer -director. Thomas Free - 
bairn- Smith, CBS production contact 
on the program, took over Andrews' 
duties until the series ends July 4. 

The Southwest's 

NEWEST AND FINEST 

KFDA- AMARILLO 
THE TEXAS PANHANDLE'S ONLY FULL -TIME STATION 

CONCENTRATING YOUR MESSAGE 
IN THE BULK OF THE BUYING HOMES 

AT A LOCAL RATE! 

74 of the 
PANHANDLE'S 

POPULATION 7601 of the 

R.C.A. De Luxe ALL THE WAY - Truscon Radiator - 
ON THE AIR 

AUGUST 1, 1939 
Network Affiliations 
T.S.N. - MUTUAL 

PANHANDLE'S 

RADIO HOMES 

Experienced Personnel 
National Representatives 

T.S.N. 

Page 88 July 1, 1939 

AGE Y 
Pr&i,1! 

JACKSON & PERKINS Co., Newark. 
N. Y., largest grower of roses in the 
United States, to Meldrum & Fewsmitt.. 
Cleveland agency : campaigns will include 
radio as well as other media. 
POSTO- PHOTO, New York (photo sere. 
ice), to Redfield -Johnstone Inc., N. Y., 
using newspapers and three quarter -hour, 
featuring Phil Cook on WABC. N. Y. 
ELIZABETH ARDEN, New York (cos- 
metics). to Blaker Adv. Agency, N. Y. 

AMERICAN FEATHER PRODUCTS Co., 
Chicago (comforters and pillows). to First. 
United Broadcasters. that city. Plans test 
in near future on five or six stations in 
the Minnesota area. 
SPARKLETTS DRINKING WATER Corp.. 
Los Angeles, to Ruthrauff & Ryan, Chi- 
cago. Spot radio will be used. 
CHAPPEL BROS. Inc.. Rockford. Il]. 
(Ken -L- Ration). to Ruthrauff & Ryan. 
Chicago. It is understood that five weeks :. 
10- minute periods may be used on about 
16 stations. 

AAAA Newspaper Data 
AS PART of its market research 
program, the Committee on News- 
papers of the American Associa- 
tion of Advertising Agencies has 
just issued Volume VIII -A of Mar- 
ket and Newspaper Statistics. The 
data cover 58 cities over 100,000 
in the United States and Canada, 
with figures on population, number 
of families, English- reading per- 
sons (English- speaking persons for 
Canadian cities), income tax re- 
turns, audited newspaper circula- 
tions, linage, retail rates, general 
rates, differential between retail 
and general rates, and an analysis 
of ABC Audit Reports dealing with 
circulation inducements. 

School to Use 60 
INDUSTRIAL TRAINING Corp., 
Chicago (technical instruction). 
early in July will start a varying 
schedule of two- minute spot an- 
nouncements on 60 or 70 stations 
nationally. James R. Lunke & As- 
sociates, Chicago, handles the ac- 
count. 

F. M. LANDWEHR, of James R. 
Lunke & Associates, Chicago, has been 
named head of the Chicago office. Mr. 
Lunke is opening a Seattle office, but 
the address had not been determined 
as BROADCASTING went to press. 

NATIONAL RADIO RECORDS, op- 
erating a new compilation of monthly 
radio advertising reports, is located at 
347 Madison Ave., and not 347 Broad- 
way, New York, as stated in the June 
15 BROADCASTING. 

FULL 18 HOUR U. P. 
SERVICE 

7:15 A. M. Open 
9:15 A. M. Open 

12:15 P.M. Texaco 
3:15 P.M. Open 
6:15 P. M. Texaco 
9:15 P. M. Open 

A Ready Made Audience 
At Low Cost 

KGVO 
5000 w, Day Missoula 
1000 w. Night Montana 

CBS Affiliate 
Serving the territory between 

Butte and Spokane. 
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REORGANIZATION of Radio Adver- 
tising Corp., station representative 
firm, with Bernard Elliott as presi- 
dent. has followed the purchase into 
the company of Mr. Elliott and Frank 
Cox. who are publishers of programs 
used at race tracks throughout the 
country. Henry Molley. who has head- 
ed the firm's New York office, has been 
appointed vice- president and general 
manager, and George Roesler, in 
charge of the Chicago office. has also 
been made a vice- president. Radio Ad- 
vertising Corp. currently represents 
W H K and W C L E. Cleveland ; 

WHKC, Columbus; WIP, Philadel- 
phia ; and CKLW, Detroit (Chicago 
office only). 
WOKO and WARY. Albany, have ap- 
pointed J. P. McKinney & Son as 
their national sales representatives. 
Stations are both affiliated with the 
Knickerbocker Press- Albany Evening 
News of the Gannett chain, whose 
member papers are also represented by 
the McKinney firm. CFLC, Prescott. 
Ont.. has also named McKinney as its 
representative. 
WILLIAM W. JOYCE, formerly of 
Transamerican Broadcasting & Tele- 
vision Corp., Chicago, has been named 
manager of the Chicago office of the 
Texas State Network. Edward Parro. 
of the TSN Chicago office will handle 
the St. Louis, Tulsa, and Kansas City 
territories out of Chicago. Miss Pleas- 
ant Williams, formerly of H. W. Kas - 
tor & Sons Adv. Co., Chicago, has 
joined TSN as secretary to Mr. Joyce. 
Prior to his connection with Trans- 
American, Mr. Joyce was with the M. 
P. Wamboldt program firm and be- 
fore that was on the production staff 
of NBC -Chicago. The TSN Chicago 
office has been moved to Room 466, 
Wrigley Bldg. 
WHEN Free & Peters Inc.. national 
representative firm, recently celebrated 
its seventh anniversary, the staff pre- 
sented James L. Free with a gold - 
face watch bearing the inscription, 
"From 12 men to whose success you 
have contributed much." 
WJW, Akron. has named Kelly -Smith 
Co. as its national sales representative. 
effective immediately. 

WSVA, Harrisonburg. Va., has ap- 
pointed Sears & Ayer, New York and 
Chicago. its representative in the Mid- 
dle West and Northeast. 
CJOX. Yorkton. Sask., has named 
Jack Slatter, Toronto, as exclusive 
representative in Toronto. 

Schick Sponsors Fight 
MAGAZINE REPEATER RAZOR 
Co., New York (Schick Infector 
Razor). made its radio debut on 
June 28 by sponsoring the blow - 
by -blow description of the Louis - 
Galento fight for the heavyweight 
championship of the world, broad- 
cast over a network of 58 NBC - 
Blue stations. J. M. Mathes, New 
York, is agency. 

$68,000,000 
worth of crude oil was produced in Kan- 
sas in 1938, nearly all of it in the great 
listening area of ... . 

Suicide Target 
ORDINARILY the days of a 
station rep are apt to be a 
little drab, one pretty much 
like the other as he makes 
his rounds of agency calls. 
Not so the days of Frank 
Johns of the Howard H. Wil- 
son Co. who has been plagued 
by coincidence of late. A sui- 
cide's body almost hit Frank 
the other week as he came 
out of Chicago's Mather Tow- 
er building and the experi- 
ence was repeated last week 
when another suicide jumped 
from the Bankers' Bldg. and 
landed within ten feet of 
Frank. 

F & P in Los Angeles 
FREE & PETERS Inc., national 
representative firm, announces the 
opening of a Los Angeles office, ef- 
fective July 1, with Hahn J. Tyler, 
formerly of John H. Dunham Co., 
Chicago agency, in charge. Mr. Ty- 
ler started in advertising in 1923 
when he joined Henri, Hurst & 
McDonald, Chicago, as an assistant 
in the space and production depart- 
ments. In 1925 he joined the Chi- 
cago office of the St. Louis Post - 
Dispatch, later going with the Mac - 
Fadden Publications as western 
manager of the New York Graphic 
and Philadelphia Daily News. In 
1932 he joined the Broadcast 
Checking Bureau and in 1935 went 
with John H. Dunham Co., where 
he served as radio and account ex- 
ecutive on such accounts as Wil- 
liamson Candy Co., O'Cedar Corp., 
Cr a c k e r Jack, Club Aluminum 
H & H Cleaner, Hartman Truck, 
Peter Pan Canned Foods. The ad- 
dress of the Los Angeles office of 
Free & Peters Inc. had not been 
announced as BROADCASTING went 
to press. 

P & G Expands 
PROCTER & GAMBLE Co., Cin- 
cinnati (Oxydol), on July 3 starts 
The O'Neills on 27 CBC stations as 
a five -weekly quarter -hour series. 
On the same date, La Rue Principal 
starts for Oxydol on the French - 
language network consisting of 
CBF, Montreal; CBV, Quebec; 
CBJ, Chicoutimi, Que. On CKAC, 
Montreal, five -weekly quarter -hour 
shows have been placed. Beginning 
July 3, Manhattan Mother and The 
Goldbergs will start for Oxydol 
five -weekly quarter -hours on CJOR. 
Vancouver. Early in July P & G 
will start an hour of 15- minute 
five weekly programs on WRVA, 
Richmond. Oxydol will be one pro- 
duct sponsored on the series, but 
the others and the programs had 
not been chosen as BROADCASTING 
went to press. It is understood the 
shows will be broadcast on late 
afternoon periods. Blackett - Sam - 
ple-Hummert, Chicago, handles the 
account. 

Big Town on Discs 
LEVER Bros. Co., Cambridge. 
Mass., on July 5 will place tran- 
scribed versions of its Rinso pro- 
gram Big Town during the pro- 
gram's summer hiatus from CBS, 
July 4 to Sept. 19, on 10 to 15 
stations throughout the country. 
Transcriptions will be made by 
Otto K. Oleson Recording Studios, 
Hollywood. Ruthrauff & Ryan, New 
York, handles the account. 

BROADCASTING Broadcast Advertising 

Face The Facts! 

THE EVANS 
FOOTBALL 
FORECAST 

SIX YEARS ... 89.6% CORRECT 
PERFECT RADIO MERCHANDISING 
COMPLETE NATIONAL COVERAGE 
AUTHORITATIVE INFORMATION 
TRIED . . TESTED . . NATIONALLY 

Written and compiled by Jimmy Evans, famous All - 
American football star, nationally known sport writer 
and Radio sports commentator. Using facilities of na- 
tion -wide staff of football experts. Direct -from -gridiron 
reports. 

-WRITE TODAY- 

Harry Martin Enterprises 
360 North Michigan 

Chicago 

THE weather keeps on getting 
warmer, but our Sponsors keep cool 

as their sales get stronger. And you, 

tco, can keep cool in the shade as 

"The Triumphant Trio" produces 

for you a Summer Sales Serenade! 

WPEN ó ó'wA 
WM. PENN BROADCASTING CO. 
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-Srecirktp ce,g4 
WHEN KWKII, Shreveport, goes to 
50,0(10 watts some time in Septem- 
ber. its CBS rate will be $275 per 
evening hour, $165 per half -hour; $1111 
per quarter -hour. Daytime rates will 
be $138, $83 and $55. This was dis- 
closed by William C. Gittinger, CBS 
sales manager, in a letter to agencies 
.fuze 14, in which he stated that 
KWKH will remain in the Southwest 
Group of six stations listed on Rate 
Card 25 which permits the advertiser 
a choice of four or more stations. 
KLZ. Denver, furnished complete Cov- 
erage of the first annual Citizens' Con- 
ference on Government Management. 
held at Estes Lark the week of June 
18, broadcasting shortwave pickups 
via its KAAO and transcriptions. Tout 
McClelland. chief engineer, handled 
the remote equipment, while Bill 
Yockey, Denver C student, covered 
the news of the conference. 

CBS, HOLLYWOOD, softball players 
won their game with the NBC team 
on June 17. 12 to 3, and now claims 
the Pacific Coast radio championship. 

.,l4 A novelty. KGKIt, Tyler. Tex.. 
used the station's colored porter as 
the man-on-the-street on Negro 
Emancipation I)ay in .tune. The en- 
tire program-introduction, commer- 
cials. and interviews -was handled by 
"Pluto ", the porter. The program, 
sponsored by a local niitn accessory 
store, was so successful the sponsor 
Plans to repeat the idea next year. 

MAURICE RAL'KIN. program direc- 
tor of CKCL. Toronto, IIal Williams, 
president. Dominion Broadcasting 
Co.; IIugh Morrison. CRC program 
division; R. W. Ashcroft. Canadian 
manager, Sherman K. Ellis & Co.. and 
Allan Corner, Bank of Montreal. all 
of Toronto. made up the first inter- 
national teem to appear on Energinc s 
Pnaf it'ing Spelling Bee on NBC Red 
from New York June 2rt. 

\PGAlt. tllevrbend. ushered in Fath- 
er's Day by interviewing the father 
of the first child lawn Sunday. .June 
18. Arrtengrmeuts for notification of 
the first birth were made with local 
hospitals. and when the first report 
cline in at 12:05 a. in. Sunday. at 

WEAR car brought the father to the 
studios, where he was interviewed by 
Sidney Andorn, special events diree- 
lor, ante presented several gifts from 
WGAR sponsors. 

From Puppy Sub 
ENGINEERS of WLS, Chi- 
cago, had a lot of fun and 
trouble recently installing 
shortwave radio on the one - 
man submarine owned by 
Barney Connett, inventor who 
crossed Lake Michigan last 
summer in 11 hours. Thomas 
L. Rowe, WLS chief engi- 
neer, directed the installation 
of a shortwave transmitter in 
Connett's sub, then put two - 
way radio on a cruiser used 
to convoy the sub. WLS 
broadcast six five- minute 
shows direct from the sub- 
marine when it made a rec- 
ord tun across the lake the 
other day. 

KOMA, Oklahoma City, to increase 
the seating capacity for the studio 
audience attending its weekly Sing- 
ing Convention of the Air, has moved 
the broadcast tu the First Nazarene 
Church auditorium. 

750,00 
queit, rot At) Su nuoteir 

Official estimate by Indi- 
ana State Conservation 
Department of the num- 
ber of persons spending 

.... substantial plus coverage of a rich 
normal market, AT NO EXTRA COST. 
Here is "Point of Sale" contact with tra- 
ditional spenders; vacationists. 

all, or a portion of each Proof of WOWO's influence on brand summer at Northern indi- w 
4414000.- ference awaits your call, wire, letter. 

1160 Kilocycles 

wowo 
FORT WAYNE INDIANA 

WESTINGHOUSE RADIO STATIONS, INC. 
i'REE & PETERS. INC. 
National Repte+entative. 

INDIANA'S MOST POWERFUL RADIO STATION! 
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NEIL COLLINS formerly director of 
publicity of W-HK -WCLE, Cleveland, 
is handling special features publicity 
and radio production in conjunction 
with the World's Poultry Congress, to 
be held in Cleveland July 2S through 
Aug. 7. NBC, RIBS and CBS are 
planning to cover the event. along 
with WHK - WCLE, WGAR and 
\ \'TAM in Cleveland. Several other 
Midwest stations also are planning to 
run remote lines to Cleveland for the 
Congress. 
\\-IL, St. Louis, on June 15 was 
presented a national citation for out- 
standing services to the American 
Legion, along with a silver plaque 
from the Department of Missouri 
American Legion. The presentation 
was made during an hour show ob- 
serving the sixth anniversary of the 
American Legion program on WIL. 
WGN, Chicago. will claim a recorl 
July 10 when Bachelor's Children, .:n 

five -weekly strip show, concludes its 
1.000 consecutive performance for the 
same sponsor with the same cast anal 
announcer. Cudahy Packing Co., Chi- 
cago (Old Dutch Cleanser), sponsors 
the show, which is written by 
Mrs. Bess Flynn and announced 
by Russ Young. Hugh Studebaker is 
the featured actor on the series. 

WWL. New Orleans, paid tribute to 
the graduating classes of 20 local high 
schools by presenting a 30- minute pro- 
gram which featured the valedictor- 
ians of each school. Each scholastic 
leader was personally interviewed, 
and the appropriate alma maters were 
played by Ray McNamara. staff organ- 
ist. 
WJJD. Chicago. recently broadcast a 
program from its transmitter featur- 
ing W. G. Gunther. WJJD chief en- 
gineer, and Mrs. Gunther in a discus- 
sion of little known aspects of radio. 
They described the antenna, spoke of 
the utilization of tubes and told how 
the WJJD mobile unit is used. 

MORE than 200 employees of NBC - 
Chicago attended the all -day NBC out- 
ing June 22 at the Bon Air Country 
Club near Wheeling. Ill. This was the 
second annual NBC outing and this 
year all competitive sporting events 
were directed by the newly formed 
NBC Athletic Assn. 
\\-r,\\', Cincinnati. is carrying the Sat- 
urday afternoon games of the Cincin- 
nati Reds the remainder of the season, 
after a survey of Midwest listeners 
indicated a lively interest in their 
games. The broadcasts are handled by 
Roger Baker and Dick Bray, who 
have been handling play -by -play de- 
scriptions on WSAI all season. 
KSFO, San Francisco, lias made an 
exclusive tieap with the San Francisco 
police and the state highway patrol 
whereby news of accidents is flashed 
to the KSFO newsroom. A line or two 
of safety slogans is flashed along with 
the description of each important ac- 
cident. 

TOPS IN 

CENTRAL 
OHIO 

IJOHN BLAIR & CO., Representative I 
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HALF -WAY up a swaying 115 -foot ladder thrown up by the hook -and- 
ladder truck below, Dick Keplinger, special events chief of KJR, Seattle 
was snapped by a news photographer while interviewing Battalion Chief 
Julius Kinney of the fire department. Keplinger then finished his climb 
and again interviewed Kinney as they perched at the top. 

GOV. BOB JONES. of Arizona. has 
started a aeries of weekly "fireside 
chats" on the Arizona Network. start- 
ing .Tune 7 from KOY, Phoenix. Gov. 
Culbert Olson of California conducts 
a similar series of weekly quarter 
hour broadcasts over the CRS Cali- 
fornia network. Titled The March of 
California, his programs originate 
front the Governor's Mansion and are 
keyed from KROY. Sacramento. 
KVOE, Santa Ana. Cal.. is complet- 
ing extensive landscaping operations 
which will make its studio and trans- 
mitter grounds one of the showplaces 
of Southern California. 
11011 HAWK, m.c. of the MBS quiz. 
program. Name Three, has secured n 
13 -week renewal of his contract with 
Alfred Dunhill Co.. New York (ciga- 
rettes), sponsor of the program. 

NEW subscribers to United Press 
news service during the past month 
are: KGVO. Missoula. Mont.; WELL 
New Haven; WKSB. McComb. Miss.; 
\V(11'I, Bristol. Tenn.; KIIBG. 0k- 
nudger, Okla.; WNBC. New Britain. 
Conn.. and K\VF'l'. Wichita Falls. 
Texas. 

Chicago. will eoutium. its half- 
hour Wednesday evening broadcasts 
from the local traffic court with Judge 
Eugene S. Holland on the bench 
while Judge Gutknecht is on his an- 
nual En rot vacation. 
ANNOUNCERS. producers and tech- 
nicians at KI'tI and KGO. San Fran - 
eso. are no NV being identified with 
their .nation when on remote control 
jobs. Armbands bearing the name of 
each station are worn by members of 
the stuff on the outside assignments. 

WNEW. New York. on June 19 in- 
creased its weekly news broadcasts of 
INS bulletins slightly more than 50% 
to extend its service over 24 hours a 
day. Quarter -hour periods were cut in 
most cases to present the service on 
a "bulletin" basis. the schedule of 
news hours now totaling nine hours 
and 35 minutes weekly. The station 
also has arranged for flash coverage 
for protection when wires are closed 
front 2 a.m. to 7 n.m. during Stan 
Shaw's Milkman's Matinee. 
ABOUT 'F 24 members of the staff of 
WLS. Chicago. have formed n riding 
club with Wednesday evening meet- 
ings al the local Oakshire Stables. 
The 117.5 Roden. featuring a score of 
trick riders and ropers, opened re- 
cently in Peoria. I1L, with a very 
goad gross, according to Larry Kurtz °. 
of the WLS Artists Bureau. 
MORE than 5.000 persons visited the 
new studios of WMBI, Chicago, dur- 
ing open house in May, H. Coleman 
Crowell. director of the Moody Bible 
Institute station. has announced. Pro- 
motional material for the event includ- 
ed posters. brochures. souvenir folders 
and lapel buttons, along with spot an- 
nouncements. Special evening pro- 
grams also were featured during the 
month. 
ADVENT of television broadcasts on 
n regular schedule in New York has 
increased interest in NBC's television 
hour at Radio City, the network re- 
ports. During May 15.539 persons 
took the 55 -cent tour; from June 1 
to 15. the tourists totaled 10.736. with 
.Tune 14 setting n new record for one 
duty of 1,207. 
RONALD W. RILEY. of the Speech 
Department of Ohio State University. 
has compiled an annotated radio bibli- 
ography in three parts, covering ma- 
terial oo radio speech. drama and 
general production appearing in books 
and magazines. It was compiled for 

use by students in OSU radio courses. 

NBC's publicity department in New 
York has installed a television set in a 
small room adjoining the ntniu press 
roust for the use of radio editors. In- 
stallation was ordered by Frank E. 
Mason. vice- president. when he found 
that most radio editors hacked ready 
access to television receivers. 
NABS will broadcast via shortwave 
descriptions of the trans -Pacific Yacht 
Race front Treasure Island, San Fran- 
cisco, to Honolulu. which starts July 
4 and will last about 15 days. Don 
Lee Broadcasting System, Mutual af- 
filiate. will make nightly contacts with 
one of the contending yachts. the 
Contender, and will feed MRS reports 
of the race on the Wednesday and 
Saturday west coast (lance band pro- 
grams. 
TIIE staff of WNOX, Knoxville. has 
organized a softball team coached by 
Program Director Lowell Blanchard, 
win; also is baseball announcer. 

THIS 
WAY IN! 

WAIR is the open door to one 
of the richest and most respon- 
sive markets in the Southeast. 
Listener -confidence has made 
WAIR a volume sales pro- 
ducer. 

WAIR 
Winston- Salem, North Carolina 

A'ntioval Representatives 
Sears & Ayer 

YOU GET BOTH WITH WNEW 

1. EXtensive COVERAGE 
2. INtensive C 

Because of its sheer power and its location in the vast 
metropolitan trading area, WNEW naturally offers coverage of a 

tremendous market -one that represents an annual sales volume 
of $4,849,194,000. 

But what is more important to you is how well ... how intensely 
...WNEW covers this market. 

So -it is interesting to note that BY ALL INDEPENDENT SURVEYS* 

WNEW RANKS FIRST IN NUMBER OF LISTENERS OF ANY NEW YORK. 

NON -NETWORK STATION. 

See map of metropolitan trading area on Page 106 

WNEW NEW 
YORK 

SERVING NEW YORK AND NEW JERSEY 24 HOURS A DAY 
5000 WATTS BY DAY 1000 WATTS BY NIGHT 1250 KILOCYCLES 
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giLmL 
jwbt Çitth ?1?ankat. 

Sté, . 

FREE & PETERS, INC. 
NATIONAL REPRESENTATIVE S 

New York 
Los Angeles 

Chicago 
San Francisco 

Detroit 
Atlanta 
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AND t iog 

CHICAGO Radio Council announces 
a full roster for its summer work - 
shop June 26 -July 21, with classes 
limited to 25 teachers and a tuition 
eharge of $15. Held in the radio stu- 
dios of the board of education in Chi- 
cago's Builders Bldg., the workshop 
presents courses in continuity. pro- 
duction and utilization. James Whip- 
ple. of the radio department of Lord 
8 Thomas, Chicago. is in charge of 
the five weekly 8 -10 n. m. classes in 
enntinuity. Paul Dowty, formerly of 
WBBM. Chicago. is instructor for 
the courses in radio production. daily. 
10-12 noon. Miss Luella Hoskins. of 
the Radio Council staff. has charge 
of the daily two -hour course in utili- 
zation. a study of class room tech- 
niques and teacher -student listener 
eonperation. 

WINNERS of the 10 college scholar- 
ships rind the 20 trios to Washington. 
Radio City and the New York World's 
Fair. selected among the 300.f100 high 
school and grammar school boys and 
girls in 147 ont of 159 counties in 
Georgia particinating in the 1938 -39 
:militions of WSB's Atlanta Journal 
rehoral of the Air. will leave on a spe- 
einl Pullman July R. Louis T. Rigdon, 
conductor of the school, and Mrs. Rig - 
don will accompany the group on its 
uunnal tour. 

KLZ. Denver. on July 8 is starting n 
new series of agricultural programs to 
be remoted from farms in the various 
enmities of KLZ's listening area. and 
featuring interviews on Bifferont 
phases of agriculture. The program 
will be under the general supervision 
of the extension denartment of Colo- 
rado Agricultural College. KLZ fur- 
nishes its mobile unit. announcers and 
engineers for the series. to he heard 
Saturday mornings. 11 :45 to 12:15. 

SERIES of eight Friday afternoon 
programs titled Democracy in Crisis 
started June 28 on NBC -Red network 
under auspices of Northwestern U. 
and its new Institute of Democracy. 
Featured are the institute's visiting 
professors, all authorities on social 
science. They include Dr. A. N. Hol- 
combe and Dr. Erich Voegelin of 
Harvard, Dr. G. W. Hartmann and 
Dr. W. H. Kilpatrick of Columbia 
U., Dr. L. L. Watkins of Michigan 
U., Dr. D. E. Clark of Oregon U., 
Dr. E. A. Ross of Wisconsin U. 

Harvard to Stage 
Radio Conference 
HARVARD Summer School has 
announced a conference on the use 
of radio for the public welfare to 
be held in Cambridge, Mass., July 
24 -Aug. 4. The conference, first of 
its kind at Harvard, will be of 
interest to civic leaders, teachers, 
broadcasters and radio technicians 
with sessions on various phases of 
radio each day in Hunt Hall. 

Lecture and roundtable person- 
nel will be headed by David C. 
Adkins, executive director of the 
New England Town Hall, and will 
include Genieve M. Allen, presi- 
dent of the Radio Council of West- 
ern Massachusetts; Maj. Edwin H. 
Armstrong, inventor of frequency 
modulation; Loring Andrew s, 
chairman of the program commit- 
tee of W1XAL, Boston; Helen 
Benson, director of school broad- 
casting in Scotland for the British 
Broadcasting Corp.; Russell Burk - 
hard, principal of F. A. Day Junior 
High School, Newton, Mass.; Dean 
George H. Chase, chairman of the 
Harvard Radio Committee. 

Dr. Franklin Dunham, NBC edu- 
cational director; S. Howard 
Evans, secretary of the National 
Committee on Education by Radio; 
Sterling Fisher, CBS educational 
director; Mrs. Benjamin Krous, ra- 
dio chairman, Massachusetts State 
Federation of Women's Clubs; Wal- 
ter S. Lemmon, president of 
World Wide Broadcasting Founda- 
tion, W1XAL, Boston; Frank R. 
McNinch, FCC chairman; Allen 
Miller, executive director, Univer- 
sity Broadcast Council, Chicago; 
James A. Mayer, extension direc- 
tor, Massachusetts State Dept. of 
Education; Keith Taylor, director 
of radio division, Bureau of Edu- 
cational Research, Ohio State Uni- 
versity; Prof. Howard E. Wilson. 
Harvard. 

A COURSE in radio and radio writ- 
ing will be introduced July 5 for the 
first time into the summer session of 
Columbia University, New York, un- 
der the direction of Erik Barnouw. 
who has written and directed pro- 
grams for NBC, CBS and WOR. 
Newark. 

DoYOU want more New York sales? 
Smart national advertisers use WHN 
to supplement their network pro- 
grams in the world's richest market. 

WHN DIAL 1010 
NEW YORK CITY 

EDWARD PETRY & CO., INC. 
National Advertising Representatives 
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Elaborate Display 
Is Planned by WE 
WESTERN ELECTRIC Co. will 
have on display at the Ambassa- 
dor Hotel, Atlantic City, during 
the NAB convention July 10 -13, 
one of the most impressive arrays 
of new equipment it has ever as- 
sembled, according to F. R. Lack, 
general commercial engineer. Dur- 
ing the last year, he said. almost 
every unit of a broadcasting plant 
has been modernized, with the re- 
sult that new equipment ranging 
from microphones of variable di- 
rectivity to transmitters of ad- 
vanced efficiency will be shown for 
the first time. 

Much of the equipment will be in 
actual operation to permit broad- 
casters to test on the scene. Fea- 
tured will be the Doherty high - 
efficiency circuit, and demonstrated 
will be the first instance wherein 
this circuit has been applied to a 
medium size transmitter -the new 
streamlined, single unit 1 kw. 

Other operating displays will in- 
clude the phase monitor for direc- 
tional antennas, and a newly -de- 
veloped reproducer set, utilizing a 
universal pickup device of novel 
construction for reproducing either 
vertical or lateral recordings. Also 
to be demonstrated will be the new 
5 kw. WE air -cooled tube, and the 
latest design of 100 kw. amplifier. 
The cardioid directional mike will 
be explained by R. N. Marshall, of 
Bell Laboratories, and new anten- 
na coupling units will be shown 
along with the latest in speech in- 
put equipment. Representatives of 
WE who plan to attend the con- 
vention are: E. W. Thurston, L. F. 
Bockoven, G. W. Davis, H. F. 
Scarr, C. E. Snow, W. E. Jonker, 
W. Whitmore and C. L. Stong. Bell 
Laboratories will be represented by 
W. H. Doherty, R. E. Poole, H. A. 
Reise, H. E. Mendenhall, W. L. 
Black, W. A. MacNair, R. A. Mil- 
ler and F. W. Cunningham. A. J. 
Ea v e s, research products sales 
manager of Gravbar, plans to have 
present A. S. Wise, Philadelphia; 
D. B. McKey, Atlanta.; R. G. Mc- 
Curdy, Kansas City; J. P. Lynch, 
Boston; J. W. LaMarque, New 
York; F. J. Stahl, New York; W. 
W. Ponsford, Philadelphia, and F. 
L. Allman, Richmond. 

WRITTEN by John Baker, radio ex- 
tension specialist, U. S. Department 
of Agriculture, A Radio Handbook 
for Extension Workers has been pub- 
lished in mimeograph form by the Ex- 
tension Service. In friendly conver- 
sational language the booklet explains, 
step by step, the technique of using 
radio for agriculture, home economics 
and 4-H work. Mr. Baker formerly 
specialized in special event and farm 
broadcasts at WLS, Chicago. 

RCA has announced a new ultra- 
high frequency transmitting a n d 
receiving antenna that is custom - 
built for each job and so needs no 
adjustments when erected. Unit 
consists of four horizontal rods, at 
right angles, and a vertical rod 
above them, each rod a quarter - 
wavelength long. Below the anten- 
na is a quarter -wave transformer 
to which the transmission line is 
connected. Installations of this an- 
tenna have been made at WBNS, 
Columbus, W3XIR, Philadelphia, 
and a number of police radio sta- 
tions. New York City will use it 
on radio -equipped harbor launches. 

AN RCA. 250-D transmitter has been 
ordered for the new WHEY. which 
has been authorized by the FCC to 
more from Green Bay, Wis. to Ap- 
pleton, Wis. Father James A. Wagner, 
manager of WHEY and WTAQ. St. 
Norbert College stations at Green 
Bay. reports that selection of new 
site is holding up building and per- 
sonnel plans. 
WLOK, Lima. O., recently purchased 
a 45 -M portable remote amplifier from 
Wilcox Electric Co., Kansas City. The 
new equipment was first used for a 
three -hour pickup from the Peony 
Festival in Van Wert, O. 

TWO folders covering broadcast 
equipment have been issued by RCA 
Mfg. Co. The first describes assembled 
studio equipments, including standard 
groupings of de luxe panels. The other 
deals with measuring equipment for 
laboratories, stations and schools. 

RCA MFG. Co. has issued an eight - 
page folder, "Television Picture Equip- 
ment", describing all available tele- 
vision apparatus, transmitting and re- 
ceiving. with specifications, diagrams 
and illustrations. 
FINCH TELECOMMUNICATIONS 
Laboratories. New York. has an- 
nounced that WOKO. Albany, has 
concluded an agreement for use of 
Finch facsimile apparatus, to be in- 
stalled as soon as it receives an FCC 
grant. Other stations now using Finch 
facsimile equipment include WLW. 
WOR. WGN, WSM, WHO. WWJ. 
KSTP. WHK -WCLE, WSAI, WGH 
and W2XBF. 
WDAE. Tampa, has placed in opera- 
tion a Ford truck mobile unit, carry- 
ing its relay transmitter WDAJ, 
which has already seen duty on vari- 
ous remote jobs. The car's crew com- 
prises Bill Moore, Sol Fleischman and 
Joe Smiley. 

BROADCASTING Broadcast Advertising 

KOL Executive Changes 
REORGANIZATION of the execu- 
tive staff of KOL, Seattle, has been 
announced by Archie Taft, general 
manager, with the appointment of 
Oliver A. Runchey as sales man- 
ager and Eddie Jansen as promo- 
tion manager. Mr. Runchey, promi- 
nent in Pacific Coast sales work for 
the last 10 years, succeeds Elmer 
Pederson, who resigned to return 
to Los Angeles and who has made 
no announcement of future plans. 
Mr. Jansen during the last year 
has been program and promotion 
director of KGU, Honolulu, and 
formerly was sales manager of 
KVI, Tacoma. Frank Anderson has 
been appointed program manager. 
KOL is chiefly owned by Mr. Taft, 
but 42.3% of its stock is owned by 
Louis Wasmer, operator of KGA 
and KHG, Spokane. 

WXYZ, Detroit, has applied to the 
FCC authority to move its transmitter 
to Joy & Greenfield Roads, Detroit. 
and increase its day power to 5,000 
watts. KOAC, Corvallis, Ore., also 
seeking daytime power boost to 5,000 
watts, has asked for authority to move 
its transmitter to Granger, Ore. 
KMED. Medford, Ore.. has purchased 
an RCA 1 kw. power amplifier and 
associated equipment. 
KCKN, Kansas City, Kan., has pur- 
chased an RCA 250-D broadcast 
transmitter and RCA input equip- 
ment. 
KSRO, Santa Rosa. Cal., has in- 
stalled a new 96-A RCA limiting am- 
Nplifier under the supervision of Bob 

ichols, chief engineer. 
KSAN. San Francisco, has installed 
it new Western Electric master con- 
trol panel. a boom microphone and 
two news transcription turn -tables. 

JUST around the comer 
from the new N.A.B. Head- 
quarters on IC Street, In the 
center of busy Washington. 

-Pit Conditioned 
BEDROOMS - RESTAURANTS 

LOBBIES 

During the Summer Months 

The 
MAYFLOWER 
Connecticut Avenue at L Street 

WASHINGTON, D. C. 

R. L. POLLIO, Manager 

SURVEYS SHOW 
t haw 

WD J 
is the only network station that can 
be heard consistently and satisfactorily 

AT ALL TIMES 
in Roanoke and the immediate 
surrounding territory. 

BUSINESS IS GOOD IN ROANOKE! 

Are you getting your share? 

Inure heart 
of a great 

TRADING AREA 

ROANOKE, V I RGI N IA 
MEMBER CF THE COLUMBIA BROADCASTING SYSTEM 
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A Big Store Uses Radio Dramatically 
And Gets an Immediate 

Response From Its 
Coast Audience 

By EDWARD C. STODEL 
President, Stodel Adv. Co., Los Angeles 

"FOUR times daily as the clock on 
the Eastern- Columbia tower strikes 
8 a. m.; 12 noon; 8 p. m. and 11:15 
p. m., we flash to you Headlines of 
the Hour direct from our special 
newsroom, located beneath t h e 
beautiful new marquee of the big 
Eastern store, facing Broadway at 
Ninth, in downtown Los Angeles." 

With that salutation, last March 
17, we launched over KEHE, Los 
Angeles, one of the Pacific Coast's 
largest furnishing a n d apparel 
firms on what we hope looms as its 
first long -term venture in radio. 

For 47 years, the Eastern-Co- 
lumbia stores in Los Angeles have 
been one of the biggest users of 
newspaper space. Their expert ad- 
vertising staff had captured black 
and white awards nationally year 
after year. Their success as mer- 
chandisers of national brands was 
unquestioned. They simply couldn't 
see radio as a necessary media, ex- 
cept for an occasional dab. 

An Audience Available 
Frankly speaking, they expected 

any radio program to equal the 
sales, on a particular item, that 
was accomplished by the same 
amount of money in newspapers. 
And starting from scratch, that 
was a difficult challenge to meet, 
what with the terrific force and 
individual style of their ads plus 
the long acceptance these ads had 
built up throughout the years. 
Nevertheless, we were confident 
that radio could do a job of its 
own, not only in immediate direct 
sales, but from a traffic and in- 
stitutional angle that could not be 
touched by periodical advertising. 

Strangely enough, however, it 
was our own newspaper editorial 
background on the Los Angeles 
Herald -Express, that enabled us to 
work out the program finally ac- 
cepted by the store management. 
We selected news broadcasts be- 
cause they would build an immedi- 
ate audience and not have to cre- 
ate one, as would a script or idea 
show. And, keep in mind, this 
client was expecting immediate 
sales. 

In the second place, we must be 
on the air enough times a day, on 
a popular priced station, or once 
a day on a major station, to keep 
within a trial budget - and yet 
stand a chance of keeping up with 
black and white results. For the 
initial test, we decided upon four 
times daily on a popular independ- 
ent station -on which we could 
dominate the news presentation. 

We selected KEHE not only be- 
cause this was possible on that 
station, but because of its excellent 
news facilities. But frankly, just 
presenting news broadcasts w a s 
not enough to sell the Eastern 
managing director, Julian Sieroty, 
and advertising manager, James 
Seyster. We anticipated this ob- 
stacle, and incorporated with the 

SPECTATORS watching a news broadcast direct from the display win- 
dow news room of the Eastern -Columbia apparel store in downtown 
Los Angeles. Photo shows (left) Edward C. Stodel, president, Stodel 
Adv. Co., and Tom Frandsen, news commentator, at mike, during the 
initial broadcast on March 17. When not on KEHE Frandsen announces 
flash bulletins over the store's loudspeaker system. 

presentation the idea of broadcast- 
ing the programs direct from a 
special Eastern - Columbia news- 
room which could be installed in a 
show window facing Broadway, the 
main street in downtown Los An- 
geles. 

This newsroom would be com- 
plete in every detail, and the In- 
ternational News teletype would be 
installed right in the window. Even 
the items to be advertised as daily 
radio specials would be right in the 
window during the broadcasts. This 
tieup was an almost immediate 
clincher to the deal. In fact it was 
opportune. The store had just in- 
vested thousands of dollars in new 
windows, and an elaborate mar- 
quis. If just for the ballyhoo to at- 
tract attention to these features, 
the program was worth a trial to 
the management. The newsroom 
was installed as planned, and the 
first broadcast made on March 17. 

Will Spread to Branches 
Tom Frandsen, Los Angeles an- 

nouncer, was signed as the exclu- 
sive Eastern Reporter, and is now 
on duty in the window newsroom 
throughout the day. Between the 
four daily broadcasts, he also an- 
nounces late bulletins over the 
store's speaker system, which is 
also on for the crowds -in continu- 
ous attendance from early morn- 
ing until 9 at night. 

Most encouraging of all is that 
starting from scratch, the pro- 
grams have stood on their own feet 
in producing immediate sales, be- 
yond expectations of the sponsor, 
and bringing a desired flow of traf- 
fic to the big 12 -story Eastern-Co- 
lumbia store as well as to all ten 
of their branch stores throughout 
Southern California. And from the 
outlook of things, it appears that 
one of the longest standouts in 
Southern California radio has at 
last been converted to the use of 
broadcasting as both a merchandis- 
ing and institutional media, the 
sponsor having recently signed a 
long term contract. Later plans 
call for similar sound proof news 
rooms in the various branch stores 
to develop wider activity in the 
communities served. 

Annual Awards, Laments 
Are Announced by Stage 
ANNOUNCING its annual "palm" 
awards for radio, the magazine 
Stage in its June issue picks for its 
kudos H. V. Kaltenborn, Informa- 
tion Please, Bob Hope, Bing Crosby, 
Lux Radio Theatre and the New 
York Philharmonic Symphony. 
Honorable mentions are given Mor- 
ton Gould, conductor- arranger- 
composer, for his stylized treatment 
of popular music on MBS; Orth 
Bell, known as "Uncle Jonathan" 
on WAAT, Jersey City, and the 
BBC Music Hall Varieties carried 
via Transatlantic relays on WOR. 

Stage, having honored, adds that 
it also "laments" the "widely 
spreading tasteless technique of 
guest stars who spiel direct sales 
endorsements for their respective 
products "; "the loss of individu- 
ality suffered by the Columbia 
Workshop, which has become nei- 
ther fish, nor fowl, nor good red 
herring "; "The sad fact that the 
air -debut of Robert Benchley - 
whose embarrassed charm is un- 
able to cope with unbecoming ma- 
terial-was the year's greatest dis- 
appointment"; "the ill- advised War 
and Peace philosophizing on The 
Circle, which is generally enough of 
a clambake as it is." 

Olympic to Add 
OLYMPIC KNITWEAR of New 
York, on July 16 will start 10 spot 
announcements weekly on WMCA, 
New York, as the first step in a 
special six -month campaign for 
"Tish -U- Knit" sweaters. Four of 
the announcements will be spotted 
during the day, the others to fol- 
low the Five Star Final program 
each evening. Other stations will 
be added to the campaign during 
the last two weeks in July, ac- 
cording to Hicks Adv. Agency, 
New York, which handles the ac- 
count. 

JIMMY SCRIBNER, who plays 22 
different roles on the MBS Johnson 
Family program, has opened what he 
calls the "largest barbecue bistro in 
the world" on Queens Boulevard near 
the New York World's Fair, and has 
named it "Chicazola," mythical scene 
of his program. 

FILMLAND WRITERS 
BREAK FROM AFRA 

LOS ANGELES and Hollywood ra- 
dio writers on June 20 broke away 
from AFRA and formed the West- 
ern Division of Radio Writers 
Guild, an affiliate of Authors 
League of America. Meeting, held 
in Hollywood Athletic Club, was at- 
tended by approximately 125 South- 
ern California radio writers. For- 
rest Barnes, Hollywood freelance 
writer, was elected president of 
the Western Division, which will 
have jurisdiction over the 11 west- 
ern States. Also elected were the 
following Council members: Lind- 
say McHarrie, John Boylan, Hec- 
tor Chevigny, Bettie Stulla, Mel 
Williams, Don Clark, John Slot, 
Dave Taylor, Noreen Gamill and 
True Boardman. 

A constitution was adopted and 
release was asked from member- 
ship in AFRA so they can affiliate 
with the new organization. Marc 
Connelly, president of Dramatist 
Guild, and Ruth Knight, represen- 
tative of New York Radio Writers 
Guild, spoke. Boardman, who pre- 
sided at the organization meeting, 
explained there would be a Na- 
tional Council of 30 members, 10 
each to be elected from the West- 
ern Division, Chicago and N e w 
York. This, it was said, will replace 
the present total of 15 councilors - 
at- large. Each region will also 
have its own president. The West- 
ern Division will shortly either 
elect or appoint representatives in 
the major west coast radio centers 
to guard the interests of writers 
there. 

KEHE Becomes KECA 
THE call letters of KECA will be 
retained in lieu of KEHE when 
the latter station and its plant and 
facilities are turned over to Earl 
Anthony Inc., under a proposed 
FCC decision announced June 21 
(see page 34), according to a state- 
ment by Harrison Holliway, gen- 
eral manager of KFI -KECA. The 
Anthony interests bought KECA 
for its 780 Ice. channel and its 
building at 141 N. Vermont St., 
Los Angeles, where operations of 
both KFI and KECA will be cen- 
tered. Mr. Holliway will shortly 
announce changes in operating and 
advertising policies and personnel 
assignments. 

AFRA In Key Cities 
NEGOTIATIONS between the 
American Federation of Radio Ar- 
tists and the various local stations 
in New York, Chicago, San Fran- 
cisco and Los Angeles are proceed- 
ing satisfactorily in most cases, ac- 
cording to Emily Holt, executive 
secretary of the union. In the tran- 
scription field, she said, no action 
will be taken until the coordinating 
committee appointed by the nation- 
al board has completed its task of 
working out a set of scales and 
working standards. Members of 
this committee are Ned Weyer, 
chairman, Lucille Wall, Walter 
Preston, Alex McKee and Sid Wal- 
ton. 

NORTH AMERICAN Accident Insur- 
ance Co., Newark, on June 20 started 
a two -week campaign of quarter -hour 
musical programs six times weekly on 
WIIN, New York, and WNEW, New 
York, with additional five -minute news 
programs 12 times weekly on WNEW. 
Franklin Bruck Adv. Corp., New 
York, places the account. 
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CONTROL 
ROOM 

ARCHIBALD E. LINGO, of Colling- 
wood, N. J.. president of John E. Lin- 
go & Son Inc., Camden. on June 13 
was granted a patent on a mast for 
radio broadcasting (No. 2,182,675) by 
the T.. S. Patent Office. 

NORMAN HAHN, formerly chief en- 
gineer of WTAQ -WHBY, Green Bay. 
has joined WIBA. Madison. Wis.. as 
chief engineer, succeeding Merrill F. 
Chapin, resigned. Lloyd S. Sadler also 
has been added to the WIBA technical 
staff. 
ALAN BODE. sound effects director 
of KFWB. Hollywood. married Emma 
Pickett, of the kFWB accounting de- 
partment. June 23. 
A. S. HAGGERTY has joined the 
technical staff of CBK, Wntrous. 
Sask. 
JAMES LA SHAUM, KEHE, Los 
Angeles, technician, is the father of 
a girl born June 8. 

J. B. EAVES, chief engineer of 
KGNF, North Platte, Neb., is the 
father of a boy born recently. 
GLEN LESH, John Woods and Dan 
Grey, recent graduates of Midland 
Television Inc., Kansas City technical 
school, have been appointed to the en- 
gineering staffs, respectively, of 
KGFW. Kearney. Neb.; WNAX. 
Yankton. S. D.; KWKH, Shreveport. 
ED LOCKWOOD has been trans- 
ferred from the transmitter of WLW. 
Cincinnati, to the television depart- 
ment in the Carew Tower in Cincin- 
nati as a transmitter engineer. 
CLARENCE PALMER, KVOE, San- 
ta Ana, Cal., engineer. and Betty 
Steen were married at Gardnerville. 
Nev.. May 22. 

LEN COZINE has been transferred 
from the control room to the engi- 
neering staff of CJRM. Regina. Sask. 
Harry- Dane of the production depart- 
ment has taken Cozine's place in the 
control room. Roy Henderson. new to 
radio. lins joined the production and 
continuity department. 
RICHARD HAYSEL, of the IiNN. 
Hollywood. engineering department. 
and Dolores Blitz. secretary to Al 
Span. CBS Pacific Coast sound effects 
director, have announced their en- 
gagement. The wedding is scheduled 
for Aug. 12. 
CLIFFORD C. HARRIS. technical 
supervisor of WIP, Philadelphia. re- 
cently purchased a 30 -foot cabin 
cruiser. which has been christened 
"WIP ". Martin N. Oebbecke. assist- 
ant to Mr. Harris. was graduated in 
Tune from the Wharton School of 
Commerce of the University of Penn- 
sylvania. 
WALTER STILES Jr.. engineer of 
WABC. New York, is the father of a 
boy born recently. 
PAUL MILLER. formerly of WTAD. 
Quincy. Ill.. has joined the engineering 
staff of WOWO, Fort Wayne, Incl. 
E. L. PARKHURST. engineer of 
KPO and KGO. San Francisco. and 
his wife have adopted five- month -old 
twin boys. 
N. J. RICHARD, control room super- 
visor of WISN. Milwaukee. recently 
was elected president of the Milwaukee 
Radio Amateur's club, which has n 
membership of about 1,000. 
HARVEY HAAS has joined KRKD. 
Los Angeles, as relief transmitter 
technician. 
LAWRENCE RAUCH, University of 
Southern California engineering stu- 
dent, has joined KMTR. Hollywood, 
as operator. 
RANDOLPH OGG, engineer of 
KGVO, Missoula. Mont., recently 
married Ruth Ambrose. 
CARLTON NOPPER, control room 
supervisor of WFBR, Baltimore, is 
the father of a boy born in May. 

Diversified Income 
INDUSTRY 

AGRICULTURE 
SHIPPING 

TOURISTS 
STABLE 

HISTORIC 

chat's 
Coastal South Carolina 

For Radio in This Market 

It's 
wCsC 
Charleston, 

Sa C. 
Affiliated National Broadcasting Co. 

Red and Blue 

1,000 Watts 1,000 Watts 

Member Representatives 
N.A.B. Free and Peters Inc. 

BROADCASTING Broadcast Advertising 

tonal beauty 

Network transmission of the ethereal 
tonal beauty of the harp ... or the 
thundering majesty of the organ . . . 

is always an important and painstaking 
task in the radio industry. 

Patient research and engineering 
skill have provided special circuits to 

link the radio stations of the country. 
Trained men supervise transmission. 
The most modern facilities guard the 
quality of sound -all the way. 

And in the Bell Telephone Labora- 
tories work goes on continuously, to im- 

prove and extend the contribu- 
tion of the telephone system to 

radio broadcasting. 
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Don Lee Spikes Reports 
It Will Issue Stock for 
Television Operations 
SPIKING reports to the contrary, 
Don Lee Broadcasting System, 
Los Angeles, operating W6XAO, 
through its president, Thomas S. 
Lee, in late June announced that 
the organization had no television 
stock for sale nor is it interested 
in any projected campaigns to 
raise money for the sale of securi- 
ties of any kind. "Our television 
work is definitely experimental, of 
a non -commercial nature and we 
are investing our own funds in 
ratio commensurate with the prog- 
ress of our technical staff," Mr. 
Lee said. "This organization is not 
financially interested in the manu- 
facture, sale or installation of tele- 
ceivers. Because of the tremendous 
impetus given television in recent 
weeks, the public should be pro- 
tected against questionable stock 
issues and unproven ventures in 
television developments." 

RADIO AIDS TORNADO VICTIMS 
Twin City Stations Help Relief Work in 

Area Stricken by Minnesota Storm 
MINNESOTA'S Twin City radio 
stations again demonstrated broad- 
casting's vital importance during 
a disaster when they rushed men 
and equipment to the scene of the 
tornado which struck Anoka, Minn., 
20 -odd miles away, the afternoon 
of June 18. The storm killed at 
least 10 persons, injured more than 
100 others and caused an esti- 
mated $1,000,000 damage. 

A short time after the tornado 
struck, KSTP, WCCO and WTCN 
had announcing and technical 
crews in the stricken city and had 
arranged shortwave pickups and 
transcribed on- the -scene descrip- 
tions, in addition to carrying offi- 
cial communiques, appeals for aid 
and special programs extending 
over several days. 

With extensive on- the -spot cov- 
erage, several stations claimed 
"firsts" in covering the disaster, 

which struck at 3:21 p. m. after a 
hot muggy day. WCCO, whose 
transmitter is located two miles 
east of Anoka, just outside the 
stricken zone, claimed first news 
of the tragedy when highway pa- 
trolmen rushed through the storm 
to the transmitter building and put 
in calls for doctors, nurses and am- 
bulances, along with a plea for the 
aid of Twin City police and fire- 
men. Immediately a f ter war d, 
WCCO broadcast the first news di- 
rectly concerning the storm from 
the transmitter, with Russ Person, 
transmitter engineer, at the mike. 
While he was handling the first 
flashes, other WCCO engineers 
went through the town and col- 
lected information concerning cas- 
ualties. 

Adj. Gen. Ellard Walsh, in 
charge of the Minnesota National 
Guard, was at Fort Ripley in the 

STATISTICALLY SPEAKING 
of South Carolina in the Daytime 

1935 Retail Sales 
1938 Radio Homes 

South Carolina 
S248,206,000 

207,300 

WIS COUNTIES* 
include 

67.7 °ó of S. C. RADIO HOMES 
70.1°. of S. C. RETAIL SALES 

IT'S THE STORY OF 5 

KILOWATTS ON 560 Kc. 

Over the same path, and at the same 
distance, WIS delivers 353 microvolts 
per meter; a 50 kilowatt station on 
1080 kc. delivers 300 microvolts. 
(Columbia to Charlotte 95 miles) 

lansky & Bailey Survey, Oct. 1938 

WIS Counties* 
5174,129,000 

140,480 

Counties Crossed by, or wholly within, WIS '/z millivolt daytime contour 

USE WIS FOR EFFECTIVE SELLING 
IN SOUTH CAROLINA 

COLUMBIA, S. C. 

560 Kilocycles 5,000 Watts 

NBC Red and Blue Networks Represented by FREE & PETERS, Inc. 

northern part of the State and 
could not be reached by telephone. 
WCCO broadcast a request for him 
to call National Guard headquar- 
ters in St. Paul, and a few minutes 
later, after hearing the broadcast, 
he called in and requested WCCO 
to ask all members of the 161st 
Field Artillery and the 206th In- 
fantry, both of the Twin Cities, to 
mobilize at once. Both regiments 
were mobilized and on their way 
to the stricken area in an hour - 
and -a -half. 

Meantime WCCO engineers, 
headed by Chief Engineer Hugh 
McCartney, had taken portable 
equipment into Anoka. No tele- 
phone service was available, but by 
tapping an auxiliary cable from 
the transmitter, WCCO was able 
to set up the only line of communi- 
cation from the outside. From ap- 
proximately 5 p. m. until 10:30 
p. m. (CST) WCCO was on the air 
constantly with lists of casualties, 
instructions and relief pleas. 

A CBS broadcast was originated 
by the station at 10:30 p. m., using 
portable equipment in the car of 
Engineer Bob Anderson as it 
cruised about the city. Max Karl, 
WCCO's educational director, and 
Eddie Gallaher, sports announcer, 
both went to Anoka at the first 
flash and handled all the WCCO 
broadcasts. 

KSTP on the Job 
Manager Stanley Hubbard of 

KSTP, despite the danger of being 
scooped, held back nearly an hour 
the first news flash reaching the 
station, in keeping with its policy 
of seeking to discourage a rush of 
curiosity seekers to the scene of 
an accident and at the request of 
National Guard officers. Mr. Hub- 
bard also reported KSTP was the 
first to call National Guardsmen to 
report at the armory and first to 
send a crew to Anoka with a mo- 
bile unit and shortwave equipment, 
which reached the city 45 minutes 
after the flash. 

When the shortwave pickups 
failed to come through, due to at- 
m o s p h e r i c disturbances, KSTP 
made a transcription of what it 
claims was the first eyewitness 
story. In addition to the tran- 
scribed on- the -scene pickups, which 
were rushed the 25 miles to the 
downtown studios at frequent in- 
tervals by two sets of messengers, 
the station also carried regular 
bulletins, urging sight -seers to stay 
away. 

KSTP's 10 -man crew in the 
stricken area included Brooks Hen- 
derson and Frank McGlogan, an- 
nouncers; Al Asch, Gordon John- 
son and Dick Hance, nemo engi- 
neers; Art Lodge and John Knoble, 
newsmen, and Bill Hoverson and 
A r v i d Cartwright, Minneapolis 
Journal reporters working under 
Special Events Director Joe Mey- 
ers. The recording equipment was 
taken directly into town meetings 
and rehabilitation centers, and 
through selection and editing a 
comprehensive description was fur- 
nished. 

At the request of Gov. Stassen, 
who participated actively in rescue 
operations, the KSTP mobile unit 
was used by rescue officers as an 
amplifying system to give direc- 
tions to salvage workers. The unit 
cruised through the debris -littered 
streets, telling victims where to go 
for food and medicine treatment 
and giving orders to militiamen. 
Hour -by -hour reports and record- 
ings were broadcast up to signoff 
June 20, and KSTP staff members 
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returned to the studios at 3:30 
a. m. and prepared a broadcast 
that went on the air a few hours 
later. 

All Twin City stations cooperated 
with the Red Cross in raising re- 
lief funds, KSTP, WTCN and 
WCCO carrying special programs 
which raised several thousand dol- 
lars for the stricken area. 

WTCN Uses Plane 
WTCN used five men in strategic 
places over the area, including one 
in an airplane, to describe the tor- 
nado damage. Hal Lansing, chief 
announcer, started putting news 
bulletins on the air after the first 
flash, and within the next hour 
had broadcast more than 20, in- 
cluding pleas for medical aid and 
mobilization notices. Bob De Haven, 
production manager, made the air- 
plane flight during the ensuing 
rainstorm and gave a 15- minute 
word picture of the scene on land- 
ing. 

Bennett Orfield, WTCN news 
editor, went on special duty in the 
offices of the Minneapolis Tribune 
and broadcast bulletin for six 
hours. John Sherman, technical di- 
rector, and Charles Irving, an- 
nouncer, drove to the scene with 
shortwave equipment, but when it 
was found no power was available 
in Anoka, they viewed the wreck- 
age and checked the situation and 
then drove to a nearby town, from 
where they shortwaved their re- 
port. 

THE FCC on June 21 authorized R. 
E. McDonald, manager of KFQD, 
Anchorage, Alaska, to acquire com- 
plete control of that station and issued 
it n regular renewal license which 
had been held up due to alleged fail- 
ure to comply with rules pertaining 
to transfers of ownership. 

BUST of Maj. Edward Bowes, carved 
from a block of compressed evaporated 
salt, was presented to him recently 
following one of his CBS Amateur 
Hour broadcasts by Edward L. Fuller, 
president of International Salt Co. 

Old and New 
OLDEST and newest meth- 
ods of communication were 
combined recently when the 
Crosley Co. facsimile station 
WSXUJ used carrier pigeons 
to speed pictures of a Cin- cinnati Reds - Pittsburgh 
Pirates baseball game to its 
studio for immediate trans- 
mission. Black Comet, world - 
record racing bird, on whose 
back was strapped the official 
harness of the Army Signal 
Corps, flew the negatives 
from the baseball park to the 
Crosley plant, a distance of 
approximately 4z miles, in 
three minutes and the photos 
were developed and on the 
air 20 minutes after being 
taken. Six birds were used in 
carrying the 32 pictures 
snapped on the playing field. 
According to Wilfred Guen- 
ther, Crosley coordinator of 
facsimile and television, 
pigeons may become regular 
members of the WLW- 
W8XUJ staff to increase the 
speed of picture service. 

THOSE gold -plated WE microphones which excited the curiosity of King 
George VI during his Canadian -U. S. tour last month are here shown 
as the King delivered one of his broadcasts. Canadian Broadcasting 
Corp. ordered a battery of the mikes from Northern Electric Co., and 
they were used whenever there was a broadcast by the royal visitors. 

FCC Clearing Docket 
PUSHING toward clearing of its 
docket prior to the "quasi- recess" 
over the summer, planned to start 
July 15, the FCC at meetings June 
19 -20 handled the largest agenda 
since its creation in 1934. All told, 
some 40 pages of "flimsy" or rou- 
tine decisions were released, along 
with two -score matters requiring separate consideration. Of 16 
docket cases on broadcast applica- 
tions which had gone to hearing, 
13 were decided. The FCC will not 
schedule hearings or arguments 
from July 15 through Sept. 5 and, 
while it plans to hold sessions over 
the summer, meetings probably will 
be held on an abbreviated basis, 
yet to be decided upon. Chairman 
McNinch, ill since last May, did 
not attend the record June meet- 
ings, and is not due to return to 
his office until after July 4. 

PROGRAMS to be presented by the 
University of Kentucky through 
WHAS. Louisville, for the six months 
from July 1 through Dec. 31 are listed 
in a booklet that may be obtained 
from the University at Lexington. 
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Quarter Hour Transcribed Programs 
Now on the Air in 31 Cities in 

the U. S. and Australia 

The programs consist of exciting, drama- 
tized events in the lives of celebrities, 
climaxed by the presentation of their 
actual voices. These famous voices were 
recorded by yesterday's miracle - the 
Edison reproducing machine - and the 
priceless old cylinders have been modern- 
ized and amplified, to bring to the radio 
audience of today actual VOICES OF 
YESTERDAY. 

"Voices of Yesterday" is not only fascinat- 
ing history, it is fascinating entertainment. 

THRILLING EDUCATIONAL 
DRAMATIC ROMANTIC 

Exclusive Rights Granted. Write or Wire. 
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BEN LUDY:. WIBW 
AGAIN 

RADIO STATION 

SURE YOU DONT OFFER SCREWDRIVERS WIBW_ 

THIS IS JUST TO MAKE 
DOES EVERYONE 

IN KANSAS LISTEN 
TO 

TOMORROW 
WE ARE 

BROKE 

CHARLES 
FARRAN 

THE GRISWOLD ESHLEMAN 
CO. 

APPRECIATE SVOOL.'11o.S 
1ß!1Y LC. PA -EOM, COSNCEaNINo 

ITS WHIM 

THE OOYPAxt 

13,772 REPLIES FROM TWO ANNOUNCEMENTS! 
That's what brought this telegram from the agency of one advertiser.* Two 

announcements were made offering a minor premium (to farmers only) in ex- 
change for detailed information of tremendous sales value to local dealers. 

WIBW listeners responded with nearly ten times 
the advertiser's estimated number of replies. 

We don't want to be obvious, but all this is mighty valuable to YOU . . . this 
absolute proof of WIBW's pulling power . . . of the way WIBW listeners respond. 
Today, with our new, ultra -modern transmitter, WIBW is ready to show you some 
real ACTION from a ready -to -buy audience that is conservatively estimated 
at 361,980. Let us show you HOW. 

* Name on request. 

Y?" P-oice W 
COLUM BIAS OUTLET for KANSAS 

NEW YORK 
BEN LUDY, Manager 

DETROIT 
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I N response to a demand arising from the fact that commercial maps have not fully met radio's needs, 
BROADCASTING herewith presents a new form of map especially adapted to the requirements of 

the radio advertiser, advertising agent and station management. It combines two special features: 
(1) Grids or sections of equal area and uniform scale, making every section of the United States directly 
comparable, and (2) Urban and rural radio family breakdowns and retail sales by counties, superimposed 
upon the grid maps. This method of map -making was devised after frequent consultations with 
timebuyers, broadcasters and network research departments. We believe that these maps and data 
will prove to be a contribution to uniformity and convenience in evaluating and mapping radio coverage. 

ARRANGEMENT OF GRIDS: Maps I to 26 (see 
index on next page) comprise a progressive series of 

equal area basic grids or sections, each slightly over- 
lapping its neighbors. Neighboring grids can thus be 
readily assembled to form larger maps for any given 
area. Maps 27 to 35 are additional grids, drawn to 
the same standard scale and size as the basic grids. 
These have been added in order that certain im- 

portant metropolitan broadcasting centers may be 

found at or near the center of a grid. Each grid 
map covers a span 400 x 475 miles. 

PURPOSES OF THE GRID SYSTEM: Conven- 
tional maps are frequently inconvenient or impracti- 
cal in broadcasting work. The maps published here- 
with combine the comprehensiveness of a large wall 

map and the convenience of standard page size. 

They show the detail ordinarily needed in radio work 
-counties outlined and named; all cities with radio 

stations named and number of stations indicated; all 

cities over 25,000 population named; all cities over 

10,000 located. The county radio homes data may 
be used conveniently with those for total families, 

total radio families and percentage -of- ownership, 
tabulated by States and counties on pages 42 -58 of 

the 1939 BROADCASTING Yearbook. Since the 
county figures are estimates, there is necessarily a 

certain unmeasurable degree of error in the figures 
for individual counties. For any group of counties, 
however, such as those included in the service area 
of a typical broadcasting station, it is believed that 
the sum of the estimates (urban or rural, or both) 
for individual counties is sufficiently accurate for 

practical purposes. 

BROADCASTING Broadcast Advertising 

MAP INDEX: The index maps on the following 
page show the areas covered by the grids. The 
larger map shows the basic grids, the smaller the 
supplementary grids. Identifying numbers appear 
at or near the center of the area covered by each grid 
map and shown as a dotted rectangle on the index 
map. The identifying numbers appear in the upper 
right corner of the grid maps themselves which are 
published in subsequent pages in the order indicated 
by the numbers. An index by States also appears on 
the next page to facilitate map selection. Some of the 
States appear in their entirety on one or more maps, 
as indicated by the boldface figures in the first col- 
umn of the index. Parts of the same State appear 
in several additional maps, as indicated in the other 
columns of the index. Thus it is possible to select 
the right map or maps to measure between points in 

different States. For example, to determine the dis- 
tance between Muncie, in central Indiana, and Bris- 
tol, in northeastern Tennessee, consultation of the 
index shows that both areas appear on Grid 10. 

BASE MAP AND DATA: The base map used for 
the original map is an Albers Equal Area Projection 
prepared in 1937 by the Geographer of the Census. 
In order to permit fine work, the map was enlarged 
and drawn in sections which, if assembled, would 
form a map of the United States nearly 20 feet wide. 
The data on urban and rural radio families for each 
county, published herein for the first time, are break- 
downs of the county totals compiled by the Joint 
Committee on Radio Research. Retail sales in thou- 
sands of dollars for 1935, also shown for each county, 
are from the last Census of Business; 1938 retail sales 
would vary in total only slightly from the 1935 

figures. 

COPYRIGHT FREE: These maps were prepared 
for BROADCASTING by Walter P. Burn & Asso- 
ciates Inc., New York, in collaboration with Edgar 
Felix, publisher of Radio Coverage Reports. While 
the Radio Market Atlas is copyrighted, BROAD- 
CASTING will extend permission to advertisers, ad- 
vertising agencies and broadcasters to use the maps 
without charge for any specific and acceptable pur- 
pose. Additional copies of any single map, or special 
combinations of maps made to order, may be secured 
at nominal cost from Walter P. Burn & Associates. 
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BASIC GRID MAPS 
Indicated by Dolled Lints 

Subdividing the United States into a series of areas of uniform and convenient sine for radio 
purposes. The number appearing at the center of each dotted -line rectangle is the identifying 
number appearing on each grid map. Each basic grid slightly overlaps its neighbors in order 

to facilitate assembling adjacent maps. 

INDEX TO GRID MAPS 
And by Slides 

Numbers in Boldface indicate Slate as a whole appears in the grid named. 
Such numbers are not repealed in succeeding columns. 

Section of Stale Appears in Grids Indicated. 

State Central Northeast Northwest Southeast bout. eat 

Alabama 18.33 33 19.33.35 25 19.35 
Ariaona 23 14 IS 24 
Arkansas 19,20 11.34 12.35 19 20.35 
California 16,24 16 16 15.24 23.24 

Colorado 13.14 13 14 13 14 

Connecticut 1.27 2 2 

Delaware 9.27, 32 32 32 
Dist. of Columbia 9.27.32 
Florida 25 17.2$ 18 25 25 

Georgia 18.33 18.33 18,93 17,255 18.25 
Idaho 7 8 15 8. Is 
Illinois 11.30.34 3, 4.30 4. 30, 31 33 
Indiana 3.10.11.29.30 3.10.29.30 3.30.34 10,33 33,34 
lows 4. 12.31 4.30 5 11.30 34 
Kansas 12.13 12,91 13 12 13 

Kentucky 10.11.33 10.28.33 11.34 10.33 11.34 
Louisiana 19.20 20.26 20.26 
Maine 1 27 
Maryland 9.27.32 27 28 27 27 
\lasuchusetts 1.27 27 2.27 2.27 
Michigan 3.28.29.30 3.29 4 3.10.29 3.10.11.28.29.30 
Minnesota 4.31 4 5 4.31 5.31 
Mississippi 18 18 18 

Missouri 12, 34 31.34 1_2.31 11.34 12 
Montana 6.7 6 7 6 7 

Nebraska I3 5.31 6. 13 12.31 I3 
Nevada 15 15 16 15.24 16.23.24 
New Hampshire 1.27 27 E7 

New Jersey 2.9.27 2.9 2 9 9 

New )Mexico 2_ 

2.x27 

13,21 

t 

14 

28 

21.22 
39.47 

22 

10.28 \rw York 
North Carotins 9.17.32 9.32 10.33 9.32 18,33 
North Dakota 5 5 6 5.31 6 

Ohio 3.10.28.29 2, 3.29 1, 6.11.29.30 2 6.11.30.32.33 
Oklahoma 12.20.21.36 12 13 20 21 

Oregon 8 7 

Penneylvania 2.9.27.28 27 10.28.29 9.27 9.10.28. 29 
Rhode Island 1.27 
South Carolina 17.32 9.32 18.33 
South Dakota 5 5.31 6 5.31 6 

Tennessee 11. 18.33 10.17. 18.33 11.34 18, 33 19 

Texas 21.26.33 20.35 21.22 26 26 
Utah 15 14 IS 14.23 

I 13.23 
\ "<rmonl 1 2 

9.31.32 10.x33 
Virginia 9.32 9.27.32 10.28 

Washington 8 7 7 

West Virginia 10.28.32 9.32 2.10.29 10,32 10.332.33 
Wisconsin 4.30 3 31 3.30 30.31 
Wyoming 6 6 7 13.11 I1. IS 

------- 

SUPPLEMENTARY GRID MAPS 

These additional special grid mapa has,. Imes prepared in under 
teal certain important broarlrasting renters may appear at or 

near the renter of a grid map. 
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Sarno f, McCosker Receive Citations 
As Press Women Make Annual Awards 
DAVID SARNOFF, chairman of 
the board of NBC, and Alfred J. 
McCosker, chairman of the board 
of MBS, were individually honored 
by the National Federation of Press 
Women, which, at its annual ban- 
quet held June 26 at the Waldorf - 
Astoria Hotel, New York, awarded 
to them its certificates of merit for 
outstanding contributions to radio. 

Award was made to Mr. Sarnoff 
for making possible the Toscanini 
broadcasts and to Mr. McCosker for 
Mutual's rebroadcast of European 
news bulletins during the Munich 
crisis. 

The Federation also presented 
certificates to each of the national 
networks: To CBS for the New 
York Philharmonic Symphony 
broadcasts; to MBS for its musical 
contribution of Alfred Wallen- 
stein's Sinfonietta- program; to 
NBC and Margaret Cuthbert for 
establishing a special department 
to further women's activities under 
the direction of Margaret Cuthbert. 

Fair Program Honored 
An award for "the shortwave ra- 

dio series most effectively promot- 
ing international peace," went to 
The Salute of Nations series of 
tributes to the New York World's 
Fair, originating in 17 foreign coun- 
tries. Citations were made to the 
American networks carrying the 
programs, with Major W. Glad- 
stone Murray, CBC general man- 
ager; William S. Paley, president of 
CBS; Alfred J. McCosker, chairman 
of the board of MBS, and Lenox 
Lohr, NBC president, accepting the 
certificates for their networks. This 
portion of the dinner was broadcast 
by NBC, CBS, MBS and CBC, and 
shortwaved abroad. Mrs. Joseph E. 
Goodbar, president of the Federa- 
tion, presided at the dinner, and 
Dr. Young conducted the broadcast. 

Other awards included: 
BEST FORENOON WEEK -DAY PRO- 

GRAM: Getting the Most Out of Life 
(Standard Brands on NBC). 

BEST AFTERNOON WEEK -DAY PRO- 
GRAM: American School of the Air (CBS 
sustaining). 

NEWS COMMENTATOR PROGRAM: 
Raltenborn Edits the News (Pure Oil Co. 
on CBS). 

CONTRIBUTION BY A WOMAN: Dor- 
othy Thompson's part in Hour of Charm 
(General Electric Co. on NBC). 

GOOD TASTE IN ADVERTISING: 
Sunday Evening Hour (Ford Motor Co. on 
CBS). 

RURAL PROGRAM: National Farm M 
Nome Hour (NBC sustaining). 

CHILDREN UNDER 12: Ireene Wick- 
er's Singing Lady (NBC sustaining). 

CHILDREN OVER 12: Walter Dam - 
rosch's Music .4ppreciatioa flour (NBC 
.sustaining). 

DRAMA: Orson Weller: Mercury Theatre 
of the Air (CBS sustaining, now sponsored 
by Campbell Soup Co. es Campbell Play- 
house). 

"A Blind Spot" for All 
Outside Stations- 

IF you want to 
Cover Rich 

Central Pennsylvania 

You MUST Use 

WFBG 
Altoona Pa. 

AMERICAN IDEALS: George V. Denny 
Jr. and America's Town Meeting of the 
.4ir (NBC). 

INTERNATIONAL PEACE: Salute of 
Nations (by New York World's Fair. 1939. 
on CBS. NBC. MBS and CBC). Also to 
Grover Whalen, president of the New York 
World's Fair, and Dr. John S. Young. 
director of radio and television, New York 
World's Fair. 

LYDIA E. PINKHAM MEDICINE 
Co.. Lynn, Mass.. on June 26 started 
a series of transcribed programs on 
WMCA. New York, featuring the 
songs of Vaughn De Leath. The pro- 
grams. recorded by WMCA for thrice - 
weekly presentation. differ in style 
from the live 13 -week series on MBS 
!luring which Vaughn De Leath re- 
places the Voice of Experience for 
the summer. No other transcribed pro- 
grams will be sponsored by the com- 
pany until the Voice returns early this 
fall. Erwin, Wasey & Co., New York, 
handles the account. 

Joint Agencies for GE Lamps 
GENERAL ELECTRIC Co. has an- 
nounced that the forthcoming radio 
program of its Incandescent Lamp De- 
partment will be handled jointly by 
Batten, Barton, Durstine & Osborn 
and Foster & Davies, which jointly 
handle the general advertising. Details 
as to program and time on the air Have 
not yet been announced. 

STEPHANO BROS.. Philadelphia 
(Marvel cigarettes), in a 52 -week cam- 
paign which started June 27, is using 
a thrice weekly quarter hour program 
on KNX. Hollywood. Titled Sports 
Parade, the program features Braven 
Dyer as commentator. Agency is Ait- 
kin- Kynett Co., Philadelphia. 

MAJ. GEN. JAMES G. HARBORD. 
chairman of the board of RCA. has 
made available in booklet form his 
recent address on "A Chief of Staff 
in the Theater of Operations" deliv- 
ered before the Army War College. 
Gen. Harbord was wartime Chief of 
Service of Supply of the A.E.F. 

Two L. A. Recorders Move 
TWO HOLLYWOOD recording 
firms have moved to new quarters 
in that city. Hollywood Recorders 
has taken over the three -story 
building at 1441 N. McCadden 
Place, formerly occupied by Hall - 
Blount Radio Studios, now out of 
business. The firm, headed by F. H. 
Fodor as general manager and 
Kenneth Smith, station relations 
and sales manager, with J. W. 
Guest as chief engineer, is apply- 
ing to the FCC for a television ex- 
perimental s t at i o n. Associated 
Transcription Co., headed by Harry 
F. Walstrum and Thor LeCroix, 
has moved its offices and studios 
to 5636 Melrose Ave. and plans to 
expand its activities from a strictly 
technical service to cutting pro- 
grams for sponsors and agencies. 
Hollywood Recording Co. also has 
installed new custom -built repro- 
ducing equipment developed by 
General Communications Products 
Co., Hollywood. 

IN PULLING POEk 

If fakes "pulling power" to make radio programs pay out. Ii takes "low cost 
per inquiry" to produce profits. Will WHK -WCLE deliver these? 

A nationally -known oll corporation offered as a test, a bills. This produced 3,000 quick inquiries -and a grateful note 

compass ring for children. To get it, five gallons of gasoline had from the agency in charge: "Your station is now producing the 

to be purchased. The receipt plus a dime had to be sent in. lowest cost per inquiry of any station of the 12 we are now using." 

Inside of 3 weeks, 13,000 rings were mailed out. From the 
advertising manager, this message: "We have enjoyed new, 
all time records in the Cleveland area." 

A national advertiser offered a health magazine with a product 
sample requiring the sending in of money -from dimes to dollar 

When you buy WHK -WCLE for your radio program, you are harnessing top 
potential pulling power to your sales message. Result: PAY DIRTI 

Another national advertiser made a test otter by four an- 
nouncements only. A dime and a box top were required. 
17,000 replies were received. The agency wrote: "Our otter 
on your station exceeded two other major markets and we 
are very much pleased." 

WAHEWACLE . 
.,-. S47áÁ , rt usW 

COMPANY 
T H E 
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CHICAGO 

sT. souls 

CENTRAL 
ILLINOIS 
COVERAGE 

ASSOCIATED WITH ILLINOIS STATE JOURNAL 
SEARS E AYER, INC NATIONAL REPRESENTATIVES 

Radio Code on AFA Griddle 
(Continued from page 29) 

we should sell against those local 
stations. In fact, almost every 
angle of the situation can be sum- 
med up in the simple statement 
that Ewe don't know'." Several rep- 
resentatives of Latin American 
stations have already called on 
NBC to ask if they intend to send 
commercial programs into their 
areas, he stated, adding that some 
of them had objected to the broad- 
casting via shortwave of American 
commercial programs. N B C 
stopped this practice more than a 
year ago, he said, although it is 
not a hard and fast rule and if 
Toscanini had a sponsor, NBC 

L1SSEN TO WHAT 
THE BRITANNIcA 

SAYS, DOTTER 
According to the Encyclopedia Britannica, "the Red 
River Valley ... is covered by rich, silty lake deposits, 
colored black by decayed vegetation, which make it 
one of the most fertile tracts of the continent . . . one 
of the most famous grain -producing regions of the 
United States." 
THAT'S why WDAY's million Red River Valley listen 
ers constitute one of the most productive markets in 
the U. S. . . . And remember that WDAY is the only 
chain station within 190 miles of Fargo! . . . May we 
send you ALL the facts? 

WDAY, INC. 
N. B. C. 

Affiliated with the Fargo Forum 
FREE and 
PETERS, INC. 
NATIONAL 
REPRESENTATIVES 

FARGO 
N. D. 

940 KILOCYCLES 
5000 WATTS DAY 

Loon WATTS NIGHT 
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might continue to broadcast his 
music to the world. 

Pressure Groups 
Women's clubs, educators and 

the FCC were listed as the "sacred 
cows" of broadcasting by Curtis 
Mitchell, who said that all three 
groups had the station men "scared 
to death" because each represents 
a pressure group they dare not of- 
fend and don't know how to please. 
He advocated cooperation with the 
club women and educators to get 
them lined up on the right side 
of broadcasting, but he urged 
strong opposition to attempts of 
the FCC to secure control over 
program content. 

Praising the American system of 
broadcasting as the "outstanding 
depression industry" which has 
achieved success in a most diffi- 
cult period, Newbold Morris also 
praised the freedom of American 
radio to express all points of view 
and the freedom of the listener to 
choose his radio fare, as contrasted 
to certain European states in which 
broadcasters are told what to say 
and the public what they may hear. 

Utility Group's Award 
Ken R. Dyke, national sales pro- 

motion manager for NBC, repre- 
sented radio in a round -table con- 
ference on cooperation between or- 
ganized advertising and the uni- 
versities at the meeting of Alpha 
Delta Sigma, advertising frater- 
nity, also held in conjunction with 
the AFA convention. 

Consolidated Edison Co. of New 
York was given the premier award 
in the radio class of the Better 
Copy Contest of the Public Utili- 
ties Advertising Assn., another 
AFA departmental, for its weekly 
program, Around the World in 
New York, on WJZ. Program, of 
the variety type, with an orches- 
tra, chorus and guest stars, is 
placed and produced by McCann - 
Erickson Co., New York. With 
some variations, it has been on 
the air each year since 1935, start- 
ing in the fall and continuing 
through the following spring. 

Daniel S. Tuthill, acting direc- 
tor of NBC Artists' Service, was 
chairman of entertainment of the 
convention. Radio stars from all 
major networks entertained at the 
Monday night banquet, the caba- 

ret party on Tuesday evening and 
during the NAB luncheon on Tues- 
day. Only one broadcast originated 
during the four -day convention, 
the address of Col. Louis Johnson, 
Assistant Secretary of War, on 
Tuesday noon being broadcast by 
WMCA, New York. WOR was the 
only broadcaster to have an ex- 
hibit at the convention. Its booth. 
at the entrance of the exhibit hall. 
was designed by Vicktor Harasty. 
who also designed the Ford and 
Turkish buildings at the New York 
World's Fair, under the direction 
of Joseph Creamer, WOR promo- 
tion director. 

Don E. Gilman, NBC vice- presi- 
dent in charge of the Western Di- 
vision, was elected vice -president 
of the Advertising Federation of 
America and vice -chairman of its 
Council of Advertising Clubs at the 
recent AFA convention in New 
York. 

Radio Men Registered 
Radio executives registered at 

the AFA convention were: 
Maurice M. Boyd. NBC 
Frank Braucher, WOR. Newark 
Charles C. Caley, WMBD, Peoria 
Clarence Cosby, KWK, St. Louis 
J. E. Campeau, CKLW, Detroit- Windsor 
Ken Dyke, NBC 
Michael R. Hanna, WIBX, Utica 
Philip Hoffmann, WSYR. Syracuse 
Claire M. Harrison, KWK. St. Louie 
W. E. Jackson. KDKA, Pittsburgh 
Karl Koerper, KMBC, Kansas City 
Craig Lawrence, Iowa Broadcasting Corp. 
Neville Miller, NAB 
Walter E. Myers, NBC 
Charles F. Phillips, WFBL, Syracuse 
J. Leonard Reinseh, WHIO. Dayton 
Evelyn Robinson, WCFL. Chicago 
Mason C. Taylor, WIBX, Utica 
Harry Trenner. WNBF, Binghamton 
Daniel S. Tuthill, NBC 
J. Gorman Walsh, WDEL, Wilmington 
LeMoine C. Wheeler. WHEC, Rochester 
Asya Zuecker. WEVD, New York 

NBC Chesterfield Party 
NBC officials, on June 19 gave a 
dinner for executives of Liggett & 
Myers Tobacco Co. and Newell - 
Emmett, advertising agency for 
Chesterfield, in honor of the new 
Chesterfield program with Fred 
Waring, which made its debut on 
NBC -Red that evening. Attending 
from NBC were Lenox R. Lohr, 
Niles Trammell, Roy C. Witmer, 
I. E. Showerman, Ken R. Dyke, 
Frank E. Mason, John Royal and 
Reynold R. Kraft. Liggett & Myers 
was represented by B. F. Few, 
W. D. Carmichael, Ben Carroll and 
C. W. Whitaker. Agency men in- 
cluded N. F. McEvoy, C. D. Newell, 
C. S Walsh, Donald B. Langan and 
Karl Keffer. Also among the guests 
were Fred Waring, John O'Connor, 
Paul Douglas and Paul Whiteman. 

WIAL' 
"mama 

in, at-Ulnae- 
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ABOARD the Atlantic Clipper on 
its preview hop to Europe June 17 
were four radiomen, along with 
about a dozen newspaper report- 
ers. The radio reporters did peri- 
odical relays to their networks 
during the course of the Trans- 
atlantic flight. On the trip, which 
was highlighted by a visit in Paris 
with the Duke and Duchess of 
Windsor, were Bob Trout (top) 
and Clyde Houldson at s p e c i a l 

shortwave radio apparatus in the 
giant plane for CBS. George Hicks 
and Don Whittemore represented 
NBC. 

Garibaldi Suspenders 
DETROIT Suspender & Belt Co., De- 
troit (Garibaldi suspenders), has 
placed its account with Simons- Michel- 
.son Co., Detroit. Radio will continue 
to be major medium of promotion, 
with plans not yet formulated for a 
campaign slated for this summer. 

Network Representatives on Clipper 
Broadcast During Flight+Over Ocean 

the Mauretania comparing experi- 
ences with Trout and Hicks were 
William L. Shirer for CBS, and 
Mildred Boutwood for NBC. CBS 
broadcast the landing of the plane 
in Lisbon and the end of the flight 
at Marseilles on June 19, which 
was also covered for NBC by 
George Hicks. 

Mutual on June 17 rebroadcast 
summaries of the Clipper's re- 
ports on its progress and weather 
conditions sent by the plane to its 
base at Port Washington, and also 
a special program by Wayne 
Thomis on the eve of the flight. 
Thomis also broadcast an eye wit- 
ness account of the voyage on June 
18, speaking on MBS via short- 
wave through CSW, Lisbon. 

Trout Arrested in Portugal 
Bob Trout found himself under 

arrest when the plane landed in 
Portugal because he had no Portu- 
guese visa, having lacked time to 
get one in New York before the 
plane left, but CBS, through con- 
tacts in the city, was able to 
straighten out the matter. 

Besides his special broadcasts 
describing the trip, Trout filled in 
his regular heckling of Professor 
Quiz on the Noxzema Chemical 
Co.'s CBS program on June 17, his 
part in the broadcast being short - 
waved from the Clipper. Trout's 
weekly "Taken From Life" inter- 
view for the CBS Time to Shine 
program on June 20 was also picked 
up, this time from Paris. 

ALL NATIONAL networks dele- 
gated special representatives to 
broadcast from the Pan American 
Airways Atlantic Clipper during 
its flight from Port Washington, 
N. Y., to Lisbon, Portugal, June 
17 -18. 

Wayne Thomis, aviation editor 
of the Chicago Tribune -New York 
Daily News Syndicate, represented 
Mutual aboard the Clipper. George 
Hicks, special events announcer, 
and Don Whittemore, engineer, 
covered the flight for NBC. Bob 
Trout, announce r, and Clyde 
Houldson, shortwave engineer,hand- 
led the flight broadcasts for CBS. 

Both NBC and CBS had ar- 
ranged to install their own short- 
wave apparatus aboard the plane, 
but were forced to share the same 
equipment when Pan American 
officials just before the flight de- 
creed that two complete sets of 
equipment were too heavy for the 
plane. 

From the Ocean 
Four hours over the ocean, NBC 

broadcast its first pickup from the 
plane, with George Hicks again de- 
scribing the progress of the Clipper 
later in the evening. Bob Trout 
broadcast a similar program on 
CBS. Both CBS and NBC arranged 
for two -way conversations between 
their respective representatives 
aboard the plane and those aboard 
the Mauretania when that ship was 
one day out of Liverpool on her 
maiden voyage to America. Aboard 

SAG E 
,p9oTta ^_ 

a Gaul /GfWés 
Oldest StcVion 

There Are ONE MILLION 
REASONS Why YOU 
SHOULD ADVERTISE 
ON WABI DURING THE 
SUMMER MONTHS. 

Maine's population increases 
by one million during the 
summer. Summer real estate 
owned by non -residents is 
valued at ;110,000,000. In 
1938 non-residents spent 
$2,000,000 in improving and 
building summer property. 

p9o2,/geioce_. 

WABI 
COLUMBIA BROADCASTING SYSTEM 

P.Cp: Gene AetQa?02 f Co, 

A No. 17 size shoe is not the largest in the world. But it's 
astoundingly big ! So with cities . WSAI covers Cincin- 
nati-No. 17 in size of U. S. cities. There are plenty of people 
here -more than a million in the trading area. Plenty money. 
too! Income is 37% higher than the national average. 
WSAI covers Cincinnati -and then some! WSAI's popularity 
is very high- because of NBC, Mutual, local programs -in- 
cluding baseball and the league -leading Reds. Rates are LOW- 
EST of all local network stations. All of which means BULK 
AUDIENCE -AT LOW COST PER LISTENER. 
WSAI will boost summer sales. Shall we send proof? 

&e the Crosky Building at the New York World's Fur 
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__own virstAi CINCINNATI'S OWN STATION 
REPRESENTED BY INTERNATIONAL RADIO SALES 
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More Television "Firsts" 
TELEVISION'S first full - hour 
program, which was also its first 
operetta, occurred June 20 when 
NBC televised a condensed version 
of "The Pirates of Penzance." 
Other television firsts of the last 
two weeks by RCA -NBC in New 
York included the American intro- 
duction of the Boomps -a- Daisy, 
new London novelty dance; the 
championship swimming meet of 
the Women's Swimming Associa- 
tion; and a safety demonstration 
telecast through the cooperation of 
the New York City Police Depart- 
ment and the Board of Education. 

THE ADVERTISING TEST STATION 
IN THE ADVERTISING TEST CITY' 
HART FOR D CON N. 

1,548,109 
people are with- 

in WDRC's good 
listening area. These 

people, who listen reg- 
ularly fo WDRC, have 

money to spend! In- 
crease your sales by 

reaching this po- 
tent market over 

WDRC! 

BASIC STATION OF 
COLUMBIA BROADCASTING SYSTEM 

National Representatives 
PAUL H. RAYMER COMPANY 

Television News Notes 

Chicago Demonstrations 
FIRST public demonstration of 
television in Chicago started June 
20 in the Marshall Field & Co. de- 
partment store with attendance in 
excess of 10,000 visitors. An RCA 
television demonstration featured 
nine RCA sets in a darkened room 
wired to a glassed -in television 
studio. Expected to continue for a 
month, the demonstration features 
talent from NBC -Chicago, and a 
parade of Marshall Field manikins, 
prominent visitors and children. 
The demonstration runs daily from 
10 a. in. to 4 p. m. Walter E. Law- 
rence, engineer of RCA, is in charge 
of the demonstration. Masters of 
ceremonies for the demonstration 
include NBC Announcers Bob 
Brown, Lynn Brandt, Norman Bar- 
ry, Durward Kirby and Charles 
Lyon. Don McNeill, m.c. of the 
NBC Breakfast Club, and Garry 
Morfit, of the Fitch Bandwagon 
and Club Matinee programs, also 
appear daily. WMAQ, Chicago aired 
two quarter -hour programs, June 21 
and 28, from the department store 
exhibit during which visitors were 
interviewed and television de- 
scribed. The RCA wired television 
crew is expected to go later to Den- 
ver and Salt Lake City. 

FRIENDS of 1)r. Lee De Forest. in- 
ventor of the radio tube, who now re- 
sides in Los Angeles, and whose Goth 
birthday is Aug. 2G, are seeking to 
have either Sept. 21 or 22 designated 
As "DeForest Day" at the New York 
World's Fair. 

Sell the 
prosperous Oregon Market with 

RADIO STATIONS 

OF 

THE 

OREGONIAN 
PORTLAND,ORECON 

REPRESENTATIVES 

NEW YORK, CHICAGO, DETROIT, ST. LOUIS, SAN FRANCISCO, LOS ANGELES 
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Distortion Removed 
TWO of television's minor annoy- 
ances -the image distortion caused 
by viewing the image at an angle 
through the usual dome -end tube 
and the dark spot that develops 
on the center of the dome -are 
eliminated in the new cathode ray 
receiving tube just introduced by 
Philco. Distortion is done away 
with because the tube has a flat 
end, made of glass about three - 
eighths of an inch thick to prevent 
implosion. To avoid the spot, 
caused by ions collecting at the 
viewing end of the tube. the elec- 
tron gun at the base of the tube 
is aimed to one side and a mag- 
netic yoke is placed about the 
tube's neck. This yoke pulls the 
electrons that paint the picture on 
the screen back into line, but al- 
lows the unwanted ions to continue 
offside into an "iron trap ". 

a a a 

Newspaper Receivers 
RCA is installing television receiv- 
ers in the news rooms of all New 
York daily newspapers and the 
three major wire services to enable 
the news staffs to watch its tele- 
casts of news events, and also to 
judge the progress of television 
itself. In lending the sets to the 
papers. RCA expressly requested 
that they be installed where they 
could be used by all staff members, 
and not secluded in the editor's or 
publisher's office. 

e e a 

RCA Handbook 
A 40 -PAGE book titled "Practical 
Television" by RCA has been is- 
sued as a handbook for service 
men. It is not an engineering trea- 
tise, but presents practical aspects 
of television receiver design instal- 
lation and service as learned by 
RCA engineers in field tests during 
the last seven years. 

a a 

French Article 
S. MALLEIN, engineer of the 
French PTT, and G. Rabuteau, of 
Le Materiel Telephonique. Paris, 
are authors of a technical article 
on the Eiffel Tower television 
transmitter appearing in the latest 
issue of Electrical Communications, 
published quarterly by Interna- 
tional Standard Electric Corp.. sub- 
sidiary of the I.T. & T., New York. 

a a a 

Equity and Television 
FAILURE of the Associated Ac- 
tors and Artistes of America, par- 
ent AFL talent union, to settle the 
question of jurisdiction over televi- 
sion will result in the assumption 
of that authority by Actors' Equity 
Association, according to an Equity 
official. "When the AAAA ques- 
tioned our authority over this new 
entertainment field," he told 
BROADCASTING, "it was up to them 
to push the matter through to a 
final decision. Since they have not 
done this, Equity will continue as 
if the question had not been raised 
and at the proper time proceed to 
organize the television field." 

PINCH -HITTER extraordinary is 
Bessie Topmiller, sister of Charles 
Topmiller, chief engineer of 
WCKY, Cincinnati, and studio sec- 
retary, who has soaked up enough 
technical dope from her brother to 
leave her typewriter on occasion 
and handle the responsibilities of 
a studio control operator. Recent- 
ly when Art Gillette, the regular 
operator assigned to the Home - 
makers program, was caught in a 
traffic jam and failed to appear in 
time to put the feature on the air 
from the Gibson Hotel studios, Es- 
sie volunteered and carried through 
the entire program without a hitch. 

Single Cathode -Ray Tube 
For Two-Way Television 
Is Patented by DuMont 
PATENT on an improved system 
of two-way television communica- 
tion, in which a single cathode -ray 
tube serves both as pickup and re- 
ceiving device from the remote sta- 
tion, has been issued to Allen B. 
DuMont, president of Allen B. Du- 
Mont Labs., Passaic, N. J. The sys- 
tem, covered by U. S. Patent No. 
2,157,749, is reported to simplify 
and reduce the cost of apparatus 
over prior systems in which sepa- 
rate pickup and viewing tubes 
must be used at each station for 
two -way communication. 

DuMont Labs. also has developed 
for its receiving set dealers a new 
display booth, called the Peek -A- 
Booth and designed by Leonard F. 
Cramer, general sales manager of 
the organization, which provides a 
compact semi- darkened display 
space for television demonstrations. 
The Peek -A- Booth, constructed as 
a large shadowbox, allows the view- 
ing of video programs under ideal 
conditions of dim illumination in 
the midst of brightly lit salesrooms. 

The new DuMont two -way sys- 
tem is based on use of a dual -func- 
tion tube which includes both photo- 
sensitive screen and fluorescent 
screen set side -by -side and served 
by a common cathode -ray beam. 
When the tube is transmitting an 
image, the beam swings to the 
photo- sensitive screen, which it 
scans in the conventional manner, 
while at the other end the beam 
swings over to the fluorescent 
screen, which it scans to recon- 
struct the images transmitted from 
the remote station. The beam - 
switching operation may be accom- 
plished manually or automatically, 
the invention covering v a r i o u s 
means of switching, climaxed by a 
revolving switching means simul- 
taneous two -way communication. 

RADIO 
STATIOf 

STUDIOS 

TAMPA 
CLEARWATER 

SERVING FLORIDAS CENTER OF POPULATION 
THE TAMPA TRADE TERRITORY 

620 KC 5000 WATTS DAY 1000 NIGHT 
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Granted by the FCC June 
21, 1939. 5000 Watts are 
a lot of Watts in any 
man's language. WBNX 
has 5000 Watts in 
Everyman's language! 
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5000 WATTS DAY 
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Press Ownership 
Position of Court 
Followed by FCC 
Law Said to Have No Barrier 
To Control by Newspaper 
INDICATION that the FCC will 
follow the recent utterance cf the 
U. S. Court of Appeals for the 
District of Columbia in connection 
w i t h newspaper ownership o f 
broadcast stations, adopting a 
hands -off policy unless the law is 
changed, was given June 19 by 
Acting Chairman Thad H. Brown, 
in testimony before the House Com- 
mittee on Deficiencies & Supple- 
mental Appropriations. 

With all members of the FCC 
present except Chairman McNinch, 
Col. Brown, in replying to Rep. 
Wigglesworth (R- Mass.), said the 
Commission had not reached any 
policy conclusion on newspaper 
ownership of stations. However, he 
did refer to the language used by 
the court in a recent decision in 
which it stated "we know of no 
statute which would prohibit a 
newspaper from owning a broad- 
cast station." Commissioner Brown 
added: "That is our position." 

Censorship Issue 

The hearing transcript, released 
June 24 coincident with the adop- 
tion by the House of an appropria- 
tion for the 1939 -1940 fiscal year 
which begins July 1, was compara- 
tively mild, compared to other ses- 
sions before House Appropriations 
Committees. Col. Brown was the 
chief witness. Censorship of pro- 
grams, particularly in connection 
with the provocative rules on in- 
ternational broadcast s tat ion s, 
proved to be the primary interest 
of committee members. 

Rep. Wigglesworth attacked the 
change in FCC procedures and the 
abolition of examiners, asserting 
he felt there was a "very wide de- 
parture from sound quasi -judicial 
procedure ". William J. Dempsey, 
general counsel, said that so far as 
he knew the reaction to the new 
system has been uniformly favor- 
able. He said there were approxi- 
mately 175 cases pending at the 
time the procedure was made effec- 
tive last fall under the examiners' 
procedure, and that there are now 
only 12 of these cases in which 
final opinions of the Commission 
have not yet been issued. 

That the FCC will have its re- 
port on the network -monopoly in- 
quiry ready by Oct. 1, was promised 
by Acting Chairman Brown. He 
said the Commission had taken no 
actions in the light of develop- 
ments during the investigation up 
to this time. 

Lieut. E. K. Jett, FCC chief en- 
gineer predicted that in five years 
the FCC appropriation should be 
at least $5,000,000 (as against $1,- 
800,000 authorized for the new 
year) to do the work which will be 
required of it. He emphasized par- 
ticularly that detail in connection 
with wire carriers and matters per- 
taining to the growth of radio, such 
as television and facsimile, would 
make necessary the expanded op- 
erations. "The bands are getting 
more and more congested and the 
interference problems are requir- 
ing more and more study," he said, 

A Cartoonist Adapts Radio Terminology 
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THE JOB OF NEWSCASTING 
By NORMAN NESBITT 

Don Lee Broadcasting System, Los Angeles 

NEWS broadcasting is a ticklish 
job, regardless of the press serv- 
ice to which a station or network 
subscribes. But the job is doubly 
important if the newscaster him- 
self has the responsibility of edit- 
ing his own show. As any news- 
caster will tell you, newspaper copy 
from the press wires is not always 
adaptable to the air. It is not al- 
ways good fare for those who 
listen to the spoken word. The 
newscasters must know what con- 
stitutes "good taste" in selection 
of his bulletins. If words which are 
not objectionable in print stand out 
like a sore thumb when he's speak- 
ing them, those should be synony- 
mized with others which fall more 
gently on the listener's ready ear. 

All of us who have been selected 
as newscasters in radio are familiar 
with the apparent likes and dis- 
likes of the listener. We know how 
shrewdly some of them wait for a 
mispronounced word, reaching 
avidly for a sharp pencil and the 

stack of penny postcards ready 
beside the receiver. Little do they 
realize there's "many a slip 'twixt 
the mike and the lip ", that reading 
at "news" tempo calls for the kind 
of concentration often beading a 
furrowed brow with the dew of 
cold perspiration. 

The newscaster must keep Mr. 
Webster's pronouncing gazetteer 
handy on his news room desk; learn 
the rudiments, at least, of several 
foreign languages, that is, the sim- 
plified rules for pronunciation, ac- 
cented syllables, etc. He'll be smart 
if he reads a good world history 
now and then; studies maps, be- 
comes oriented with the relative 
positions of various countries; and 
if he keeps up on current history 
in the making. That's a pretty good 
substitute for actual travel, and 
then Mr. Newscaster will seldom 
make fatal errors. And too, his lis- 
teners will detect a note of sincerity 
and understanding which distin- 
guishes those few newscasters who 

gain a large following for their 
station or network. 

The news reporter who continues 
to analyze his own work -the news, 
the likes and dislikes of his audi- 
tors -will have no trouble in get - 
ing ahead. He'll find the sales de- 
partment backing him to the hilt, 
with prospective sponsors usually 
waiting on the word for an open- 
ing. 

Once, several years ago, in 
Hollywood, a young woman who 
held down the information desk at 
Equity headquarters said, "To get 
by in show business, you've got to 
have a thick skin -thicker than 
the next fellow's!" If a news re- 
porter can't take the brickbats as 
well as the roses sometimes cast 
in his direction, he can't do his 
best work. This listener, or that 
holds you responsible for a bit of 
news the individual didn't like; ac- 
cuses you of leaning too far over 
the fence in reporting political 
news -usually because a single 
word received a little unnecessary 
emphasis. But, happily for the re- 
porter's frame of mind - these 
complaints are few. However he'll 
be wise to analyze each letter of 
comment, for by knowing his lis- 
tener he'll give better service, ad- 
vance himself, and be considered 
"reliable" by his employer. 

One thing of importance is this: 
"Regardless of a newscaster's voice. 
the listener who depends upon ra- 
dio for news wants it delivered 
through the loudspeaker distinctly 
-comfortably paced, but always 
with each word understandable. 
Each speaker has to find his own 
pace and above all, learn to breathe 
correctly. You would be surprised 
at the number of listeners who 
almost froth in fury at the chap 
who breathes incorrectly - and 
audibly. And, just as often, they 
won't turn to another station, but 
continue to fume at the noisy 
breather! 

Radio Attitude on Liquor 
Is Falsely Represented 
ATTEMPTING to remedy a situa- 
tion whereby the public, through 
newspaper advertising by distillers 
or liquor marketers, is led to be- 
lieve radio stations accept liauor 
advertising, KOMO -KJR, Seattle 
recently called to the attention of 
the Washington State Liquor Con- 
trol Board a particularly misleading 
advertisement and then sent copies 
of the ensuing correspondence to 
other stations in the State to enlist 
their active support. Although the 
State Board maintained the particu- 
lar advertisement violated no regu- 
lations of liquor advertising, it 
suggested that the distributor in 
that territory take steps to curb 
such advertising through the dis- 
tiller and his agency. 

The newspaper advertisement, a 
clipping of which was sent with the 
complaint, portrayed a radio an- 
nouncer at a microphone and indi- 
cated his making the statement: 
"You're missing something if you 
don't 'tune in' on Green River." 
KOMO -KJR pointed out that since 
the illustration was a type widely 
used in connection with radio pro- 
grams or by sponsors of radio ad- 
vertising, the copy conveyed the im- 
pression the particular brand of 
whiskey uses radio as an advertis- 
ing medium, notwithstanding the 
universal ban on such accounts. 
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WBNO Now WNOE 
FIRST call letters issued by 
the FCC which contain the 
entire last name of the sta- 
tion owner were authorized 
June 23 when WBNO, New 
Orleans, was granted author- 
ity to change to WNOE. The 
station was acquired earlier 
in the month [BROADCASTING, 
June 15] from a local church 
by James A. Noe, former 
Governor of Louisiana and a 
prominent oil man of the 
state. 

Overhead Cuts Net 
(Continued from page 80) 

of $7,642,445. This compared to the 
figure of $14,505,338 for the 660 
stations. 

Four part -time clear channel 
stations with 60 kw. had a broad- 
cast income of $384,095 for the 
year. In another bracket, covering 
14 stations with power of 5,OOC 
to 25,000 watts operating unlimited 
time, the statistics showed reve- 
nues of $2,941,887 with a broad- 
cast income item of $433,086. In 
this same power classification, four 
part -time stations had broadcast 
revenues of $529,204 with broad- 
cast income of $53,927. 

In the regional classification, the 
statistics covered 195 unlimited 
time regionals, other than those 
in the high -power regional group, 
and disclosed aggregate broadcast 
revenues of $31,583,083 with broad- 
cast income of $5,150,995. The eight 
high -power regionals had broad- 
cast revenues of $1,889,736 with 
broadcast income of $317,635. 

Limited and day stations in the 
regional group, both with a n d 
without network affiliations, totaled 
68 with broadcast revenues of $3,- 
732,267 but they had a deficit of 
$88,835. Such regionals on national 
networks total 12, with an income 
of $945,381 and a deficit of $25,- 
467. Thus the entire group of limit- 
ed and daytime regionals showed 
losses. 

Part -time Regionals 
On the other hand 33 part -time 

regionals showed revenues of $3,- 
046,037 with earnings of $301,834. 
Of this number, 15 stations were on 
national networks and had reve- 

nues of $1,447,701, with income of 
$236,809. 

There were 227 commercial lo- 
cals or hundred watters accounted 
for in the tabulations. Their ag- 
gregate business from sale of 
time was $8,604,963 with a broad- 
cast income of $283,125. Of this 
total 91 locals were on the na- 
tional networks. Their time revenue 
yield was $4,109,908, with earnings 
of $276,237. In the daytime and 
parttime local station category, 76 
stations were accounted for with 
broadcast revenue of $1,728,696 
and with broadcast income of $27,- 
031. 

In showing totals for all com- 
mercial stations, the FCC figures 
revealed that the 660 stations with 
net time sales of $25,000 or more 
had total broadcast revenues of 
$79,128,760; expenses of $21,628; 
460, deductions from net broadcast 
revenues accounted for by depre- 
ciation, amortization, taxes, plant 
losses and related items of $7,123,- 
122 with the net broadcast income 
figure of $14,505,338. 

Pure Oil Adding 
PURE OIL Co., Chicago, on Sept. 
25 extends its twice -weekly Kalten- 
born in the News series on 38 
CBS stations to a thrice -weekly 
series, Mondays, Wednesdays and 
Fridays, 6:30 -6:45 p.m. (EST). To 
its spot schedule on six stations, 
[BROADCASTING June 1], the firm 
has added five weekly 15- minute 
programs on KTRH, Houston, fea- 
turing Harry Grier, sportscaster, 
and Dick Freeman, sports editor 
of the Houston Chronicle, in a 
sports summaries to run 26 weeks. 
Pure Oil has started distribution 
of the Kaltenborn Map of Europe, 
free if called for at a Pure Oil 
station, or a dime by mail. Leo 
Burnett Co., Chicago, handles the 
account. 

Dr. A. E. Kennelly 
DR. ARTHUR E. KENNELLY, 
77, electrical and radio engineer 
and co- discoverer of the Kennelly 
Heaviside Layer, popularly known 
as the "radio ceiling ", died in Bos- 
ton June 18. Professor emeritus of 
two universities and widely known 
as a radio scientist, Dr. Kennelly 
was the principal electrical assist- 
ant to Thomas A. Edison a half - 
century ago. 

"Where was I on the night of Dec. 10? Why, at home listening to 
CKAC, of course!" 

CKAC, Montreal "Canada's Busiest Station"- affiliated with CBS 
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ALERT ENGINEERS 
are recommending 

Lingo "Tube" Radiators 

for the utmost in 

PERFORMANCE! 

----- 
ENEF aENEq 

ENa1NEf0. MANA6Eq 

Above the demands of the "front office' for 

ECONOMY . . . is the "Control Room" require- 

ment for PERFORMANCE! Lingo "Tube" Radiators 

are designed to give both! Ask your own Engineer 

or any at the many aggressive stations who have 

already installed Lingo Radiators . . . for after 

you investigate the amazing story of LINGO efficiency and economy, you 

will realize, that here indeed, are new standards that vitally affect the future 

of your station. Let us explain how savings up to one -half are possible due 

to our single responsibility of both constructing and erecting . . . and how 

a new high in performance is not only possible, but to be expected. Send 

information today regarding your location, power and frequency, and we will 

show you in detail (without obligation) how LINGO "tube" Radiators can 

meet your particular needs and quote you complete prices in advance. 

JOHN E. LINGO & SON, Inc. Dept. B7 CAMDEN, N. J 

L NGO 
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Fr. Coughlin's Magazine 
2 Hours Daily on WHIP; 
Sunday List Is Revised 
EXPANSION of the radio time 
used by Father Charles E. Cough- 
lin and his magazine, Social Jus- 
tice, was noted in June when Social 
Justice booked through station 
WHIP, Hammond, Ind., already 
carrying the Sunday Coughlin 
talks, five periods aggregating two 
hours daily. Some of the periods 
are quarter -hour length and the 
balance are of half -hour duration. 

The programs are transmitted 
by direct wire from Royal Oak, 
Mich. They include news broad- 
casts handled, according to the 
magazine, "from a social justice 
standpoint ", organ music and other 
matter publicizing the magazine. 
In recent months Fr. Coughlin on 
his Sunday broadcasts has been 
urging listeners to take up distri- 
bution of the magazine. 

The latest issue of Social Justice 
carried a story on the added broad- 
casts at Hammond and also said 
that a similar contract had been 
signed with WHBI, Newark. It was 
said that if these programs are 
successful they will be extended to 
New York, Detroit and Boston. No 
confirmation of any of this activity, 
except the programs to WHIP, was 
obtainable at Aircasters Inc., De- 
troit agency which books the 
Coughlin time. Social Justice also 
declared that the broadcasts at 
Hammond have developed "a cruel 
and unwarranted boycott" of the 
station "by subversive interests." 

Checkup of the Coughlin Sunday 

AFTER CONTRIBUTING $22,000 worth of time and footing all bills 
for talent and remote lines, Detroit radio stations which always work in 
close harmony on civic affairs, combined last month with an employe 
contribution of $7,500 to the fund being raised for new buildings for 
the House of Good Shepherd and Salvation Army. Leo Fitzpatrick, 
general manager of WJR, was chief of staff for the campaign. In this 
picture Mr. Fitzpatrick (standing) is reporting results at a luncheon 
meeting to (1 to r) Hi Steed, WMBC; Harry Sutton Jr., WXYZ; William 
Scripps, WWJ; J. J. Hartigan, CKLW; Ted Campeau, CKLW; Norman 
White, WJR; E. C. Thompson, WEXL. Absent when picture was taken 
but very active in the campaign was J. F. Hopkins, WJBK. 

afternoon list, meanwhile, disclosed 
several changes from the original 
station lineup. The network now 
carrying the talks includes these 
48 stations: 

WABY. Albany; WPG, Atlantic 
City ; WBAL, Baltimore ; WCAO. 
Baltimore ; WKBW. Buffalo : WCKY. 
Cincinnati : WGAR, Cleveland: 
WHKC, Columbus; WHO. Des 
Moines ; WJR, Detroit ; WLEU. Erie; 
W.TEJ, Hagerstown. Md.: W H I P. 
Hammond; WKBO. Harrisburg ; 

WIRE. Indianapolis ; WKZO. Kala- 
mazoo ; WREN, Lawrence, Kan.; 
IYIBA. Madison ; WTMJ. Milwau- 
kee ; KSTP, St. Paul; WGRC. New 
Albany ; WHBI, Newark ; WJAS, 
Pittsburgh ; WRAW, Reading, Pa.; 

BECAUSE four -fifths of Nebraska's population lives 
on farms and in small towns. And for 14 years 

KMMJ has kept itself a farm station -giving these 
loyal, friendly people the programs THEY like and 
want, and only those advertising messages they can 
believe in and use to their honest satisfaction. Result 
is that KMMJ is Nebraska's No. 1 farm station -and 
80% of Nebraska is rural! 

Grand Island is Nebraska's third city; 
outstanding dairy and poultry 'en- 
ter; world's second largest horse and 
mule market, major livestock auction 
center; three road railroad center; 
nearly 3 million dollar annual payroll. 

Now, KMMJ's new antenna 
and transmitter means even 
g results for you . . . 

dollars and cents results you 
can recognize. 

Nebraska's farm income, 1st 
quarter 1939, gained 30% over 
same period last year. Among 
all states Nebraska ranks third 
in percent of income gain. 

Tap this rich, eager market 
through KMMJ. Wire or write 
for costs and availabilitics. 

RANDALL RYAN, General Manager 

HOWARD W. WILSON CO. 
Representative 

The Dominant Selling Force to Four -Fifths of Nebraska 

IflhE11&E 
GRAND ISLAND, NEBRASKA 
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WHAM. Rochester ; WGBI. Scran- 
ton ; KFEQ. St. Joseph. Mo. ; WEW. 
St. Innig; 'iVFBL, Syracuse WBAX. 
Wilkes- Barre. Pn.; WWRL. Wood- 
side. N. Y. : WRDO Augusta. Me.: 
w..BZ, Bangor : WARB. Boston: 
WI('C. Bridgeport: WSAR. Fall Riv- 
er: WHAI. Greenfield. Mass.: 
W'l'HT. Hartford; WT.NH. Laconia. 
N. H. ; WLLH. Lowell : WCOU. Lew- 
iston. Me.: WFEA. Manchester. N. 
H.; WNBH, New Bedford; WNLC. 
New London, Conn.: WBRK. Pitts- 
field. Mass.: WEAN. Providence; 
WATR, Waterbury; WTAG, Wor- 
cester. 

S'C. LOUIS Negro Business League, 
sponsors of the cooperative Jubilee 
Singera feature heard Sundays on 
KXOK. St. Louis, has renewed the 
program for 39 weeks. 

Raleigh to Use Sullivan 
With Night News on CBS 
BROWN & WILLIAMSON Tobac- 
co Co., Louisville, will become the 
first advertiser to enter the late - 
evening news field on a national 
scale Sept. 24, when it will start 
Paul Sullivan, news commentator 
of WHAS, Louisville, doing a 
quarter -hour broadcast of UP news 
six evenings weekly at 11 p.m. 
(EST) on a coast -to -coast CBS 
network. Broadcast will be heard 
every evening but Monday in the 
interest of Raleigh cigarettes. Pop- 
ularity of local news broadcasts at 
this hour led to the decision to 
try it out across the country, ac- 
cording to BBDO, New York, the 
agency. 

Duchin Wins Poll 
EDDY DUCHIN's orchestra led a 
recent radio band popularity poll 
conducted by Radio Mirror maga- 
zine, topping Benny Goodman, last 
year's winner, and jumping from 
third to first place. Of 75 orches- 
tras named in the voting, the first 
ten included: Eddy Duchin, Benny 
Goodman, Horace Heidt, Sammy 
Kaye, Guy Lombardo, Kay Kyser, 
Tommy Dorsey, Artie Shaw, Fred- 
die Martin and Rudy Vallee. Fred 
R. Sammis, editor of the magazine, 
presented a gold medal to Duchin 
during his MBS program June 26. 

FAYE AND CLEO, staff artists at 
KGKO, Fort Worth, have their pic- 
tures on a recently released novelty 
song by Claude Ileritier and "Red 
River" McEvery. Song is titled 11l 
Re Seeing Fan in Dallas, Alice. 

ALMA MATER! 

3 
0 

u. S. Broadcasting Stations 
Employ C.R.E.I. Students! 

The proof of the CREI training is the fact that our men not 
only get jobs ... but better jobs. These men who have the 
ambition to devote their spare time to improve their ability 
deserve the respect of every employer. Perhaps that is why 
CREI men hold responsible positions in over 300 U. S. broad- 
casting stations. Would you like to know more about our 
training in PRACTICAL RADIO AND TELEVISION ENGI- 
NEERING? Just ask any chief engineer or write for complete 
details in our free booklet. 

CAPITOL RADIO ENGINEERING INSTITUTE 
3224 SIXTEENTH STREET, N. W. WASHINGTON, D. C. 
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Screen Television 
Shown by Baird 
Pictures are Projected on a 
9x12 Screen in Exhibition 

By BRUCE ROBERTSON 
FIRST American demonstrations 
of the Baird Television Corp. large 
s c r e en television, introduced in 
England a year ago, are now being 
given at the Gaumont British of- 
fices in New York. Pictures are 
projected on a 9 x 12 foot screen 
from a receiver equipped with a 
projection cathode ray tube and a 
specially designed lens, which is lo- 
cated in the center of the demon- 
stration room, about 28 feet away 
from the screen. 

Ian Javal, commercial director 
of the Baird Co., an affiliate of 
Gaumont British, who supervised 
the installation of the equipment, 
explained that in England the 
screens are as large as 15 x 20 
feet, but that a smaller screen was 
necessary because of the limited 
space of the demonstration room 
in New York, which seats about 40 
people. 

Duplicate Apparatus 
All controls and meters are con- 

tained on the projector housing, 
permitting the operator to make 
any necessary adjustments during 
the program. Machine contains two 
complete receiver -projectors, with 
provisions for an instant switch - 
over should anything go wrong 
with the reception of the tube in 
use. The tube is normally operated 
at about 50,000 volts, derived from 

a special high -tension rectifier unit 
located in an adjoining room. This 
recomer unit employs two tubes 
capable of a total output of 60 
kv. at 10mA. Size and cost of the 
equipment makes screen television 
reception impracticable for general 
home use, it was said. Negotiations 
are now under way, however, for 
installation of Baird in a number 
of Broadway movie houses. Five 
London theatres are already so 
equipped, with others being added 
as rapidly as possible, according to 
the company, which expects to com- 
plete 20 such installations by the 
end of the year. 

NBC's telecast of the Gilbert and 
Sullivan opera, "Pirates of Pen- 
zance", witnessed by this observer 
on the Baird screen, was generally 
of acceptable quality, although the 
dark and light shades were not as 
sharply contrasted as in previous 
NBC telecasts viewed on standard 
American receivers with 7 x 10 
inch viewing screens. The closeup 
shots were clearly defined, but 
there was a noticeable blurring of 
the long -range pictures. Stripes in 
the pirate costumes frequently ex- 
tended across the entire picture, a 
phenomenon called "streaming" by 
the Baird engineer, who explained 
that it is present to some extent in 
all television broadcasts. 

There is some difference of opin- 
ion between Baird engineers and 
NBC's television staff as to wheth- 
er the transmitting or receiving ap- 
paratus should be blamed for the 
d e f e c t s in reproduction, NBC 
executives stating that the tele- 
casts as viewed on the standard 
RCA home receivers are free from 
the defects noted on the large 
screen presentation. 

DETROIT'S YOUNGEST 

DEPARTMENT STORE 

IS ALREADY AMONG 

THE B/6F06'R 
'Ix Just another brief for the effective 

pulling power of 5000 WATTS. it 

Rh 
f:J; 

'ßìh. 

54,r ..Y¿1 

with programs totaling 

21/2 hours DAILY over 
y. 
ko, 

,t 
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'cr.. .. 

2ND IN POWER IN DETROIT AREA 

FxccusivEcy 

DETROIT 
3300 Union Guardian bldg. 

Cadillac 7200 

NEW YORK CHICAGO 
JOS. H. McGILLVRA 
366 Madison Ave. 
Vanderbilt 3 -5055 

GEORGE ROESLER 
400 N. Michigan Ave. 

Whitehall 4262 
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IN THE 

INTERMOUNTAIN 

MARKET 

It's KSL! It 

First choice of advertisers in 

the rich Intermountain Market is 

KSL! Whether your advertising 

message is for the concentrated 

Salt Lake City metropolitan area 

or for the entire Intermountain 

West, KSL will present it force- 

fully, consistently as it is doing 

day in and day out for the largest 

clientele in Intermountain 

America! 

¡(SL 
50,000 Watt Affiliate of the 

Columbia Broadcasting System 

Nationally represented by 

EDWARD PETRY & COMPANY 
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ACTIONS OF THE 

FEDERAL COMMUNICATIONS COMMISSION 

Decisions . . . 
JUNE 14 

NEW, M. & M. Bcstg. Co., Marinette, 
Wis.- Adopted final order granting applic. 
CP 570 kc 250 w D. 

KGGF, Coffeyville, Kan. -Adopted final 
order granting applic. consent voluntary 
assignment license to Hugh J. Powell. 

KTRB, Modesto, Cal.- Adopted final or- 
der granting applic. renewal license. 

NEW, Pillar of Fire, Zarephath, N. J.- 
Adopted final order denying CP interna- 
tional station 5 kw. 

WSNJ, Bridgeton, N. J.- Adopted final 
order granting CP increase to 100 -250 w 
unl. 

NEW, Coultas, Edge & Stephenson, Jack- 
sonville, Ill. -Applic. CP dismissed without 
prejudice. 

KFRU, Columbia, Mo.- Dismissed rehear- 
ing petition re KVOD, KFEL applications. 

WTHT. Hartford -Adopted final order 
increase to 100 -250 w unl. 

WTAR, Norfolk, Va., and WMC, Mem- 
phis- Granted temp. auth. 5 kw N direc- 
tional to overcome interference. 

JUNE 16 
MISCELLANEOUS -KVOS, Bellingham, 

Wash., granted continuance hearing, con- 
solidated with Bellingham Bcstg. Co.; 
WSPA, Spartanburg, S. C.. granted with- 
drawal without prejudice applic. mod. li- 
cense re freq., Dower, time; WMBR. Jack. 
sonville. Fla., granted petition intervene 
WAPO -WJBO hearings; KLCN, Blythe- 
ville, Ark.. granted continuance renewal 
hearing; K PY, KGA, KHQ, Spokane, 
granted orders take depositions re KFIO 
WJBW, New Orleans. granted continuance 
hearing; KFIO, Spokane, granted two -day 
postponement hearing. 

JUNE 17 
KOB, Albuquerque. N. M.- Granted ex- 

tension temp. auth. 10 kw unl. to 4- 21 -39. 
KEX. Portland. Ore. -Granted auth. 5 

kw. unl. to 4- 21 -89. 
JUNE 19 

WEAF, New York -Amend CP move 
antenna. trans., re antenna. 

WFBR, Baltimore- License for CP as 
mod. increase power, move trans., new 
equip., directional D & N. 

WHKC, Columbus -Mod. license change 
to 570 he Sh. -WOSU same basis as 
WKBN, asks facilities WKBN, amended to 
spec. hours (640 kc). 

WALR. Zanesville, O.-CP new antenna, 
move trans. 

WAPI, Birmingham - Extension exp. 
auth. unl. directional after LS Tulsa. 

KWK, St. Louis -CP change to 630 kc, 
asks facilities KFRU and WGBF, amend- 
ed to contingent grants of WGBF and 
KFRU applications. 

NEW, Television Productions, Los An- 
geles-CP 1 kw television. 

JUNE 20 
WEDC, Chicago -Granted CP increase D 

to 260 w and operate midnight to 6 a. m. 
NEW, Albemarle Bests. Co., Elizabeth 

City, N. C.- Granted CP 1870 kc. 100 -250 
w unl. 

NEW, Kingston Bcstg. Corp.. Kingston, 
N. Y.-CP 1500 kc. 100 w D. 

WHLS. Port Huron, Mich.- Granted ap- 
plic. mod. license to 100 -260 w unl. 

WBNX -New York -Granted renewal li- 
cense. 

JUNE 14 TO JUNE 26, INCLUSIVE 
WBIG, Greensboro, N. C.- Granted auth. 

increase D 1 to 5 kw without hearing. 
KGNO, Dodge City, Kan. -Granted in- 

crease 250 w to 1 kw. 
KINY, Juneau, Alaska- Granted CP in- 

crease 259 w to 1 kw. 
KWTO, Springfield, Mo.- Granted mod. 

license to include 5 -6 a. m., 1 kw. 
KGMB, Honlulu-Granted CP change 

1320 kc to 590 kc, new radiator. increase 
D 1 to 5 kw. 

KRIC, Beaumont. Tex. -Granted vol. as- 
sign. license to KRIC Inc. 

WSMB, New Orleans-Granted CP re- 
place tower. change directive pattern. 

WCHS. Charleston. W. Va.- Granted CP 
increase D 1 to 5 kw. 

WFNC, Fayetteville. N. C.- Granted 
mod. CP (Craven voting No) approving 
trans., antenna site. 

TEMPORARY RENEWALS - KAWM 
KNET KRMC KYSM WGIL WKAT 
WMFJ WMFO KOBH KRKO KSAN 
WCNW WHDF WRDO WSVS. 

KSUB, Cedar City, Utah -Granted temp. 
auth. to Leland M. Perry to operate sta- 
tion to 11 -1 -89. 

SET FOR HEARING -WCSC, Charles- 
ton, S. C., applic. amended to change an- 
tenna, increase N to 1 kw; NEW. Porori- 
can American Bcstg. Co.. Ponce, P. R., 
CP 1340 kc 1 kw unl. ; NEW, Silver Crest 
Theatres. Yuma, Ariz., CP 1420 kc 100 w 
spec.; KQV, Pittsburgh. mod. license to 1 

kw directional; WKBO, Harrisburg, Pa., 
applic. transfer control to J. H. and John 
F. Steinman ; NEW, Albemarle Bcstg. 
Station, Albemarle. N. C., CP 1370 kc 100 
w D ; NEW, Lackawanna Bcstg. Co., 
Scranton. CP 1370 kc 100 -250 w unl.: 
NEW, Richard T. Sampson, Riverside, 
Cal., CP 1390 kc 260 w D; WTNJ, Tren- 
ton, N. J., mod. license re hours; NEW. 
North Shore Bcstg. Co., Salem, Mass., CP 
1200 kc 100 w unl. 

MISCELLANEOUS - Travelers Bcstg. 
Service Corp., Hartford. set for oral argu- 
ment applic. voluntary assignment licenses 
of WTIC etc. to Travelers Bcstg. Co.; 
WMEX, Boston. denied rehearing on up- 
plic. Yankee Network (WAAB) for mod. 
license to I kw unl. 

JUNE 21 

WJBL, Decatur. Ill.. WBOW, Terre 
Haute, Ind., WJBC, Bloomington, Ill. - 
WJBL granted change from 1200 to 1310 
kc. increase to 100 -250 w unl.; WBOW 
granted change from 1310 to 1200 kc. 
move locally, 100 -250 w unl.; WJBC 
granted mod. license to 1200 kc 100 -260 
w unl. 

WBNX, New York; WMBG, Richmond. 
Va. -WBNX granted change trans. site, 
new equip.. directional antenna, increase 
D to 5 kw ; WMBG granted applic. new 
equip., increase 500 w unl. to 1 -5 kw 
directional. 

MISCELLANEOUS -WLW, Cincinnati. 
granted CP change trans.; WWAE, Ham- 
mond, Ind., granted CP move trans. lo- 
cally; KTOK, Oklahoma City, granted 
license increase D to 260 w; KTOH, 
Lihue, Hawaii, granted mod. CP trans., 
studio sites, antenna ; WSUN, St. Peters- 
burg, Fla., denied rehearing re Pinellas 
Bcstg. Co.; WMBG and WRTD, Rich- 
mond, Va., denied rehearing re WRNL; 
NEW, Bellingham Bcstg. Co., Belling- 
ham, Wash., ordered hearing at Belling- 
ham on applic. for KVOS facilities; 
WAPI. Birmingham, denied rehearing ap- 

plic. assign license; KALE, Portland, 
Ore., granted applic. change equip., in- 
crease D 1 to 5 kw ; WARD, Brooklyn, 
granted auth. move trans. locally, install 
radiator; NEW. Peter J. Caldarone, Provi- 
dence. R. 1.. denied rehearing applic. CP, 
denied 5 -1 -39. 

KFQD, Anchorage, Alaska - Granted 
consent transfer control to R. E. Mc- 
Donald, and renewal license. 

WOMI, Owensboro, Ky.- Denied mod. 
license 1500 to 1200 kc. 

KOME. Tulsa, Okla.- Denied temp. auth. 
8:30 -10:30 p. m. 6 -28 -39 to 7 -27 -39 for spe- 
cial programs. 

JUNE 22 

NEW, Peter J. Caldarone, Providence. 
R. I.- Denied CP 1270 kc. 250 w D. 

JUNE 23 
MISCELLANEOUS - WBNY, Buffalo, 

granted temp. auth. unlimited time dur- 
ing July (if WSVS remains silent) for 
special programs; WMAZ, Macon, Ga., de- 
nied temp. auth. unlimited time 6 -27 -39 to 
7 -26 -39 for special programs; WILM, Wil- 
mington, Del.. denied temp. auth. Simul.- 
WAZL after 8:30 p.m. for baseball games; 
WPTF, Raleigh, N. C.. granted leave 
amend applic. CP increase to 50 kw; 
NEW, Pawtucket, R. I., denied motion dis- 
miss appearance of Outlet Co.; NEW, C. 
T. Sherer Co.. Worcester. Mass.. granted 
motion take depositions: WOL, Washing- 
ton, granted postponement hearing John 
F. Arrington Jr., Valdosta. Ga., on CP 
new station. 

Proposed Decisions . . . 
JUNE 11 

NEW. Saginaw Bcstg. Co., Saginaw. 
Mich. -Granted CP 1200 kc 100 -250 w unl. 

NEW. Gross & Shields, Saginaw. Mich. 
-Granted CP 950 kc 500 w unl. 

JUNE 21 

KEHE, Los Angeles. Applic. vol. as- 
sign. license to Earle C. Anthony Inc. 
and applic. Earle C. Anthony Inc. move 
KECA to San Diego and assign. KECA to 
Worcester Bcstg. Corp.. granted on con- 
dition that license of KECA be surrend- 
ered for cancellation prior to operation of 
KEHE by Earle C. Anthony Inc. 

WGTM, Wilson, N. C.- Denied CP 
change to 1240 kc 500 w D. 

WMBI, Chicago- Denied CP noncom- 
mercial station kc 41300 w unl. 

KTEM. Temple, Tex. -Granted mod. li- 
cense to 100 -250 w unl. 

WALA, Mobile, Ala.- Granted CP move 
trans., new radiator, increase N to 1 kw. 

Applications .. . 

JUNE 16 

WNBX, Springfield, Vt.-CP change an- 
tenna. move studio and trans. to Keene, 
N. H. 

WLNH, Laconia, N. H.- License move 
trans., antenna. 

WBAL. Baltimore- Extension exp. auth. 
Simul: KTHS and Synch. -WJZ. 

WTIC, Hartford- Extension exp. auth. 
Simul.-KRLD. 

WESG, Elmira, N. Y.- Extension exp. 
auth. 860 kc. 1 kw D to LS New Orleans; 
CP change equip. 

WESTINGHOUSE INNTE.RNATION 

" L 

BROADCAST 1XKTRANSMITT 

TECHNIQUE of first aid has been learned by the technical staffs of Westinghouse stations WBZ, Boston, and 
W1XK, Millis, Mass., international shortwave outlet, and so proficient have they become in lifesaving and 
first aid methods that all have successfully completed an extensive Red Cross course. Similar classes are 
being conducted at other Westinghouse stations -KDKA, W8XK, KYW, WBZA and WOWO -WGL -under 
the direction of J. B. Rock, assistant manager of broadcast activities. Left to right in this group are Fred E. 
Osgood, Donald M. Stanier, James Eastman, James O. Wood, Edgar M. Parsons, Richard I. Hammond, Dwight 
A. Myer, plant manager (in foreground), Robert Henderson, Elmer Lantz, Bernard L. Clark (in foreground), 
George P. Johnson, instructor, Charles Vassall and Robert G. Duffield. 
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WCAU, Philadelphia -Vol. assign. li- 
cense to WCAU Bcstg. Co.. a Penn. corp. 

KFPW, Ft. Smith, Ark. -CP change 
1210 to 1870 kc. 

KTAT. Ft. Worth -Auth. transfer con- 
trol to Ruth G. Roosevelt. 

WGIM, Wilson. N. C. -Auth. transfer 
control to H. W. Wilson, Charlotte L. 
Burns. George C. McDonald. 

NEW. WSPB Inc., Sarasota. Fla. -CP 
1420 kc 100 -250 w unl. 

KWKH, Shreveport, La.- Extension exp. 
auth. unl. time 10 kw directional N. 

WBBM. Chicago -Extension exp. auth. 
Synch: KFAB; KFAB, same. 

WIBW. Topeka -Mod. license increase N 
to 5 kw. 

KIRO, Seattle- Extension exp. auth. 710 
kc 1 kw unl. 

JUNE 21 
WKAQ, San Juan, P. R.-CP increase 

1 to 5 kw, change 1240 to 620 kc, amend- 
ed re antenna. 

WFBR, Baltimore-CP move aux. trans. 
locally. increase N to 1 kw. 

NEW, Hiawathaland Bestir. Co., Sault 
Ste. Marie, Mich. -CP 1200 kc 100 -250 
w unl. 

WXYZ, Detroit, CP new trans., anten- 
na. increase D to 5 kw. 

WBTH, Williamson, W. Va.- Auth. 
transfer control to W. B. Booker. 

WTMC, Ocala, Fla. -Vol. assign to Ocala 
Bests. Co. 

WTMA, Charleston, S. C.- License for 
new station 1210 kc. 

KGEO, Fort Worth -Mod. license N to 
5 kw. 

WSBT, South Bend -CP change 1360 
kc 500 w to 1010 kc. 1 kw, amended to 
930 kc. 500 w. 

WNAX, Yankton, S .D. -Mod. license N 
to 5 kw. 

JUNE 24 
WJMS, Ironwood, Mich. -CP increase to 

100 -250 Sv. 
WJBO. Baton Rouge, La. -Mod. license 

to unl., asks WTAW facilities. 
WTAW, College Station, Tex. -Mod. li- 

cense by releasing 8 -9 p. m. Mondays. 
KHUB, Watsonville, Cal. -Mod. license 

D to unl., 100 -260 w. 
NEW, W. B. Dennis. Plainview. Tex. - 

CP 1200 kc 100 w D (not 1210 kc as 
stated in BROADCASTING June 15). 

Gallery Debut 
FIRST broadcast direct from the 
new radio gallery adjoining the 
House chamber in the U. S. Capi- 
tol was carried by NBC June 26 
when H. R. Baukhage, NBC's 
Washington commentator, de- 
scribed the quarters on a national 
hookup during an interview with 
Robert Menaugh, first superinten- 
dent of the radio gallery. The NBC 
pickup came two hours after 
Speaker Bankhead granted per- 
mission to radio companies to 
broadcast from the workroom of 
the radio correspondents in the 
rear of their gallery. In April Con- 
gress adopted the resolution es- 
tablishing a separate gallery for 
radio correspondents, but not until 
June 26 was permission granted 
to broadcast from the new quart- 
ers. 

Mrs. Hutterly Leaves 
MRS. ANNETTE HUTTERLY, 
secretary to Judge E. O. Sykes dur- 
ing his entire 12 -year tenure on 
the Radio Commission and the FCC 
and who has worked in a similar 
capacity for Judge Sykes' succes- 
sor, Commissioner Frederick I. 
Thompson, will retire from that 
post Aug. 1. Now on leave of ab- 
sence, Mrs. Hutterly plans a mo- 
tor trip during July to the Pacific 
Coast and will return to Washing- 
ton about Aug. 1. Whether she will 
assume some other Civil Service 
position within the FCC or join 
another Governmental agency has 
not been determined. 
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N efwork A CCOu/1 fS 
All time E DST unless otherwise indicated. 

New Business 
GENERAL FOODS Corp., New York 
(Maxwell House Coffee), on Sept. 7 
resumes Good News after 10 weeks 
layoff on 83 NBC -Red stations, Thurs.. 
9-10 p. nr. Agency: Benton & Bowles, 
N. Y. 
PROCTER & GAMBLE Co., Cincin- 
nati (Ivory soap), on July 3 starts 
rebroadcasts for The O iieills on NBC - 
Red, Mon. then Fri., 5 -5:15 p. m., now 
on 19 NBC -Red, 12:15 noon -12:30 
p. m. ; and for Life Can Be Beautiful 
on 15 split NBC -Red -Blue, Mon. thru 
Fri., 9:45 -10 a. m., now on 35 CBS 
stations, Mon. thru Fri., 1:15 -1:30 
p. m. Agency: Compton Adv., N. Y. 
QUAKER OATS Co., Chicago (Quak- 
er and Mothers' Oats),'on Sept. 25 
starts Girl Alone on 30 NBC -Red sta- 
tions, Mon. thru Fri., 5-5:15 p. m., 
EST. Agency : Ruthrauff & Ryan Inc., 
Chicago. 
BROWN & WILLIAMSON TOBAC- 
CO Co., Louisville (Raleigh cigar- 
ettes), on Sept. 24 starts Patti BOB- 
van's News on 35 CBS stations. Mon. 
thru Fri. anti Sun.. 11- 11:1:5 p.m. 
Agency: BBDO, N. Y. 
PALMER BROS. Co.. New York 
(mattresses- comfortables) on Aug. 20 
starts commentation program on 38 
NBC -Blue stations, Sun., 5:15 -5:30 
p.m. Agency: Tucker Wayne & Co., 
Atlanta. 
AMERICAN BIRD PRODUCTS. 
Chicago (bird food), on Oct. 8 re- 
sumes American Radio Warblers on 
8 MBS stations. Sun., 11:45 n.m:12 
noon. Agency : Weston- Barnett, Chi- 
cago. 
BRISTOL -MYERS Co., New York 
(Ipana -Sal Hepatica), on Oct. 4 re- 
sumes Town Hall Tonight on 53 NBC - 
Red stations, Wed., 9 -10 .m. Agency : 

Young & Rubicam, N. Yp 
ASSOCIATED ELECTRIC Compan- 
ies of Texas, on June 25 started The 
Texas Hall of Fame on 21 Texas 
State Network stations, Sun., 1:30- 
2:00 p.m. for 13 weeks. 
STANDARD BRANDS, New York 
( Fleischmann Yeast), on Oct. 2 re- 
sumes Getting the Most Out of Life 
after a 13 -week lay -off on 28 NBC - 
Blue stations, Mon. then Fri.. 11:45- 
12 noon. Agency: J. Walter Thomp- 
son Co., N. Y. 

"The Crystal Specialists Since 1925" 

SCIENTIFIC 
LOW TEMPERATURE 

CO- EFFICI ENT CRYSTALS 
Apptovad by FCC 

Two for $75.00 $40,. 
Supplied in Ieolantite Air -Gap Hold- 
ers in the 560 -1600 Kc. band. Fre- 
quency Drift guaranteed to be "less 
than three cycles" per million cycles 
per degree centigrade change in 
temperature. Accuracy "better" 
than .01 %. Order direct from- 

124 JACKSON AVENUE 
University Park 

SATTSVILLE, MARYLAND 

NBC Modifies Policy 
NBC's policy on courtesy announce- 
ments, which formerly called for 
explanatory announcements imme- 
diately preceding a n d following 
broadcasts of national or local im- 
portance for which sponsored pro- 
grams were cancelled, has been 
modified as follows: "Where such 
cancellations are effected, however, 
for a broadcast by the President 
of the United States, or for cer- 
tain other national or international 
events of transcending importance, 
NBC may find it advisable not to 
make these courtesy announcements 
before and after the special pro- 
gram, in which case we will en- 
deavor to make at least one an- 
nouncement as near to the adver- 
tiser's time originally scheduled, as 
possible." 

ETHYL GASOLINE Corp., New 
York, on Aug. 21 resumes Tune -U_p 
Tinr.e after a seven -week hiatus on 60 
CBS stations, Mon.. 8 -8:30 p. m. 
Agency: BBDO, N. Y. 

Renewal Accounts 
BENEFICIAL Management Corp., 
Newark (loans). on July 24 renews 
Doc Barclay's Daughters on 26 CBS 
stations. Mon. thru Fri., 2 -2:15 p. m. 
Agency : Blackett - Sample - Hummert, 
N. Y. 

PROCTER & GAMBLE Co., Cincin- 
nati, on July 3 renews for 52 weeks the 
following dramatic serials on NBC, 
all heard Monday through Friday: 
Story of Mary Marlin (Ivory Flakes) 
on 22 NBC -Blue, 11 -11:15 a. in., and 
on 63 NBC -Red, 3-3 :15 p. m.; Vic d 
Sade (Crisco) on 24 NBC -Blue, 
11:15 -11:30 a. m. ; Pepper Young's 
Family (Campy) on 17 NBC -Blue, 
11:30 -11:45 a. Ill., and on 61 NBC - 
Red. 3:30-3:45 p. m.; Ma Perkins 
( Oxydol) on 63 NBC -Red. 3:15 -3:30 
p. in.. Guiding Light (Naphtha) on 61 
NBC -Red. 3:43 -4 p. m., and The 
O' lreilla (Ivory soap) on 19 NBC - 
Red. 12:15 noon- 12:30p. m. Agencies: 
Pedlar & Ryan. N. T., for Camay; 
Blackett - Sample - Hummert. Chicago, 
for Oxydol ; Compton Adv., N. Y., for 
all others. 
AMERICAN TOBACCO Co.. New 
York (Lucky Strikes), on July 5 for 
13 weeks renews Kay Kyser s Kol- 
lege of Musical Knowledge on 99 
NBC -Red. Wed.. 10-11 p.m. Agency: 
Lord & Thomas, N. Y. 

MARS Inc.. Chicago (candy bars). 
on July 10 renews for 6 weeks Dr. 
f. Q. on 32 NBC -Red stations. Mon.. 
9 -11:30 p.m. Agency : Grant Adv., Chi- 19 

PET MILK SALES Corp.. St. Louis. 
on July 1 renews Saturday Night 
Serenade on 53 CBS stations, Sat., 
9:45 -10:15 p.m. Agency: Gardner 
Adv. Co.. St. Louis. 

Network Changes 
PURE OIL Co.. Chicago. on Sept. 
25 changes twice- weekly Kaltenborn 
in the News on CBS to thrice weekly. 
Mon.. Wed.. Fri.. 6:30-9:45 p. m. 

C'AMPANA SALES Co.. Batavia. Ill. 
(Italian Balm), on June 30 shifted 
First Nighter on 51 CBS stations, 
Fri.. from 8 -5:30 p.m. to 9:30 -10 p.m. 

BROWN & WILLIAMSON Tobacco 
Co., Louisville (Bugler tobacco). on 
July adds 10 NBC -Blue stations to 
Plantation Party. on NBC -Blue, Fri., 
9-9 :30 p. 111. 

H Q (ALONE! ) 

fret IO11IlA PLUS! 
DES MOINES . 50.000 WATTS, CLEAR CHANNEL 

BROADCASTING Broadcast Advertising 

Bird Food on MBS 
AMERICAN BIRD PRODUCTS, 
Chicago (bird food), on Oct. 8 will 
start American Radio Warblers on 
8 MBS stations, keyed from WGN. 
Other stations are WCAE CKLW 
KWK KOIL WHB KFEL WHK. 
The 11:45 -12 noon period on Sun- 
days has been selected. Weston - 
Barnett, Chicago, is agency. 

JERGENS- WOODBURY Sales Corp., 
Cincinnati (Jergens lotion), on July 
9 replaces Walter Winchell for four 
weeks with Edwin C. Hill on Jergens 
Journal on 64 NBC -Blue stations. 
Sun.. 9:30 -9:45 p. m. (Pacific Coast, 
11 -11:15 p. m.). Agency : Leimen & 
Mitchell, N. Y. 

PHILIP MORRIS & Co., New York 
(cigarettes). on June 27 replaced The 
Perfect Crime with The 1Vorld's 
Greatest Stories on Johnny Presents 
on 43 NBC -Red stations, Tues., 5- 
8:30 p.m. Agency : Biow Co N Y 

JOHN H. WOODBURY Co.. Cincin- 
nati, selects The Waring Family as 
new program for Woodbury soap, 
starting July 7 on CBS, Fri.. 7:45- 
5 p.m. Agency : Lennen & Mitchell. 
New York. 

LEWIS -HOWE MEDICINE Co., St. 
Louis (Tunis), on Tine 20 replaced 
Vocal Varieties with Quicksilver on 
29 NBC -Red stations, Tues., 7:15- 
7:30 p.m. Agency: H. W. Kastor & 
Son Adv. Co., Chicago. 

PROCTER & GAMBLE. Cincinnati 
(Oxydol). on July 9 starts The Man 
I Married in place of Central City. 
Mon. tlteo Fri., 10 -10:15 n.m., origi- 
nating in New York. 

P. LORILLARD Co.. New York (Old 
Gold cigarettes), on July 4 adds 5 
stations (WFEA, KGBX, KROC, 
KFAM, KTSM) to Melody d Mad - 
ness, making n total of 105 NBC - 
Blue, Tues., 9 -9:30 p.m. 

CBS Coast Sustainers 
CBS on July 1 will start the most 
intensive summer schedule of 
transcontinental sustaining pro- 
grams ever undertaken by that 
network in Hollywood. Charles 
Vanda, newly- appointed western 
program director, in announcing 
preliminary plans, stated that by 
July 1'7, there will be at least one 
transcontinental sustaining show 
broadcast every day from the 
West Coast. He pointed out that 
the schedule released at this time 
represents only those programs 
definitely set. Others are in the 
process of construction. William H. 
Robson, CBS New York Workshop 
producer, has been brought to 
Hollywood to augment the West 
Coast production staff, and it is 
expected that other additions will 
be made. 

V E R T I C A L 

RADIATORS 
Announcing the opening 

of our new plant. Years of 
design and fabricating ex- 
perience on radiators and 
towers of all descriptions. 

Your Inquiries Will 
Receive Prompt Attention 

THE CHAS. E. SCHULER 

ENGINEERING CO. 

Newark, O. 

PRECISION MADE 

BLILEY CRYSTALS 

Thorough workmanship, critical inspec- 
tion tests and accurate calibration, assures 
the high degree of precision and depend- 
ability essential in all radio communica- 
tion services. Write for catalog G-10 
covering Bliley crystals, holders and 
ovens for frequencies from 20kc. to 30mc. 

BLILEY ELECTRIC COMPANY 
UNION STATION BUILDING ERIE, PA. 
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SIX YEARS WITH THE KIDDIES 
Hazleton Department Store Enjoys Success 

With Juvenile Talent and Lollypops- 

REAL POSIES went to the local Leader Store from WAZL, Hazleton 
as the firm started its seventh consecutive year of weekly programs on 
the station. All smiles behind the basket are Thomas Tito, staff pianist 
who has been accompanist on the Leader's program since it started back 
in March, 1933; Jacob Narrow, advertising manager of the store and 
script -writer for the show; Victor C. Diehm, manager of WAZL, who 
made the presentation to Mr. Narrow, and James Peiser, announcer of 
the program for the last two years and the third one since it began. 

THE LEADER STORE, one of the 
largest department stores in Ha- 
zleton, Pa., recently produced a 
special program celebrating the 
312th consecutive weekly broad- 
cast and six consecutive years of 
broadcasting on WAZL, Hazleton, 
by the firm. Starting in March, 
1933, the Leader has presented a 
children's program every Friday 
night from 6:30 to 7 p. m., with 
Jacob Narrow, advertising man- 
ager of the store, in charge. 

During the six years the pro- 
gram's pattern has remained con- 
stant. Auditions are held to select 
the best juvenile talent in the 
Hazleton region. Every form of en- 
tertainment is encouraged -vocal, 
instrumental, elocution, and tap 
dancing. From time to time a ju- 
venile master of ceremonies assists 
James Peiser, staff announcer con- 
ducting the program. 

Free Lollypops 

Commercials are restricted to 
announcements immediately after 
the theme song, written especially 
for the program, midway in the 
half -hour, and before the weekly 
prize winner is announced at the 
close of the program. A postcard 
poll is held weekly to determine 
the prize winner, who then is 
brought back on the next program 
for the final number and a big box 
of candy. Mr. Narrow, who writes 
the script, also appears briefly to 
give information about future pro- 
grams. During the year, before 
important sales, an additional 
broadcast is used. Lollypops are 
passed out at every performance, 
and once each year all children 
appearing on the programs, ac- 
companied by their mothers, are 
given a big party by the store. At 
the semi -annual style show of the 
Leader, which features both ju- 
venile and adult clothing, many of 
the kiddie stars are used as models. 

Thomas Tito, staff pianist of 
WAZL, has been accompanist on 
the program since it started. Mr. 
Peiser, announcer of the program 
for the last two years, has been 
the third to handle the program, 
being preceded by Ralph Hoyt and 

Tiny Hamrick. As arrangements 
were being made by Victor C. 
Diehm, manager of WAZL, to 
commence the Leader's seventh 
year of broadcasting, Mr. Narrow, 
speaking for Harry Roman, head 
of the Leader Store, said the radio 
specials accounted for many calls 
on the Saturday following the 
broadcasts, and also that the ju- 
venile clothing department had 
grown to be the largest in the city. 

Decade of Radio 
. (Continued from page 25) 

the present 10 kc. separation of 
broadcast stations does not permit 
of real high -fidelity transmission. 
Such statements in the main are 
grossly in error. To be sure, a lis- 
tener situated some 600 miles from 
two broadcast stations separated 
10 kc. in frequency cannot expect 
to receive high -fidelity transmis- 
sion from each. As a matter of 
fact, if only one station were on 
the air, then high -fidelity transmis- 
sion and reception would be pos- 
sible only a small percentage of 
the time. But practically all the 
better class stations today, when 
transmitting from local studios, 
have a frequency of transmission 
up to some 7% -10 kc., and the 
distortion is down to less than 5 %. 

Any listener who has a proper 
receiving set may obtain high -fi- 
delity reception from such a sta- 
tion out to the signal limit where 
the noise level prevents such recep- 
tion, with the receiver selectivity 
characteristics open to this degree. 
Under all conditions there is an 
area around the transmitter which 
permits of high -fidelity reception. 
The fact that stations are separat- 
ed 10 kc. in frequency in no way 
affects this area. If they were sep- 
arated by 20 kc. or more, the area 
would not be increased to any ap- 
preciable extent. 

One of the greatest improve- 
ments in transmission has been 
the perfecting of microphone de- 
sign, studio technique and studio 
sound conditioning, all of which 

Automatic Cueing 
CBS engineers have developed an 
automatic cueing device to give 
news and special events announcers 
a split- second warning of their 
time limitations. Developed at the 
request of Paul White, head of the 
CBS public affairs department, the 
gadget resembles a battery seton 
tray flanked by a pair of red ship's 
lanterns. On the box is a dial cali- 
brated in minutes with a center 
knob divided into seconds. Device 
is set for proper length of time and 
plugged in when the period starts. 
A red hand simultaneously begins 
marking off the remaining time and 
when it reaches zero, marking the 
end, two photo -flood lamas flash on 
with such brilliance that even 
though the studio be brightly lit 
and the announcer's back to the in- 
strument, he cannot help seeing the 
flash. 

are passed on to the listener as a 
gradual evolution. 

Since 1928 the changes in allo- 
cation have been only in detail 
and mainly minor in character, 
mostly leading to an increase in 
the number of stations and ren- 
dering urban s e r vice and, of 
course, rural service during t h e 
daytime by reason of increase in 
permissible day power of regional 
and local stations. 

The increase in licensed power 
of clear channel stations has re- 
sulted in improvement in rural 
service, though this service varies 
widely between summer and win- 
ter and various stages of the sun- 
spot cycle. The same maximum 
power limitations at night for all 
classes have been retained. 

As we study the technical struc- 
ture of broadcasting today we see 
the need for a general revision 
of the Rules and Regulations and 
the technical standards governing 
these stations. The Commission 
has met this situation by adopt- 
ing new Rules and Regulations 
and standards of good engineer- 
ing practice, which were the sub- 
ject of an extensive hearing, oral 
argument and several informal en- 
gineering conferences. 

These Rules and Regulations as 
well as the technical standards per- 
mit of further advancements in 
service to the public, particularly 
in that the power of local stations 
may be increased from 100 watts 
to 250 watts at night. The power 
of regional stations may be in- 
creased from 1 kw. to 5 kw. The 
classification of stations is changed 
to Classes I, II, III, IV to super- 
sede the present clear, regional 
and local stations. Class H is new 
and does not have a counterpart in 
the present structure. This class is 
the experimental duplicated station 
on clear channels which may ren- 
der urban service and by reason of 
the use of directive antennas, the 
rural service rendered by the Class 
I stations on the channel need not 
be seriously impaired. 

Two Types of Regionals 
Class III stations, formerly re- 

gional stations, are divided into 
two groups, III(a) and III(b). The 
III(b) stations are limited in pow- 
er at night to 1 kw. as at present. 
However, the engineering stan- 
dards set out liberal conditions un- 
der which these stations may be 
transferred to Class III (a) and 

obtain the full power rating of the 
class. 

Class II is designed to cover ad- 
ditional urban areas in need of 
service. The increase in power of 
the Class IV stations, formerly 
locals, will permit of improvement 
in the ratio of signal to noise from 
those stations, in line with techni- 
cal advancements, to permit of 
greater fidelity of transmission and 
reception. 

Service to Rural Areas 
The allocation structure as set 

up by the new Rules and Regula- 
tions and engineering standards, 
provides adequate technical basis 
for general improvement of urban 
coverage as well as improvement 
in rural service. However, the 
problem of improving the service 
to the vast rural population of the 
United States under all circum- 
stances is yet to be solved. This 
is one of the most provoking prob- 
lems in allocation, in that there are 
no technical advancements or de- 
velopments in sight today that 
permit of supplying this improved 
service except as can be accom- 
plished by making full and com- 
plete use of clear channel (I) sta- 
plete use of clear channel stations 
(Class I). 

In any well integrated plan of 
broadcasting there is need for four 
classes of stations to render a 
proper broadcast service to the 
very diversified population found 
throughout the United States, vary- 
ing from 644 people per square 
mile in Rhode Island to 0.8 in Ne- 
vada. It may be safely concluded 
today that there are not enough 
facilities available in the 106 chan- 
nels even to approach economic 
saturation in any area that does 
not have far greater than its rela- 
tive share of facilities. 

While unquestionably there will 
be continued increase in the num- 
ber of stations, it must be borne 
in mind that there are numerous 
areas today that do not have Class 
II, III or IV facilities and the lis- 
teners there are denied primary 
service that they could economical- 
ly support and with which other 
listeners are provided. 

In this connection, while men- 
tioning technical developments, the 
matter of network broadcasting 
should not be overlooked. Unques- 
tionably today the network struc- 
ture has been a large factor con- 
tributing to the importance of 
broadcasting. It is only logical that 
our large centers of talent should 
be tapped for the benefit of those 
who live in remote areas that could 
not otherwise be so enlightened and 
entertained. 

A study of the problem of televi- 
sion in line with the technical de- 
velopment of broadcasting leads to 
the conclusion that a chain distri- 
bution of television programs is as 
important if not more important 
than in sound broadcasting. 

PROCTER & GAMBLE, Cincinnati. 
on July 3 starts an hour of 15- minute 
five weekly programs on WRVA. 
Richmond. Va. It is understood the 
shows will be aired in the late after- 
noon. Products and programs follow: 
Oxydol Ma. Perkins. Chipso Road of 
Life, Ivory Gospel Binger, Crisco This 
Dag is Ours. Agency for Oxydol is 
Blackett - Sample - Hummert, Chicago; 
for the others, Compton Adv., New 
York. 
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Turntable Control 
Is Sought by AFM 
Musicians to Request AFL to 
Give Them Jurisdiction 
RADIO came in for a lot of dis- 
cussion at the 44th annual con- 
vention of the American Federa- 
tion of Musicians, held June 12 -17 
in Kansas City, but when it was 
all over no action had been taken 
to change the present status of 
AFM -radio relations. 

Voted down were resolutions pro- 
posing that the union purchase all 
available music copyrights and it- 
self license broadcasting stations 
and other users of music; that "hill- 
billy" bands on the air be forced to 
join the union; that the AFM spon- 
sor a radio campaign to promote 
the use of live musicians; and that 
the use of radio lines be restricted 
to give local bands air time equal 
to that given traveling orchestras. 
The membership adopted resolu- 
tion calling for remote broadcasts 
made by AFM members to be ac- 
companied by an announcement 
stating that the "broadcast is made 
with the consent of the AFM ". 

Would Operate Turntables 
In an effort to give AFM mem- 

bers some employment in tending 
the machines which they claim have 
taken away their jobs, the conven- 
tion directed the union's executive 
board to ask the AFL for jurisdic- 
tion over all record reproducing 
machines used in radio stations, 
theatres, restaurants and other 
places where musicians were for- 
merly employed. In a number of 
cities local AFL unions already 
force broadcasters to employ AFM 
members to operate turntables, al- 
though this jurisdiction has been 
claimed by the International Broth- 
erhood of Electrical Workers, also 
an AFL union. 

Coin -o p e r at e d phonographs, 
exempted from the performance for 
profit clause of the Federal copy- 
right law and so escaping t h e 
ASCAP license fees which are 
exacted from establishments em- 
ploying live musicians, were the 
cause of considerable discussion. 
The convention instructed the 
board to cooperate with ASCAP in 
attempting to have the copyright 
law amended to remove this dis- 
crimination, which the union feels 
is an additional barrier to the em- 
ployment of its members. 

The convention was said to be 
the largest in AFM history, with 
645 delegates registered. The pres- 
ent officers: Joseph N. Weber, presi- 
dent; C. L. Bagley, vice -president; 
Fred N. Birnbach, secretary, and 
H. E. Brenton, treasurer, were all 
reelected. The union selected In- 
dianapolis for its 1940 convention, 
to be held the second week in June. 
THROUGH cooperation with WHB. 
Kansas City. and WHK. Cleveland, 
WSAI, Cincinnati. brought listeners 
the voices of Cincinnati druggists and 
grocers attending conferences in those 
two cities recently. Richard A. Rup- 
pert, WSAI promotion manager, ar- 
ranged with joke Neumann. editor of 
Ili Cincinnati Grocer Guide, to make 
a quarter -hour transcription of inter- 
views with Cinciunatians attending 
11w National assn. of Retail Grocers 
at Kansas City June 21. using the 
facilities of WHB. and broadcast the 
recording June 23. Then, using WHK 
facilities, WSAI recorded interviews 
with local druggists attending the 
Ohio State Pharmacists Conference 
at Cleveland on June 30. and broad- 
cast them shortly afterward. 

SEPARATE STUDIO for facsimile has been installed by WHK -WCLE, 
Cleveland, which claims it is the first of its kind in the country. The 
studio contains all equipment necessary for transmitting daily facsimile 
broadcasts as well as several monitor printers and receivers. Photo 
shows Price Fish (left), operator of the scanner, and John T. Vorpe, the 
stations' advertising manager in charge of facsimile copy and promotion. 

FCC Rules Effective Aug. 1 
(Continued from page 23) 

vana Agreement, interference re- garded as a victory for proponents 
suiting to stations in this country of that classification of station. 
from Mexican and Cuban outlets Adoption of the standards of 
can be expected to continue. Ac- good engineering practice, setting 
tually, neither Mexico nor Cuba is forth in detail limitations with - 
provided for on specific frequencies in which all stations must func- 
until such time as the treaty pro- tion, marked a milestone in FCC 
visions become effective. The 96 regulation. Heretofore, these stan- 
channels in the standard broad- dards, evolved by Andrew D. Ring, 
cast band are shared by the United assistant chief engineer for broad - 
States and Canada under a bilater- casting, and George D. Adair, his 
al agreement in which Mexico and chief assistant, have been used 
Cuba did not figure. only for hearing purposes and have 

While the new rules set up new not had the force and effect of defi- 
classes of stations, protections and nite rules. The FCC Engineering 
standards, which coincide with the Department has been developing 
technical terms of the treaty, the these standards in evolutionary 
actual channels made available for fashion for the last 10 years. 
the various types of stations do not Other Changes 
in all cases coincide with the treaty 
terms. The original plan was to A paragraph - by - paragraph 
make the new rules effective con- analysis of the new rules, based 
currently with the treaty provi- on exceptions of particular groups 
sions, but the FCC felt that, in the oral arguments, discloses a 
rather than to wait indefinitely, it number of changes of varying im- 
should take advantage of what- portance. 
ever benefits will accrue in the The provision of the original 
way of public service through im- rule dealing with new station ap- 
provements made possible under plications, which would have re- 
the new rules. quired a station to make a show- 

Hearings on the proposed rules ing of adequate commercial sup - 
were held June 6 -30 last year be- port, was eliminated with the re- 
fore a committee comprising Corn- quirement reduced only to the 
missioners Case, chairman, Cra- showing that the applicant is "fi- 
ven and Payne. Oral arguments nancially qualified to construct and 
on the two separate reports of operate the proposed station." 
this committee, published in Jan- Also eliminated was the pro- 
uary and April of this year, were posed provision that an applicant 
held June 1 before the FCC en for a Class IV station must be a 
banc. With the exception of the resident in and familiar with the 
plea for retention of the former needs of the community to be 
rule permitting commercial use of served. 
experimental broadcast hours, vir- A requirement that the trans- 
tually all of the suggested changes rnitter of each station shall be so 
advanced in behalf of the NAB by located that primary service is de- 
Philip G. Loucks, as its special livered to the city in which the 
counsel, were adopted. main studio is located was retained, 

However, exceptions to the re- over the objection of independent 
port made by group organiza- stations. 
tions, such as the Clear Channel Provoking much furore was the 
Group, National Assn. of Regional provision that a special experi- 
Broadcast Stations, and National mental authorization permitting 
Independent Broadcasters, general- 

additional hours of o p e r a t i o n 

ly were not heeded since the rules 
should not be used to transmit any 
commercial or sponsored program 

were kept virtually intact. Never- or any commercial announcement 
theless, the Commission's action in during that time of operation. This 
increasing the number of Class provision was fought by the NAB 
I(a) clear channels to 26 was re- and other excepting interests, but 

was retained by the Commission. 
A requirement in the proposed 

rules that stations make a log en- 
try of the time each station iden- 
tification is made was retained, but 
the language which would have re- 
quired "an indication of the type 
of announcement" was eliminated. 
Another log entry requirement, 
calling for a brief description of 
each program broadcast, together 
with the title, was retained but the 
requirement that a notation be 
made "by whom presented" was 
stricken. 

The Commission retained a pro- 
vision requiring each licensee to 
keep and permit public inspection 
of a complete record of all re- 
quests for broadcast time made by 
or on behalf of candidates for pub- 
lic office. Paul A. Porter, CBS 
Washington counsel, had objected 
to this provision on the ground 
that it might result in serious 
abuses. 

The old "consent" provision, un- 
der which the consent of dominant 
stations was necessary before a 
secondary station operating limit- 
ed time on the channel could pro- 
cure increased privileges, was al- 
tered to remove the consent pro- 
vision as such. Substituted was the 
requirement that the dominant 
station should supply its objection 
or lack of objection to the grant. 

AFRA SETTLEMENT 
SOUGHT IN CHICAGO 

CHICAGO chapter of AFRA in its 
meeting of June 23 voted a walk- 
out on local Chicago stations, stat- 
ing that AFRA members would 
not be available for local commer- 
cial shows after July 3 unless sta- 
tions and agencies have appointed 
a committee by July 2 for continu- 
ous negotiations until a settlement 
is reached. 

As BROADCASTING went to press 
it was understood that AFRA's 
code for announcers on local com- 
mercial shows ranged from $16 for 
15 minutes on Class A stations to 
$1.60 for 15 minutes on Class C 
stations, while the station- commit- 
tee contended that the scale should 
range from $6 to 60e in respective 
situations. 

In cases where sponsors broad- 
casting a number of daily shows on 
Class A stations, thus making the 
above AFRA scale burdensome, it 
was said that individual negotia- 
tions would be held. 

Disagreement centered around 
the announcers' scale, the station - 
committee agreeing to the AFRA 
code for singers and actors pro- 
vided announcers would not have 
to be paid additional for local com- 
mercial programs. Chicago AFRA 
members also voted that their 
chapter pay uniform dues on the 
same basis with New York, Los 
Angeles and San Francisco. It is 
understood that the uniform dues 
range from $24 to $60 a year, de- 
pending on salaries. 

ItAI/IO broadcasting from the time 
of the crystal set to the technical 
perfection of today is the subject of 
"Air Waves." a ten -minute film taken 
at NBC, which has been released by 
l'afhe. The film shows a guided tour 
of the various departments of a large 
I,1..a:lcnsting station and closes with 
a sequence of au actual broadcast of 
a well-known program. 

BROADCASTING Broadcast Advertising July 1, 1939 Page 197 

www.americanradiohistory.com

www.americanradiohistory.com


SPECIAL 
EVENTS 

CJOR presents more educa- 
tional and commercial 

special events than 
all other local 

stations. 

C J O 
Vancouver, B. C. 

National Representatives: 
Joseph Hershey McGillvra 

House Votes Fund For FCC 
(Continued from page 26) 

handled the bill on the floor, spoke 
briefly against the Dirksen amend- 
ment. He pointed out that the order 
applied only to international broad- 
casting and referred to the testi- 
mony by Chairman Brown in the 
hearing on the subject. "I agree 
this matter needs legislative at- 
tention," Rep. Woodrum said as he 
expressed hope that Congress would 
study FCC operations. Mr. Wood- 
rum said the international short- 
wave regulations were as clear to 
him as a "hunk of mud ", but de- 
clared he did not think the House 
should attempt to write any kind of 
a limitation on the Commission in 
this matter in an appropriation bill. 

The House followed the Commit- 

PROFESSIONAL 
DIRECTORY i 

JANSKY & BAILEY 
An Organization of 

Qualified Radio Engineers 
Dedicated to the 

SERVICE OF BROADCASTING 
National Press Bldg., wash., D. C. 

there is no substitute for experience 

GLENN D. GILLETT 
Consulting Radio Engineer 

982 National Press Bldg. 
Washington. D. C. 

JOHN BARRON 
Consulting Radio Engineer 

Specializing in Broadcast and 
Allocation Engineering 

Earle Building, Washington, D. C. 
Telephone NAtional 7757 

HECTOR R. SKIFTER 
Consulting Radio Engineer 

FIELD INTENSITY SURVEYS 

STATION LOCATION SURVEYS 

CUSTOM BUILT EQUIPMENT 

SAINT PAUL, MINNESOTA 

McNARY and CHAMBERS 

Radio Engineers 

National Press Bldg. Nat. 4048 

Washington, D. C. 

PAUL F. GODLEY 
Consulting Radio Engineer 

Phone: Montclair (N. J.) 2 -7859 

PAGE & DAVIS 

Consulting Radio Engineers 

Munsey Bldg. District 8456 

Washington, D. C. 

A. EARL CULLUM, JR. 
Consulting Radio Engineer 

2935 North Henderson Avenue 
Telephones 3.6039 and 5.2945 

DALLAS, TEXAS 

FREQUENCY MEASURING SERVICE 
Many stations find this exact measuring service of great 
value for routine observation of transmitter perform- 
ance and for accurately calibrating their own monitors. 

MEASUREMENTS WHEN YOU NEED THEM MOST 
at any hour every day in the year 
R. C. A. COMMUNICATIONS, Inc. 

Commercial Department 
A RADIO CORPORATION OF AMERICA SERVICE 
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tee leader and voted down the Dirk - 
sen amendment by a standing vote 
of 77 to 43. 

Rep. Wigglesworth spoke during 
consideration of the appropriation 
measure but did not oppose it. He 
again urged the House to pass a 
resolution ordering a sweeping in- 
vestigation of the Commission. He 
referred to the resolutions calling 
for a probe which are pending be- 
fore the Rules Committee. In urg- 
ing action on his resolution at this 
session, Mr. Wigglesworth said 
there will be an "investigation even- 
tually, so why not now ". 

Rep. Harter (D -Ohio) took the 
floor in defense of the Commission 
and said he thought it was doing 
good work. He was backed by Rep. 
Johnson (D- Okla.) who paid a spe- 
cial compliment to Commissioner 
Paul A. Walker. 

Committee's Report 
In the report to the House, the 

committee explained the urgency 
for action on the FCC appropria- 
tion, stating: 

"The appropriations for the FCC 
are customarily carried in the in- 
dependent offices appropriation bill. 
About the time that bill was con- 
sidered at the present session the 
President transmitted a message 
to Congress recommending funda 
mental organic changes in this 
agency. In view of the possibility 
that such recommended changes, if 
enacted, would affect the organiza- 
tion of the commission and the Bud- 
get estimates that had been sub- 
mitted for it, the funds for the Corn- 
mission were omitted from the in- 
dependent offices bill at this session 
and as no funds will be available 
for the Commission after June 30 
next, it becomes necessary to make 
provision for it in this bill, other- 
wise the agency will cease to exist 
after the end of the present fiscal 
year." 

The hearings before the House 
Deficiency Committee were tame in 
comparison with those before the 
Independent Offices subcommittee 
in January. Members of the com- 
mittee had before them the earlier 
hearings and there was a limited 
amount of testimony on justifica- 
tions of the Budget estimate. Much 
of the testimony at the hearing 
dealt with the FCC "censorship" 
angle contained in the international 
shortwave regulations. 

Three or Four Complaints 
Rep. O'Neal (D -Ky.), after citing 

the purported "censorship" lan- 
guage in the rule asked if the rul- 
ing had been set for a hearing. 
William J. Dempsey, FCC general 
counsel, replied that it had been set 
for July 12 (since postponed). In 
response to a question by Mr. 
O'Neal as to protests against the 
regulation, Mr. Dempsey said the 
Commission had received three or 
four letters and a petition against 
it. 

"I want to say, Mr. Chairman," 
Mr. O'Neal exclaimed, "that I will 
never vote for a dime's worth of 
appropriation for any such un- 
American doctrine as that. If they 
can do it internationally, they can 
do it nationally, and if there is one 

item for enforcement of the regu- 
lation I want to register my protest 
against it." 

Acting Chairman Brown observed 
that there is a wide difference of 
opinion as to whether the rule con- 
stitutes censorship. "The Commis- 
sion in adopting that regulation 
used very much the same language 
that was used at Montevideo," he 
said, adding that "in my judgment 
there is no censorship whatever in- 
volved in that language." 

`Informative Advertising' 
REP. FLANNERY (D- Mass.) has 
introduced a bill (HR -5985) in Con- 
gress covering "informative adver- 
tising" by mail, radio or in inter- 
state commerce of articles import- 
ed or made from imported mater- 
ials. The bill would require mak- 
ing known the presence of such 
foreign materials by labeling or, 
in the case of radio, by announc- 
ing. It has been referred to the 
House Interstate & Foreign Com- 
merce Committee. 

CLASSIFIED 
ADVERTISEMENTS 
Help Wanted and Situations 

Wanted, 7c per word. All other 
classifications, 12e per word. Mini- 
mum charge $LOO. Payable in 
advance. 

Forms close 25th and 10th of 
month preceding issues. 

Help Wanted 
Wanted - Capable sales and production 

manager for new 250 -watt station on air 
September 1. Send snapshot ; tell all in- 
cluding starting salary. Box A392. BaOAD- 
CASTING. 

National Radio Employment Bureau wants 
experienced salesmen, announcers, opera- 
tors and other employes, except talent. 
Complete information free. Paramount 
Distributors. Box 864, Denver, Colorado. 

Situations Wanted 
Announcer wants position with small, pro- 

gressive station. Will gladly send tran- 
scription and other information. Box 
A408, BROADCASTING. 

Sports Announcer- Valuable sports back- 
ground. Handle studio utility. References. 
Recordings available. Box A410, BROAD - 
casting. 

Experienced News Man -Seven years with 
wire service and metropolitan newspaper. 
Also experienced publicist. Age 26 and 
married. Reasonable salary. Box A407. 
BROADCASTING. 

Girl University Graduate- continuity, pub- 
licity, microphone, studio hostess, news- 
paper experience. Good writer, voice. 
news sense. Women's programs proven 
successful. Age 21. Will send scripts, in- 
terview. Box A406, BROADCASTING. 

Station manager or commercial manager 
available. Employed. Experienced. Capa- 
ble. Exceptional record. Box A405, 
BROADCASTING. 

Expert News Man. International back - 
ground (U.S.A.. London, Berlin) ; famil. 
iar AP, UP. INS; first -class copywrit- 
er; excellent radio voice, delivery. At 
present signed columnist big eastern 
daily, broadcasting weekly. Seeks full -time 
connection progressive station east or 
west affiliated NBC, CBS or MBS. 
Transcription. Box A397, BROADCASTING. 

Engineer now employed on major network 
stations, desires change. Experienced and 
available at once. Desire better oppor- 
tunity with metropolitan station. Investi- 
gate! Address Box A409, BROADCASTING. 

Attention Radio Academies & Stations! 
Instructor -speech, announcing, dramat- 
ics. programming. Studio-announceria! 
duties. Box A411, BROADCASTING. 

News! Thoroughly experienced newscaster, 
editor, commentator. Background adver- 
tising, travel. Now employed, seeking 
better opportunity. Ten years in radio. 
Can also handle interviews, special fea- 
tures, continuity. Transcription avail- 
able. Box A4I2, BROADCASTING. 
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Private Net Plan 
Arouses Dominion 

By JAMES MONTAGNES 

INTIMATION that on Sept. 25 the 
Canadian Broadcasting Corp. will 
inaugurate a subsidiary national 
and regional network for private 
broadcasters was contained in a 
circular letter sent to all stations 
in latter June over the signature 
of Dr. Augustin Frigon, assistant 
general manager of CBC. The let- 
ter was vaguely worded, but stated 
that Horace N. Stovin, CBC super- 
visor of station relations, would 
start in July a tour of all Canadian 
stations to explain the working of 
the subsidiary network scheme 
which was planned under control 
of the CBC. 

In a conference in Toronto be- 
between CBC executives and a Ca- 
nadian Association of Broadcasters 
executive, it was learned the letter 
was "unfortunately worded" and 
was premature. On the trip Mr. 
Stovin is to discuss in detail with 
each station the possibilities of a 
secondary network. 

The board of governors of the 
CBC meets in Ottawa July 6, and 
the Canadian Association of Broad- 
casters expressed readiness to ap- 
pear before it to discuss further 
problems affecting relations be- 
tween the CBC and private sta- 
tions, which were considered at the 
March 20 meeting of the board in 
Montreal [BROADCASTING, April 1]. 
Since that meeting there has been 
greater cooperation by the CBC 
with the pr iv ate broadcasters. 
There have not been as many rigid 
orders and instructions to stations 
as in the past, the CBC in a num- 
ber of cases having asked the CAB 
to inform member stations of cer- 
tain regulations, thus eliminating 
to some extent bitterness felt by 
private stations toward the CBC 
government control of their busi- 
ness. 

Address by Television 
BEN ABRAMS, president of Emer- 
son Radio and Phonograph Corp., 
and Elliott Roosevelt, commenta- 
tor on the company's thrice -week- 
ly news commentary program on 
MBS, addressed an Emerson con- 
vention at the Hotel New Yorker 
by television on June 20. T h e 
speakers were in NBC's television 
studio in Radio City; their audi- 
ence was looking and listening at 
video receivers in the hotel. Mr. 
Roosevelt, who is also president of 
the Texas State Network, on June 
27 addressed the luncheon meeting 
of the Sales Executives Club of 
New York, on "The Sales Executive 
Looks at Texas." 

SIBS on June 30 broadcast a special 
round -table program with Raymond 
Gram Swing, MBS commentator, and 
H. V. Kaltenborn, CBS commentator, 
discussing the problems facing Ameri- 
can youth with their sons, Peter 

Swing, aged 16, and Rolf Kaltenborn, 
aged 22. The broadcast was scheduled 
in connection with the American Youth 
Congress, to be held July 1 -5 in New 
York. 

ARTURO TOSCANINI, conducting 
a picked orchestra of 90 men from 
the finest Swiss orchestral groups, will 
be the outstanding figure in a series 
of exclusive NBC broadcasts short - 
waved from the International Music 
Festival, to be held Aug. 3 -29 in Lu- 
cerne, Switzerland. 

Late Personal and News Notes 
PETERSEN KURTZER has resigend 
from the radio department of H. W. 
Kastor & Sons Adv. Co., Chicago, and 
has announced no future plans. M. M. 
Penton has been transferred from the 
copy department to the radio depart- 
ment to take over Mr. Kurtzer's 
duties. Miss Dorothy Lee, secretary 
to Harry Cohen, Kastor account execu- 
tive, and Miss Lee Johnson, of the 
agency's media department, have re- 
signed. 
RICHARD M. HYDE has been ap- 
pointed production manager of Gerth- 
Knollin Adv. Agency, Los Angeles. He 
was formerly in charge of the creative 
department of Stationers' Corp., Los 
Angeles and was also engaged in free 
lance work in Southern California. 
James Richardson continues as pro- 
duction manager of the agency's San 
Francisco office. 

FRANKLIN DELANO, for the past 
year assistant manager of Young & 
Rubicam Inc., Hollywood office, has 
been transferred to San Francisco as 
aide to Bryan Houston, who is in 
charge of the agency's activities in 
that city. Delano is originally from 
the agency's New York office. 

JOSEPH STILL Jr., formerly of 
Botsford, Constantine & Gardner, San 
Francisco, has joined the Mayers Co., 
Los Angeles, as account executive. 
JAMES SAPHIER, Hollywood radio 
executive of Music Corp. of America, 
is in New York on a three months 
business trip, having left the west 
coast in late June. 
FORREST BARNES, Hollywood free 
lance writer, has been assigned to 
write the weekly Alec Templeton pro- 
gram which replaces Fibber McGee & 
Molly on NBC for the summer, effec- 
ive July 4, under continued sponsor- 
ship of S. C. Johnson & Sou (floor 
wax). Besicles Templeton, blind pian- 
ist, the program will feature Conrad 
Nagel as master -of- ceremonies; Edna 
O'Dell, vocalist, and Billy Mills' or- 
chestra. 
PAUL DUDLEY, formerly writer on 
the Hollywood staff of Lord & Thomas. 
is en route to New York with Paul 
Monroe on production of the CBS 
Grand Central Station program. 
JOHN SCHAMBERG of the WBS 
station relations department is mak- 
ing a four -week tour of West Virginia. 
Tennessee, North Carolina, and Penn- 
sylvania, visiting World affiliate sta- 
tions in those states. 

A. H. FLATEN, commercial man- 
ager of KDAL, Duluth, displays 
the "KDAL Trophy" for the an- 
nual Coast Guard surf boat races 
between crews from Duluth and 
Grand Marais, to Chief Boatswain's 
Mate Reuben J. LeClair, officer in 
charge of the Duluth station. But 
this is as close as LeClair got to 
the trophy because it was won, for 
possession in 1939 -40, by the Grand 
Marais crew. KDAL aired the race 
shortwave from a coast guard life 
boat circling the course. Dalton A. 
LeMasurier, KDAL manager, pre- 
sented the trophy to the coxswain 
of the winning crew. 

J. E. ROGERS has been named presi 
dent of Rogers Broadcasting Co., own- 
ers of CFRB, Toronto, and CKLW 
Windsor, Ont. to succeed his brotbe 
E. S. Rogers. founder of the station in 
1927, who died May 6. Mr. Rogers also 
succeeds his brother as president of the 
Rogers -Majestic Corp., parent company 
of all the Rogers interests in radio 
tube and set manufacturing. 
ELBERT WALKER, KHJ, Los An- 
geles, transcription engineer, has re- 
turned to his station duties after re- 
covering from an appendicitis opera- 
tion. 
ROBERT TALLMAN, formerly as- 
sistant editor of the weekly March of 
Time program, has been signed by 
Walter Wenger Productions, Holly- 
wood, to work with his former radio 
associate, John Lay, on the screen 
treatment of F. G. Presnell's novel, 
Send Another Coffin. 

GEORGE H. ENGELTER has been 
named program director of KCKN, 
Kansas City, Kan. 
WARREN BRAINARD, University 
of Nebraska graduate, recently joined 
KGFW, Kearney, Neb., as an an- 
nouncer. 
MARGARET GRAMAN, v o c a l i s t 
known as Betty Lane on WNAX, 
Yankton, S. D., recently was mar- 
ried to Paul Sapp, of Lexington, Ky. 
Charles Worcester, WNAX farm ser- 
vice director, also has announced his 
engagement to Estelle White, of Min- 
neapolis. 
CLIFFORD MASON, professor of 
American literature at Carroll Col- 
lege, Waukesha. Wis.. has joined the 
announcing staff of WTMJ, Milwau- 
kee, for the summer season. 
EINOR MORGENSON has been ad- 
ded to the staff of KROC, Rochester, 
Minn., as special events man. 
CHARLES DILLON, KFI, Los An- 
geles, commentator. and for more than 
50 years a journalist, has joined the 
faculty of the University of Southern 
California School of Journalism. 
RALPH BURGIN. announcer of 
WPTF, Raleigh, married Jeanne Col- 
lins on June 18. 
JOHN J. MURRAY. auditor. and 
Margaret Grady, of the general ser- 
vice department of WEEI, Boston, 
have announced their engagement. 
They will be married in early autumn. 
DON PRINDLE, Hollywood radio 
writer, has been assigned to the RKO 
staff to write special material for the 
film, "The Day the Bookies Wept," 
which features Joe Penner. 
DANE LUSSIER, Hollywood script 
writer of the CBS program, It Hap- 
pened in Hollywood, and Lois Camp- 
bell, former film actress, were married 
in that city on June 30. 
ABE SCHECHTER, NBC New York 
special events director. arrived in 
Hollywood on June 22 for discus- 
sions with John Swallow, western di- 
vision program director, on news 
broadcasts and special features. 
LEO E. COUTT, formerly advertis- 
ing director of E. B. Myers Co., Los 
Angeles manufacturer, has been ap- 
pointed production manager of L. Ray- 
mond Co., that city. 
LOIS DELANO, formerly handling 
advertising and publicity for Metro- 
politan Bldg. Co., Seattle. has joined 
the continuity staff of KIRO, Seattle. 
VIOLA CAWOOD FLOWERS, who 
resigned last January as director of 
the Musical Clock program on WAVE. 
Louisville, to become supervisor of 
public health education by radio for 
the Kentucky Dept. of Health. is pre- 
paring a series of family health prob- 
lem programs titled Malcolm Family 
for autumn release. She was author 
of Pioneers in Health, a Saturday af- 
ternoon series just completed on 
WHAS, Louisville. 

ARTHUR FORREST on June 26 
joined WBT, Charlotte, N. C., as sales 
promotion manager following several 
weeks training at CBS New York 
headquarters. Mrs. Edmund Cashman, 
formerly salesman of Columbia Artists, 
moves to the CBS program depart- 
ment as a director. Peter Theurer, for- 
merly account executive at William 
Esty & Co., New York, succeeds Mrs. 
Cashman. 
REED T. ROLLO and Howard W. 
Vesey, attorneys in the law offices of 
Louis G. Caldwell, effective July 1, 
become resident partners of the Wash- 
ington office of Kirkland, Fleming, 
Greene, Martin & Ellis, which Mr. 
Caldwell heads. 
NORMAN CORWIN, CBS New York 
writer and producer of the weekly 
Words Without Music program, has 
sold an original story, "They 
Through the Air," to Warner Bros. 
for production as a two -reel film under 
supervision of Gordon Hollingshead. 
JACK WILLIAMS, program direc- 
tor and Gordon Wiggins, account exec - 
utice of KOY, Phoenix on July 2 
will leave that city for Chicago, where 
they will spend several weeks at WLS 
observing methods in their respective 
departments. 
AL JOHNSON, business manager of 
KOY, Phoenix Ariz., has been elected 
a director of the 20-30 Club of that 
city. 
JUDITH WALLER, educational di- 
rector of NBC -Chicago, will be in 
charge of NBC displays and programs 
during the convention of the National 
Education Assn., meeting in San Fran- 
cisco, July 1 -6. 
HARRIET HESTER, educational di- 
rector of WLS, Chicago, has joined 
the faculty of Northwestern U. where 
she is teaching rural music education 
during the summer term. 
DR. RALPH L. POWER, Los An- 
geles, U. S. representative of Mac- 
quarie Broadcasting Network, Sydney, 
sails in early August from San Fran- 
cisco on a four months tour of Aus- 
tralia and New Zealand. 
JACK ZEIGIN, formerly of WIBM, 
Jackson, Mich., and WGAL, Lan- 
caster, Pa., and recently chief an- 
nouncer and assistant program direc- 
tor of WTOL, Toledo, has joined the 
announcing staff of WSMK, Dayton, 
O. 
THOMAS R. HOPKINS, formerly 
an instructor in advertising and mar- 
keting at the University of Illinois, 
recently joined the Omaha office of 
Beaumont & Hohman. 
MELVYN J. Johnson, chief engineer 
of KDON, Monterey, Cal., recently 
married Dorothy Miltz, of Oakland, 
Cal. 

AGRAP -CBS Closing 
NEGOTIATIONS between the 
American Guild of Radio Announc- 
ers & Producers and CBS for a new 
contract covering the employment 
of announcers at WABC, New 
York, on sustaining programs are 
in their final stage, according to a 
union spokesman, who said June 
26 they might be concluded before 
July 1. Work on commercial pro- 
grams is covered by the network's 
contract with the American Fed- 
eration of Radio Artists. This du- 
plicate union representation of the 
same announcers, which has cre- 
ated a number of contractual dif- 
ficulties, is generally expected to 
be resolved shortly by a merger 
of the two unions, althougl. no sue,' 
action has developed to .ate. 

CONQUEST ALLIA',_..; Co., New 
York, announces it 1 a been named 
exclusive representative of KFQD, 
Anchorage, Alaska ; CHMJ, Cienfue- 
gos. Cuba ; XEFC, Merida, Mexico 
T V 1 R K L, Maracaibo, Venezuela 
HHK, Port -au- Prince, Haiti 
HJ8FAH, Armedia, Colombia 
H J 1 A B K, Baranquilla, Colombia 
HJ5EBD. Cali Colombia ; CA131 
Antofogasta, Chile ; CA90, Tocopilla 
Chile. 
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Early Decision Expected 
In Whiteman Record Suit 
JUSTICE Vincent Leibell of the 
U. S. District Court in New York 
heard oral argument in the Paul 
Whiteman -RCA case June 26 and 
a decision is expected sometime in 
July. Suit, which is a test case on 
the right of a radio station to 
broadcast phonograph records, was 
originally filed by Whiteman 
against WNEW, New York, with 
RCA being allowed to intervene. 

When the station defaulted, suit 
became a contest between the Na- 
tional Society of Performing Art- 
ists, representing Whiteman, and 
RCA to determine whether a sta- 
tion, in broadcasting a record made 
for home use, is infringing on the 
rights of the artists or the record 
manufacturer, if either. Suit was 
heard early last winter [BROAII- 
CASTING, Dec. 15, Jan. 1] ; briefs 
were filed by counsel for RCA, 
NAPA and for NAB, "as a friend 
of the court" to protect the inter- 
ests of the broadcasting industry. 

Covering All -Star Game 
CBS, NBC and MBS on July 11 
will all broadcast complete play - 
by -play descriptions of the AlI- 
Star baseball game between leading 
players of the National and Ameri- 
can Leagues at the Yankee Sta- 
dium, New York. Covering for NBC 
will be Tom Manning and Paul 
Douglas, staff baseball announcers, 
and Warren Brown, sports editor 
of the Chicago Herald & Examiner. 
Arch McDonald, baseball announc- 
er of WABC, New York, and 
France Laux, of KMOR, St. Louis, 
will describe the game for CBS, 
with preliminary descriptions by 
Mel Allen, CBS sports announcer. 
Mutual's announcers will be Red 
Barber and Al Helfer, who handle 
the WOR daily baseball broad- 
casts, and Bob Elson, sports an- 
nouncer of WGN, Chicago. 

Book -Reading Scripts 
SELECTED scripts used by the 
Rochester, N. Y., Public Library 
as part of the Rochester School of 
the Air, weekly juvenile literary 
program produced by the local 
board of education during the last 
five years, have been compiled in 
a single volume, Radio Roads to 
Reading, by Julia Sauer, head of 
the Library's department of work 
with children. [H. W. Wilson Co., 
New York, $2.25]. The scripts, se- 
lected for use as models in other 
localities, are designed to make 
children read more books by in- 
troducing them to the stories 
through dramatizations and arous- 
ing their interest enough to lead 
them to read for themselves. 

New FTC Orders 
THE Federal Trade Commission 
has ordered Standard Brands, New 
York, and its subsidiary, Standard 
Prands of Cal., San Francisco, to 
cease alleged price discriminations 
in violate of the Robinson -Pat- 
man Act. I ,ynos Co., New Haven, 
has been directed to cease certain 
claims for the antiseptic a n d 
cleansing prop.+rties of its tooth- 
paste. Thomas Casey, trading as 
National Institute of Technology, 
Minneapolis, has agreed to cease 
certain claims in the sale of cor- 
respondence courses. Griffin Mfg. 
Co., Brooklyn, has agreed to revise 
claims for its shoe polishes. 

New Stations Authorized Since Jan. 1, 1939 

ALABAMA 

WMOB. Mobile -CP issued to S. B. Quig- 
ley, automobile dealer. Granted Jan. 9 ; 

100 watts daytime on 1200 kc. 

FLORIDA 

WTMC. Ocala -Licensed to John T. Al- 
sop. Jr., former mayor of Jacksonville, 
motion pictures and real estate. Granted 
March 13 ; 100 watts on 1500 kc. 

WTSP, St. Petersburg -CP issued to Pinel- 
las Broadcasting Co.; Sam H. Mann 
Jr., attorney. president, 48 shares Mc- 
Kinney Barton. attorney. vice -president. 
1 share ; James R. Bussey, attorney, sec- 
retary- treasurer, 1 share. 

KENTUCKY 

WINN, Louisville -CP issued to Kentucky 
Broadcasting Corp.; D. E. Kendrick. 
president, 52 %; Arthur C. Van Winkle, 
attorney, vice -president, 24%; Oldham 
Clarke. attorney. vice -president, 14%; 
M. K. McCarten. secretary- treasurer. 
10 %. Granted Feb. 6: 100 watts night 
and 250 day on 1210 kc. 

MISSISSIPPI 

WSKB. McComb -CP issued to McComb 
Broadcasting Corp. ; Robert Louis Sand- 
ers, president, former broadcast station 
operator, 40 % George Blumenstock, Bi- 
loxi, Miss., 40 %; Kramer Service Inc. 
(Mayor Xavier A. Kramer of McComb. 
president), 1.5 %. Granted April 11 ; 100 
watts daytime on 1200 kc. 

MISSOURI 
KDRO, Sedalia -CP issued to Albert S. 

Drohlich, store manager. and Robert 
Drohlich. buyer. Granted April 3; 100 
watts night and 250 day on 1500 kc. 

NEW JERSEY 

WBAB, Atlantic City -CP issued to Press - 
Union Publishing Co.. publisher of At- 
lantic City Press and Union. Granted 
March 6; 100 watts night and 250 day 
on 1200 kc. 

NEW YORK 

tNEW, Kingston -CP issued to Kingston 
Broadcasting Corp. ; John R. McKen- 
na, Long Island City. N. Y.. radio en- 
gineer, president. 42.6% stockholder ; Louis 
J. Furman, Oceanside. N. Y., owner of 
newspaper and periodical agency, vice - 
president, 42.6 %; Maurice S. Novik, 
New York City, secretary- treasurer, 
15 %. Granted June 20 ; 100 watts day- 
time on 1500 kc. 

NORTH CAROLINA 

tNEW, Elizabeth City -CP issued to Al- 
bemarle Broadcasting Co., a partner- 
ship consisting of Aubrey G. McCabe, 
mortgage loanbroker, and Trim W. 
Aydlett, manufacturer and farmer, both 
of Elisabeth City. Granted June 20; 
100 watts night and 250 day on 1370 kc. 

*Station now on the air. 
¡Call letters not yet assigned. 

WGBR, Goldsboro-CP issued to Eastern 
Carolina Broadcasting Co.; A. T. Haw- 
kins, president of Goldsboro Chamber 
of Commerce, president, 27 shares ; Tal- 
bot Patrick, publisher of Goldsboro 
News -Argus and Concord Tribune, vice - 
president, 30 shares ; V. G. Herring, 
secretary-treasurer of Goldsboro Bldg. 
& Loan Assn., secretary-treasurer ; P. M. 
Patrick, secretary of Goldsboro News - 
Argus, 27 shares ; Kenneth C. Royals, 
lawyer, 60 shares; Jonas Weiland, owner 
of WFTC. Kinston. N. C., 30 shares: 
Leslie Weil and Lionel Weil. merchants. 
10 shares ; W. L. Rawlings, bottler. 5 
shares ; A. G. Woodard, physician, 6 
shares ; J. L. Powell. merchant, 1 share. 
Granted Jan. 24 : 100 watts on 1370 kc. 

WISE. Asheville-CP issued to Asheville 
Daily News; Harold H. Thorns, pub- 
lisher. Granted March 27 ; 100 watts on 
1370 kc. 

TEXAS 
KXOX, Sweetwater -CP issued to Sweet- 

water Radio Inc.; George Bennett, co- 
publisher of Sweetwater Reporter, presi- 
dent. 37% shares ; H. M. Rogers, theater 
owner. vice -president, 16 shares; Russell 
Bennett. co- publisher of Sweetwater Re- 
porter, secretary- treasurer, 37% shares; 
James H. Beall. attorney. director, 15 
shares ; R. M. Simmons. cottonseed oil 
dealer, director. 10 shares ; J. H. Doscher, 
cotton exporter. director, 10 shares. 
Granted May 24 ; 260 watts daytime on 
1210 kc. 

UTAH 
KOVO. Provo -CP issued to Clifton A. 

Tolboe, building contractor. Granted 
April 10 ; 100 watts night and 250 day 
on 1210 kc. 

VIRGINIA 
WFVA, Fredericksburg - CP issued to 

Fredericksburg Broadcasting C o r p. ; 

Richard Field Lewis Jr.. 60% stock- 
holder. vice -president and manager ; Ben- 
jamin T. Pitts, owner of chain of Vir- 
ginia theaters, 5 %, president ; George C. 
Clanton, secretary of Fredericksburg 
Chamber of Commerce. 5 %; John F. 
Gouldman Jr., banker, 5 %; W. Mar- 
shall King. mayor and attorney, 5%; 
J. G. Harrison, railroad passenger 
agent. 5 %; G. H. Harding, hotel owner. 
6 %; J. V. O'Toole, oil distributor. 5 %; 
J. J. Garner, wholesale grocer. 5%. 
Granted April 8; 250 watts daytime on 
1260 kc. 

WISCONSIN 
WMAM. Marinette -CP issued to M. & M. 

Broadcasting Co.: W. E. Walker, man- 
ager of WIBW. Madison. Wis., president. 
76 shares ; Merrill F. Chapin. chief en- 
gineer of WIBA, and part owner of 
WSAU. Wausau. Wis.. secretary -trea- 
surer, 85 shares ; Wayne W. Cribb. man- 
ager of WSAU, 10 shares; Donald R. 
Burt, part owner of WSAU. 10 shares; 
Frank J. Lauerman Jr.. vice -president. 
6 shares ; Frank J. Lauerman Sr., 
Charles J. Lauerman and A. J. DeLeers. 
all Marinette department store execu- 
tives. 5 shares each. Granted June 15; 
250 watts daytime on 570 kc. 

General Mills Contracts 
For Baseball on WCAU 
GENERAL MILLS, Minneapolis, 
has signed a contract with WCAU, 
Philadelphia, covering baseball 
broadcasts for the next two years. 
The company currently sponsors 
daily broadcasts of home games of 
Phillies and Athletics in conjunc- 
tion with Atlantic Refining Co., 
Philadelphia, on WCAU, with the 
play -by -play descriptions delivered 
by Bill Dyer, who has also been 
signed by General Mills for the 
1940 and 1941 seasons. Persistent 
rumors that General Mills has pur- 
chased exclusive broadcasting 
rights to the Phillies games from 
this club for a five -year term are 
as persistently denied by Knox 
Reeves, agency in charge. 

WOL, Washington, has been add- 
ed to the list of stations to broad - 
fast professional football games 
for General Mills this fall. The 
sponsor has purchased the full 
schedule of the National Football 
League, to promote Wheaties. Sta- 
tions already signed includes 
WIND -FJJD, Chicago, WJR, De- 
troit, and WGAR, Cleveland. 

Serutan Adds, Tests 
HEALTHAIDS Inc., Jersey City, 
on Sept. 11 will enlarge its cam- 
paign for Serutan by adding 15 
new major markets to the list of 
six stations now carrying the thrice 
weekly half -hour programs, fea- 
turing Victor H. Lindlahr, editor 
of the Journal of Living. Addi- 
tional stations have not yet been 
selected. The company has also 
been testing a musical program 
titled Memories on WAAT, Jersey 
City, for the last few months. On 
June 26 it started the quarter - 
hour program Memories on five - 
weekly morning periods, featur- 
ing Norman Brokenshire, on WOR, 
Newark. Austin & Spector, New 
York, is the agency. 

PETER PAUL. Naugatuck, Colin. 
(Ten Crown gum), on Aug. 23 will 
start a news commentator, as yet un- 
selected, for 52 weeks on WEAF, New 
York, six days a week from 7 :30-7:45 
n. in. The company is also sponsoring 
daily 50 -word spot announcements, 
7 :45-7 :55 a. m., on WJZ. Platt - 
Forbes, New York, is the agency. 

Summer Bookings 
For NBC Soaring 
Four New Accounts Are Added 
As Records Are Smashed 
ADDED evidence that radio's an- 
nual "summer slump" is on its way 
to join the dinosaur and the feudal 
system as items of purely histori- 
cal interest comes from NBC, 
which reports that during the first 
two weeks of June contracts were 
signed for business totaling $4,722,- 
848, breaking all records for the 
summer period. Of this total 
$3,029,104 represents new business 
and $1,693,744 renewals of exist- 
ing contracts. 

New business signed during this 
period includes: Palmer Bros., 
New London, Conn. (cosmetics), 
quarter -hour commentary period 
weekly on NBC -Blue, $33,384; R. 
J. Reynolds Tobacco Co., Winston - 
Salem (Camel cigarettes), which 
shifted Camel Caravan with Ben- 
ny Goodman from CBS to NBC - 
Red for a Saturday evening half - 
hour, $533,520; and two other ac- 
counts, whose identities the net- 
work has not divulged, $273,000 
and $495,456 respectively. 

Many Renewals 
Renewals include: American To- 

bacco Co., New York (Lucky Strike 
cigarettes) for another 13 weeks 
of Kay Kyser's Musical Klass, a 
Wednesday evening hour on the 
Red, $268,580; Standard Brands, 
New York (Fleischmann's 'Yeast), 
returning Getting the Most Out of 
Life to the Blue in October, five 
quarter -hours week 1 y, $98,280; 
Bristol -Myers Co., New York (pro- 
prietaries), taking the Red net- 
work 9 -to -10 Wednesday evening 
spot for another year for Fred 
Allen and summer replacements, 
$812,240, and Mars Inc., Chicago 
(Milky Way candy bars), con- 
tinuing Dr. I. Q. as a weekly half - 
hour on the Red, $514,644. 

Commenting on this unseasonal 
activity, Roy C. Witmer, NBC 
vice -president in charge of sales, 
stated that "this business, a record - 
breaking total for any summer 
period, indicates that summer, far 
from being a slack time in broad- 
cast advertising, is fast catching 
up to the fall and winter standard. 
Every year NBC advertisers are 
spending more in summer, and 
more all year, principally, I be- 
lieve, because they have found they 
can reach big audiences all year 
round. 

"Several years ago we learned 
that more than 97% of all adult 
listeners are available to radio in 
any week during the summer. More 
recent surveys show that daytime 
`availability to radio' is now as 
great in summer as in winter. The 
increase in portable set ownership 
is another stimulus to summer lis- 
tening and the sum total is a 
steady leveling out of our business 
curve throughout the year." 

KENNEDY MFG. Co., Montreal 
(Sapho insectide) has started a new 

six times weekly transcribed dram. .tic 
spot campaign on CKCL, Toronto, with 
intentions of expanding to other Ca- 
nadian stations. Dominion Broadcast- 
ing Co., Toronto, made the transcrip- 
tions and placed the account. 

WHBF, Rock Island, Ill., is conduct- 
ing an announcers' contest with pro- 
fessors from a local college sitting as 
a board of judges. In a weekly half - 
hour program, each contestant is given 
3% minutes to read commercials and 
tongue- twisters. 
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URING the past few weeks several radio stations seem to have taken some 

exception to recent WLW advertisements. It has not been the intention nor the purpose of 

the recent WLW series to discredit the effectiveness of any radio station nor has it been our 

purpose to point out the ineffectiveness of other stations. 

We had gone on record through advertisements and releases to the trade papers to the 

effect that we were making a survey in 13 cities long before we had any idea as to the out- 

come of the study in any city. The statements made in all of the advertisements concerning 

our 140,001) call survey have been based upon the facts as supplied to us by accredited or- 

ganizations. Because of the copy limitations of even large space advertisements, it was, of 

course, impossible to deal with specific facts for specific cities. This, of course, was done 

in the complete analyses, and the breakdown deals with every fact discovered ... whether 

WLW was the first station or not. In short, nothing was held back. If you have not received 

one of the complete Analyses it may be secured by writing to WLW or Transamerican, or 

if you prefer, original records may be examined at Ross Federal Research Corporation and 

the Alberta Burke Research Company. 

We have not attempted at any time to answer in our copy any of the criticisms of our survey 

which competing stations have made in their advertisements ... they have a perfect right, 

as we have a perfect right ... to state the facts 

however, that because of the tremen- 

dous dominance of WLW over such a 

widespread area, as supported by the 

recent survey, we must of course, ex- 

pect a certain amount of criticism from 

some of our collective competition. 

w LW 
THE NATION'S STATION 

See the Crosley Building at the New York World's Fair 

concerning what they have to sell. We realize, 

REWARD! 
We will gladly pay 525.00 for fhe best letter in either 100 words 
or 1000 words to anyone who can explain to us the sense of the 

advertisement of KGIR, Butte, Montana, on page 6 of the June 

15th issue of Broadcasting Magazine. 

As far as we know we have never offered really strong competi- 
tion fo KGIR in Butte nor, as KGIR's management has done, have 

we found it necessary to throw in additional stations free in 

order to sell our own. Won't someone help us understand this 
thing . . . 

WHAT 15 IT? 
..- 
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RCA 1-E Transmitter. Consists of 2 units which 

match in appearance and dimensions and are 

integrallydesigned for use together. One is the 

RCA Type 250 -D ExciterUnit -the other an RCA 

1 kw. amplifier- modulator unit of new design. 

RCA Announces a\ 
De Luxe Transmitter 
for Regional Stations 

A HIGHLY EFFICIENT 

1,000 WATT 

EQUIPMENT/ 
The RCA 1 -E transmitter is designed for stations oper- 
ating with licensed powers of 1,000 watts, 500 watts, 
500/1,000 watts or 250/1,000 watts. Employing the very 
latest type high efficiency tubes and featuring straight- 
forward circuits, it is the most efficient 1,000 watt trans- 
mitter developed to date. It offers the simplest and most 
nearly foolproof tuning and operating procedure. Uses 
high level modulation. 

The 1 -E has many special features -features you will 
find only in this de luxe equipment. Some of these in- 
clude a total of 26 meters for the facilitation of tuning 
and operation, an auto -transformer for compensating 
line voltage fluctuations, a variable output coupling sys- 
tem for the maintenance of power output at specified 
value, a dummy antenna for testing operations. The 1 -E 
has an exceptionally complete control system- provid- 
ing protection not only for personnel and equipment, 
but also facilitating automatic or manual starting, in- 
stantaneous power change -over, etc. This outstanding 
new transmitter has many other features, too -is equip- 
ment you will recognize as definitely superior. 

SPECIFICATIONS 

Rated operating power -1,000 watts 

Radio frequency range -550 -1,600 kcs. 

Radio frequency stability -±10 cycles 

Modulation capability- 1009'c 

Audio frequency response (+1.5 db.) 30- 
10,000 cycles 

Audio distortion (50 to 7,500 cycles) 3% 
RMS. max. 

Background noise and hum level -minus 
60 db. 

Power supply -230 volts, 50/60 cycles, 
single phase 

Pow sr consumption (nomodulation)4.8 kw. 

Dimensions (over all) 76 -1/4 inches by 
25 -1/4 inches by 84 -1/8 inches 

Weight (approx.) 3,000 lbs. 

RCA MANUFACTURING CO., INC., CAMDEN, N. J. A Service of the Radio Corporation of America 

New York: 1270 Sixth Are. Chkego, S89 E. BIlu4 St. Atlanta. 550 Clthxne a Southern Buk Bldg. Dam. Snu Fe Bldg. Su Francisco: 170 Ninth St. Hollywood, 1016 N. Sycamore Are. 
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