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Now, thanks to H. B. Summers of Kansas State
College and F. L. Whan of the University of
Wichita, this question has been authoritatively
ANSWERED in the 1941 Iowa Radio Audience

Survey (at least so far as Iowa is concerned).

In Iowa, 61.3% of the radio audience’s actual listen-
ing time is spent with the one station named as i

“fistened-to-most’’—

I SRR I

—32.0% of the actual time is spent with from one

to ten stationis named as “heard regularly”—

~—6.7% of the actual time is spent with other sta-

R A

tions not named.

& This, we believe, is the most stattling disclosure in

§ RN 2 recent years of radio research. It’s only one of the

K \ points in the new Survey. Write for your copy

g : “HERE'S A Nzw today. Incidentally, you’ll also get PROOF that the :
i A listeners who named WHO as the station fo which o
MEAS URE OF they “listened to most” spend a higher proportion ‘

of their time tuned to WHO than do listeners to

I ISTEN 'N G H A B ' Ts .' ” other stations named as *‘listened to most”. .

T

{ﬁ Qne of the things that has always puzzled care-
ful time buyers-is the-difficulty of determining how

much ‘actual time the radio audience spends with
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“GITTIN" UP” IS
PLEASURE

IN THE-CENTRAL

«

TJokN- 22 a2

ATLANTIC STATES

—because WBAL’s early morning programs are specially

designed to help listeners *start the day right.”

The programs are the result of exhaustive surveys which

“HAPPY JOHNNY" inquired into audience availability—then type of program,

So famous is he as “Happy Johnny"
that few people know him by his real
‘name—John A. Zufall. o 3

In addition to “Gittin' Up Time", he to hear in the early morning.
appears with his “Gang” on WBAL
each noon and most every evening

makes pérsonal appearances. Conducting the program are two of the brightest stars,

kind of services and the personality listeners would prefer

’

(and hest radio salesmen) along the Atlantic Seaboard.

“GITTIN’ UP TIME”

With “Happy Johnny” and his “gal” Vonny, music and services of particular interest
to residents of the rural area. Each Monday through Saturday at 6:00 to 6:45 a.m. Announce-
ments and 15 minute periods available,

“BREAKFAST TIME”

With Bill Herson. News, popular records, day and date, time, temperature, weather, etc.
Monday through Saturday 6:45 to 9:00 a.m. Fifteen minute period available for sponsorship
at 6:45 to 7:00 a.m. Announcements only available between 7:00 and 9:00 a.m.

BILL HERSON

Here's a fellow who thoroughly en- L .
joys being “Professorus Turntabolus’. : 50000 wWAITS

The Herson humor is' famous in the A ¥ BALTINMORE
area—it's just right for “'Breakfast
Time”.




We’re Round-
ing Out . . .

. and that doesn’t refer to our
avoirdupois, either! What we
mean to say, in a round-about
way, is that we're constantly
rounding out our line-up of
talent with top-notch musical

s,
v v w

nstance, take Red Nichols
.id his Band. This well-known
and always popular dance band
is now on the Standard Radie
roster, and mid-July will see
some of his best work going
out to Standard Radio Program
Library subscribers.

A A a

Of course, we will admit put-
ting on a lot more weight
around our list of subscribers.
For evidence, cast a glance
toward our ‘“‘Welcome™ roll
call at the bottom of this
colurmn. We could have listed
more new subscribers, but our
faithful scroll just couldn’t hold
any more. Look for another im-
pressive list in our next ad-
vertisement.
v v v
All of which goes to prove
some old copybook maxims.
We're here to testify that put-
ting everything you have on
the ball—or disc—brings suc-
cess. And what we put on our
discs has brought success not
only to us, but to our hundreds
of station-subscribers.
- A A

If you want a cut of this Pros-
perity Pie, just write us today
for the full story of Standard
Tailored Transcription Serv-
ice, Standard Spot-Ads and
Standard Super Sound Effects!

~

f WELCOME TO: |

WCKY—Cincinnati, O.
WISH—Indianapolis, Ind.
KWFT~—-Wichita Falls, Tex. |
KSWO—Lawton, Okla,
VONF—St. Johns, N. F.
KVOO—Tulsa, Okla.
WERC—Erie, Pa. !
WLAP—Lexington, Ky.

R —

Largest List of
Active Subscribers
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PROOF OF LEADERSHIP ... IN OUR DAILY MAIL

ERSATILITY comes mighty close to being the most important aspect of any Library Service.
It must be "all things to all men" .. it must have within itself resources upon which the pro-
gram director can draw to meet the varied tastes of his audience. It is no small tribute to the
Standard Program Library Service to say, ““Standard fits our needs exactly’ .. This phrase, often
contained in letters from station-subscribers, is proof of Standard’s ability to win and hold listener-
. one reason why the largest list of active subscribers answers ''Yes'' when asked:

“Are Your Transcriptions Up to Standard?”

Slandwed Radio
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NEW ORLEANS FOUND: $108,500,000.00.* Part of
i this money is yours! Write KOIL
50’000 WATTS for details on getting your share.
The greatest sclling POWER in the South’s greatest city

CBS Affiliate Nat’l. Representative — The Katz Agency, Ine.

(#Retail sa'ﬂes last year in the city of Omaha.) OMAHA, NEBR.
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CONGRATULATIONS, KIRO,
on your new 50,000 watt station!

Tower Sales & Erecting Co. invites your
inquiries for quotations on completely
installed vertical radiators and com-
plete towers for FM and Television.

Installed by

TOWER SALES and ERECTING COMPANY

Railway Exchange Bldg., Portland, Ore.
for

 LEHIGH STRUCTURAL STEFL COMPANY




KIRO, SEATTLE,

Goes 50,000 warrs:!

® On June 29, Station KIRO at Seattle, Washing-
ton, went from 1000 to 50,000 watts. Operating
at 710 KC and with directional antenna directed
toward major population centers, KIRO now offers
you complete coverage of Western Washington—
plus bonus coverage all the way to Alaska.

As a matter of fact, KIRO’s new equipment actually
sends 112,000 watts—and over salt water to most
of the area you want!

What’s more—KIRO is now the only station that
provides Seattle, Tacoma, and Western Washington
with C.B.S. programs. Add C.B.S. features to such
popular local programs as KIRO Louie’s Time
Klock Klub, the famed KIRO newscasts and the
unusual KIRO late evening “News Round-Up’’, and
you KNOW you’re getting the biggest audience
as well as the biggest coverage in the Puget Sound

area.

If you are selling goods in the Pacific Northwest,
you ought to see the new KIRO coverage maps . . .
get all the facts. Ask your Agency to ask the Colonel!

KIRO

Seattle, Washington
50,000 Watts « CBS

EE & PETERS.nc.

Proneer Radio Station
Representatz’ves

Since May, 1932

CHICAGO: 180 N. Michigan NEW YORNK:. 247 Park Ave. DETROVT: New Center Bidg. -SAN FRANCISCO: j11 Suster

< Franklin 6373

Piaza 5-4131 Trinity 2-8444 Sutter, 4353

EXCLUSIVE REPRESENTATIVES:

WGR-WKBW ... BUFFALO
WCKY e CINCINNATI
WDAY ......FARGO
WISH . NDIANAPOLIS
KMBC . KANSAS CITY
WAVE wee.LOUISVILLE
WICN APOLISST. PAUL
WMBD PEORIA
KSD ...
WFBL ..
WHO ...
woC
KMA ...
SOUTHEAST . ..
wCsc CHARLESTON
g .COLUMBIA
WPTF 3 _RALEIGH
WDBJ ... erernen. ROANOKE
SOUTHWEST . ..
KGKO _FT. WORTH.DALLAS
KOMA OKLAHOMA CITY

KTUL ... TULSA

.. .PACIFIC COAST. ..
LOS ANGELES
<. PORTLAND

LOS ANGELES:650 5. Grand ATLANTA: 323 Palmer Blds.
Vandike 0569 Main 5667



OU

Broadcast Advertising

ROADCASTING

Vol. 21, No. 1

WASHINGTON, D. C, JULY 7, 1941

$5.00 A YEAR—15¢c A COPY

M-Day Plans Place Radio in Vital Role

Neither Federal Operation Nor Direct
Censorship Under Present Program

M-DAY for American radio will strike the moment the United
States becomes a belligerent in World War II, under plans
already devised by the military establishment.

If and when this country should become embroiled in the
world conflict—and some competent observers believe it in-
evitable—radio in general and broadcasting in particular auto-
matically will become the fourth arm of defense, just as in
Britain. There will be no such thing as a non-network broad-
cast station in time of actual involvement for military pur-
poses. By the same token, there will be no direct censorship

and no semblance of Government
operation or even domination of
domestic broadcasting except in
isolated instances—such as, per-
chance, the development of a war
theatre on this side of the Atlantic.

Carefully Planned

All this can be stated with rea-
sonable assurance after many
months of planning by Army and
Navy officials along with the De-
fense Communications Board, cre-
ated last fall, which has been fune-
tioning actively on communications
war planning since the first of the
year.

Elaborate plans have been
drawn, all against the day of ac-
tual involvement but all designed
to result in a minimum of interfer-
ence with normal operations of the
American commercial system.

Last week the War Department
announced that its Signal Corps
can supply Army units with infor-
mation concerning communications
networks in any area. This covers
telephone and telegraph as well as
broadecasting availabilities. In the
case of radio, it means that every
outlet, in time of stress, can be
hooked together for peak coverage,
nationally or regionally.

To Name Coordinator

A number of plans are under
consideration for mobilization of
broadecasting to perform maximum
wartime service. These, for the
most part, dispel widely prevalent
reports that broadcasting will be
mustered into service, with Army
officers in command of each sepa-
rate operation. While such plans
may have been in the discussion
stage earlier in the emergency,
they now appear to have been
eliminated entirely.

In the preliminary stage of dis-

cussion is a plan for the creation
of the post of coordinator of com-
munications—probably within the
Army—in which broadcasting also
would be encompassed. A high-
ranking officer, or even a civilian,
might be named to head this unit,
which would coordinate all outside
contacts with private communica-
tions operations in time of war.
This plan, aeccording to best in-
formation, is still in the discussion

stage and has not been approved
by the Secretary of War or the
Administration.

One plan currently under discus-
sion, it is understood, contemplates
a possible tieup of radio with the
Office of Civilian Defense, headed
by Mayor Fiorello LaGuardia, of
New York. This, however, presum-
ably would be only a technical
affiliation, since domestic broad-
casting, along with all other domes-
tic communication, is under juris-
diction of the Army in time of war.
Should such an affiliation be made,
it probably would involve enroll-
ment of key station officials—and
possibly their entire personnel—in
a separate branch of the Office of
Civilian Defense, but with general
operations maintained as usual.

Another development, and one
that is regarded as virtually auto-
matie, would be for every broad-
cast station employe—from presi-
dent to porter—to pledge allegi-
ance, in appropriate ceremonies, to
the nation as the first phase of
operation under the war emer-
gency.

WLW Seeks to Use 650 kw.;
KSL and WSM Ask 500 kw.

Applications

May Reopen Entire Question of

Superpower and Change in Rules Is Sought

RECONSIDERATION of the
whole question of superpower by
the FCC is foreshadowed with the
filing of revised applications by
KSL, Salt Lake City, and WSM,
Nashville, for authorization to
operate with 500,000 watts, and by
WLW, Cincinnati, for 650,000
watts. All now operate with 50,000
watts. .

A search of FCC applications
discloses that KSL last Aug. 20
filed a petition seeking FCC action
on its original application pending
since 1936, seeking the 500,000-
watt output.

This was followed June 3 with
an application by WSM, filed on
the new application form, bringing
its application, pending since 1936,
up-to-date with current informa-
tion. A petition also was filed ask-
ing the FCC to amend its regula-
tions to specify power of “not less
than” 50,000 watts for stations on

BROADCASTING ¢ Broadcast Advertising

Class I-A channels as against the
present maximum of 50,000 watts.

WLW, only station ever author-
ized to use 500,000 watts during
regular program hours, on June 21
then filed for authority to use
650,000 watts, which it claims is
the output of its transmitter, now
used between midnight and 6 a.m.
with 500,000 watts. This application
likewise was filed on the new form,
but was supplemented with techni-
cal data indicating the character
of rural coverage that could be pro-
vided with this output.

On May 19, according to the FCC
records, WLW filed an application
for experimental authorization to
transmit with power up to 750,000
watts with its present equipment,
now used experimentally during
early morning hours with the call
letters W8XO. The application set
forth that the station desired to

(Continued on page 50)

Technical plans to insure maxi-
mum use of the nation’s 900 oper-
ating or authorized broadcast sta-
tions already have been blueprinted
for the Defense Communications
Board, the status of which is pure-
ly that of a planning agency
rather than an operating organiza-
tion. Working with the Army Sig-
nal Corps, headed by Maj. Gen.
Joseph O. Mauborgne, himself a
member of the board, the DCB has
perfected blueprints designed to
give the military establishment ac-
cess to the civilian population both
nationally and regionally.

Official Communiques

Under war conditions, it is con-
ceivable that Government com-
muniques will be issued by radio
at specified periods daily. These, it
is presumed, would originate from
a central office in Washington rep-
resenting the high command.

Such official pronouncements
would be released through every
station outlet, tied together for
this purpose, probably on a twice-
a-day schedule. Non-network sta-
tions would be tied into the three
national network chains by land-
line, by shortwave radio relay, or
direct pickup, depending upon the
best technical means available.

Prevalent talk of censorship has
been vehemently denied in responsi-
ble Government quarters. Most of
the difficulty, it is thought, grows
out of widespread misunderstand-
ing of the term. In responsible
quarters it is generally recognized
there will be a military censorship,
particularly insofar as external
communications are concerned. But
this would deal with the suppres-
sion of vital military information
such as movements of ships and
troops, and military production in-
formation. It simply would not be
released.

In the external field, which falls
within the purview of the Navy,
international broadcasting would
be affected. As a matter of fact,
there already is a sort of volun-
tary agreement entered into by
international broadcast stations
and the State and Navy Depart-
ments.

In the best interests of the na-
tion, an understanding has been
reached that certain kinds of news
should not be broadeast over sta-
tions serving audiences in Latin
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America and Europe. And under
war conditions, there probably
would be even a more direct edi-
torial serutiny of international
news broadcasts over shortwave
stations.

Lessons from Abroad

Radio’s importance, both domes-
tically and internationally, in war
operations already has been
strongly demonstrated in the Eu-
ropean conflict. The lessons learned
abroad are being adapted for use
in this country. While various Gov-
ernmental bureaus are collaborat-
ing in this planning, all of it finally
reaches the DCB as the policy-
making body.

Members of this board, in addi-
tion to Gen. Mauborgne, are Chair-
man James Lawrence Fly, of the
FCC, serving as its head; Rear
Admiral Leigh Noyes, director of
naval communications; Assistant
Secretary of the Treasury Herbert
Gaston, and Assistant Secretary of
State Breckenridge Long.

Committees of DCB related to
broadcasting have held regular
meetings since their appointment
early this year. The Domestic
Broadcast Committee, headed by
NAB President Neville Miller, has
had a number of technical subcom-
mittees at work drafting plans for
the main board. The International
Broadcast Committee, headed by
Walter C. Evans, vice-president of
Westinghouse Radio Stations Ine.,
already has completed several basic
tasks, including that resulting in
the appointment of Stanley P.
Richardson, former foreign news-
paper correspondent and State
Department aide, as coordinator of
shortwave broadcasts.

Recently completed by the
Domestic Broadcast Committee
was a technical handbook on
broadcast station operation. Some-
what similar to an instruction
booklet on an automobile, this
guide covers common technical
operating practices of broadecast
station plants and facilities.

Seek Specific Data

In addition to this handbook, the
committee, with the approval of
DCB, shortly is expected to dis-
patch a detailed questionnaire to
each station for specific data on
technical facilities. In that manner,
it is presumed, a complete inven-
tory of the broadcast structure
would be available, showing the
locations of awxiliary transmitters,
availability of spare parts and the
like—all designed to enable the
directing authorities here to make
available an index for the indus-
try as a whole. Thereby, it is as.
sumed, there would be a basis for
insuring complete mobility in
equipment supply as a means of
maintaining service under all fore-
seeable conditions.

The handbook prepared by the
Domestic Broadcast Committee
covers propagation, telephone lines
available and plant facilities. This
ties into the Signal Corps’ an-
nouncement that it was now pre-
pared to supply Army units with
information concerning communi-
cations networks in any area.

Page 8 ¢ July 7, 1941

GLASS EVERYWHERE as these Standard Oil Co. of New Jersey offi-
cials pose in front of Treasury House, on Pennsylvania Avenue, Wash-
ington. The glass takes the form of bricks and plate used in constructing
a building to beost defense bonds. Around the plot are military displays,
including a metal barracks designed for the tropics. In line (1 to r, men
only), with a group of college girls serving as Esso hostesses, are W. H.

Evans, division manager; J, A

Miller, advertising manager; Russel

Keppel, regional manager; J. E, Skehan, vice-president and director;
E. K. Atkinson, promotion manager. A studio newsroom in the little
building is used for the twice-daily Esso News broadcast on WRC.

While no formal announcement
has been forthcoming as to broad-
casting’s precise niche in the war

emergency, emphasis has been
placed upon the “no censorship-no
operation” aspect. When DCB

originally was created last year
by executive order, anxiety was
occasioned within the broadcasting
industry for fear it would be the
opening wedge toward Government

operation. Because of that, the
Executive Order itself, with re-
spect to domestic broadecasting,

specifies that DCB funections shall
be limited to ‘“‘physical aspects”
rather than to program content.

The only possible departure, ac-
cording to informed observers,
would be under conditions of actual
siege. If a mainland area were un-
der air attack or threatened by
invasion, the Army would be in
supreme command. Under such
conditions, broadcasting, along with
all other communications and util-
ities, would be placed under strict
Army operation.

Civilian Defense

The Office of Civilian Defense
speculation is regarded as a pos-
sibility because of other develop-
ments in this field. FCC-DCB
Chairman Fly announced last week
that DCB had named a subcom-
mittee to collaborate with a La-
Guardia subcommittee on effective
use of communications during war
or other emergency.

DCB will integrate plans among
others, for emergency use of the
several thousand police radio sta-
tions with its general plans for
emergency utilization of wire and
radio facilities, while the Office of
Civilian Defense will integrate
them with other civilian defense
plans. Also embraced in these dis-
cussions will be use of fire depart-
ment communications systems, both

(Continued on page 48)

BURBACH LEAVING
PAPER FOR RADIO

GOERGE M. BURBACH, for the
last 27 years advertising manager
of the St. Louis Post-Dispatch, on
July 1 relinquished that post in
order to devote
all of his time to
the general man-
agement and ex-
pansion of KSD,
the newspaper’s
station. At the
same time it was
disclosed that
KSD has applied
to the FCC for
50,000 watts on
940 ke., now oc-

Mr. Burbach

cupied by WMAZ, Macon, Ga., with
1,000 watts night and 5,000 day;

by CBM, Montreal, with 5,000
watts, and by XEQ, Mexico City,
with 50,000 watts.

Mr. Burbach in recent years has
retained the title of manager of
KSD, devoting part of his time to
that duty. He will continue as seec-
retary of the Pulitzer Publishing
Co. and as a member of its board
of directors.

In announcing his retirement
from the newspaper field in favor
of radio, Mr. Burbach also an-
nounced the appointment of Stuart
M. Chambers, his assistant and a
member of the Post-Dispatch ad-
vertising department since 1916, to
the post he relinquishes. Mr. Cham-
bers formerly was with the Kan-
sas City Star.

Fall Nursery Campaign

GOOD & REESE Inc., Springfield,
0. (florist, nursery), is reported by
the Leo Boulette Agency, Spring-
field, to be planning a series of test
oﬁ'ers starting Sept. 1 to determine
whether its radio efforts should be
extended beyond present annual
spring camapigns. Last campaign
included 14 stations. The new list
has not yet been selected.

ESSO NEWS STUDIO

HELPS BOND SALE

MARKED by a formal dedicatory
program over the NBC-Red net-
work featuring addresses by Vice-
President Wallace and Undersec-
retary of the Treasury Daniel W.
Bell, Standard Oil Co. of New Jer-
sey formally opened July 1 its
“Treasury House” in Washington.

Erected in the heart of the down-
town section of the Capital, the
glass brick building is Esso’s con-
tribution to the defense program
and will be utilized for the sale of
defense bonds. An ambitious radio
project is outlined for the Treasury
House which includes origination
of twice-daily local Esso Reporter
newscasts as well as a plethora of
defense savings quizzes and sollc1—
tations. A radio announcer is on
duty everv day from 10 a.m. to 10
p.m., promoting the sale of the
bonds and savings stamps among
pass~rsby and while no actual sales
are made on the grounds, Esso has
arranged for escorts to the adja-
cent Treasury building where sales
are made.

Construction of the house is of
glass bricks similar to the glass
banks which Esso dealers have
been distributing for the last year
to promote home saving. Entire
cost of the project was assumed by
Esso and a policy of minimizing
commercialism has been adopted
with the statement that regular
commiercial announcements of the
0il company on the newscasts have
b?en replaced by defense savings
ple

Marschalk & Pratt, the Esso
agency, handled the broadcasting
details.

FIGHT BOOSTS SALES

Gillette Checks up on Sales
After Battle

GILLETTE SAFETY RAZOR Co.,
Boston, reports that retailers’ sales
of items featured on the Louis-
Conn fight, broadcast on MBS June
18, showed a marked increase and
that an all-time high for sales of
such items will result from the box-
ing broadcasts. According to Maxon
Inc., New York, Gillette agency,
commercials on future MBS fight
programs will feature the Gillette
25-pack for razor blades; the one-
piece Tech razor; Gillette shaving
cream, lather and brushless, and
the new Gillette Travkit.

The fights, described in the U.
S. by Don Dunphy and Bill Corum
are broadcast in full by Julio Gar-
zon, managing edtior of the New
York Latin American newspaper
La Prensa, on the Schenectady
shortwave station WGEO. Broad-
cast in Spanish, the fights are re-
broadcast also by Latin Ameircan
stations. Prescott Robinson, MBS
announcer and commentator, also
announces special commercials for
Gillette to the CBC during the
fights.

Pabst Schedule

PABST SALES Co., Chicago, on
July 7 will start an 8 to 13-week
schedule of spot announcements
varying in length and frequency on
the following stations: KHJ KMPC
WCAO WCBM WFBR WBAL
WGBI WDEL WILM. Agency is
Lord & Thomas, Chicago.
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ASCAP Board Studies Network Offers

Suit Threat Still
Heard Against
Industry

MEETING of the ASCAP board
of directors last Thursday to dis-
cuss what action if any should be
taken on the NBC proposal was
still in session as BROADCASTING
went to press. Board was expected
either to accept NBC’s offer as a
starting point for negotiations or,
if they rejected it entirely, to in-
struct Schwartz & Frohlich, their
general counsel, to file the ASCAP
suit against the radio industry as
rapidly as possible.

Oppose NBC Offer

Preceding the Thursday session,
the prevailing ASCAP sentiment
was described at the society’s
headquarters as favoring a flat re-
jection of NBC’s offer [BROADCAST-
ING, June 30]. While there was an
appreciation of the sincerity of
NBC’s proposal, the spirit of which
the ASCAP spokesman termed a
decided contrast from that of CBS
[ BROADCASTING, June 23], he said
the board was expected to stand
pat on the contract with MBS
[BROADCASTING, May 5] as the low-
est rates ASCAP can accept.

If the terms of this contract were
accepted by all networks and all
stations, which he said is extreme-
ly unlikely, ASCAP’s revenue from

YUM YUM!
Even in a night club, like the Mo-
cambo, Hollywood, where a snoop-
ing lenshound invaded the privacy
of a booth occupied by Mary Lee
Barnes, of the publicity staff at

Ain't love grand!

KOMO-KJR, Seattle, and Dick
Keplinger, news and special events
director. They were in Hollywood
on their honeymoon.

radio would amount to about $4,-
200,000 for the year, he estimated.

This represents a sizeable reduc-
tion from the $5,100,000 which the
industry paid to ASCAP in 1940,
he said, and a “major victory” for
the broadcasters when contrasted
to the more than $8,000,000 which
it had been estimated broadcasters
would have paid to ASCAP if they
had accepted the contract offered
by the society last year.

The CBS proposal, which he de-
scribed as “ridiculous” and as “an
attempt to have ASCAP underwrite
their business”, he said would pro-
duce less than $2,500,000 from ra-
dio in annual revenue to the society
and furthermore is replete with
provisions which, he declared, “were
put in just to make us mad.” The
NBC offer, which on an industry
basis would give ASCAP an esti-
mated annual revenue of nore than
$3,000,000, lacked these “snide

clauses,” he said, and was more of
a  straightforward businesslike
proposition, which ASCAP appre-
ciated even though the offer should
be unacceptable.

At NBC the offer was described
as a “good deal for ASCAP, pro-
ducing better than $500,000 more
than that offered by CBS.” The
NBC attitude is that “this is the
time to lay the cards on the table
and get things cleaned up,” ac-
cording to a top executive.

Plans for Suit

ASCAP attorneys are said to be
rushing preparations for the so-
ciety’s suit against the broadcast-
ing industry, which will charge the
NAB, BMI, NBC, CBS and their of-
ficers and possibly other radio or-
ganizations and individuals with
conspiring to put ASCAP out of
business and to bar its music from
the air [BROADCASTING, June 16].

Expiration of Com. Thompson’s Term

Leaves FCC With Only Six Members

FOR THE SECOND time within
a year, the FCC is functioning
without its full membership by
virtue of thr expiration of the term
of Frederick I. Thompson June 30
without action by President Roose-
velt in naming his successor.

Mr. Thompson concluded his
rather hectic two-year tenure last
Monday and returned to his home
in Mobile. He was appointed to the
FCC March 28, 1939 and took
office Avril 13 to fill the unexpired
term of Judge E. O. Sykes, who
had resigned to enter private law
practice in Washington.

No announcement was made re-
garding failure of President Roose-
velt to renominate the former Ala-
bama newspaper publisher, but it
was reported in some auarters that
Senator Bankhead (D-Ala.) had
opposed renomination.

Endorsed by Hill

While the names of several can-
didates for the post are mentioned,
there is still the possibility, though
remote, that Mr. Thompson will be
reappointed. Senator Lister Hill
(D-Ala.), his original sponsor, told
BROADCASTING last Wednesday that
his endorsement of the 66-year-old
Alabaman “still stands”. More-
over, it was reported that Rep.
Coffee (D-Wash.), leader of the
House liberal block, had written
the White House endorsing Mr.
Thompson.

FCC Chairman James Lawrence
Fly has made no public statement
regarding the FCC vacancy, but is
expected to seek an appointment at
the White House this week, pre-
sumably to discuss the vacancy,
among other things. Mr. Fly had
been represented as favoring the
Thompson reappointment because
of the bearing it might have on the
chain-monopoly regulations. Mr
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Thompson was one of the original
advocates of network and industry
“crackdown” and often has been
represented as favoring Govern-
ment ownership of certain phases
of broadcasting. Despite all this,
it was thought in responsible quar-
ters that the chances for the Ala-
baman’s reappointment have faded
considerably and that several
weeks may elapse before a new ap-
pointment is made.

The FCC functioned with only
six members from June 30, 1940
until the appointment of Ray C.
Wakefield on March 10, 1941, to
succeed the late Thad H. Brown.
Commissioner Brown had been re-
nominated by the President but
had withdrawn his appointment
after his qualifications for office
had been subjected to severe criti-
cism by Senator Tobey (R-N.H.)
in hearings before the Interstate
Commerce Committee.

A new name mentioned for the
Thompson post is that of Thomas
E. (Buster) Lawson Jr., youthful
Attorney General of Alabama.
Highly regarded as an attorney
and executive, Mr. Lawson is un-
derstood to have the endorsement
of a substantial portion of the Ala-
bama delegation, though Senator
Hill said he was not familiar with
his candidacy.

In addition, the names of G. W.
Johnstone, former radio director of
the Democratic National Commit-
tee and before that public relations
officer of NBC and of WOR-MBS,
and now identified with the Presi-
dent’s Birthday Ball Committee,
and of Fulton J. Redman, Portland,
(Me.) attorney and Democratic
nominee for the governorship last
year, are being mentioned [BRrOAD-
CASTING, June 30].

No details were forthcoming about
the suit, which will ask the court to
order the defendants to pay to
ASCAP three-fold damages for all
losses the society has sustained by
reason of the allegedly illegal ac-
tions of the defendants, but it was
reported that the papers might be
filed within the week.

Other sources, however, believe
that the suit will not be filed for
some time, and certainly not un-
less ASCAP abandons all idea of
getting together with NBC and
CBS. The proposals of both of
these networks contained provi-
sions that upon the conclusion of a
contract with ASCAP, all suits by
either ASCAP or its members
against the networks and their sta-
tions should be dropped.

Meanwhile, the suit of BMI and
E. E. Marks Music Corp., against
ASCAP [BROADCASTING, June 23]
has evoked a flow of vitriolic press
releases from that organization
reminiscent of the ones it issued
last year when it was attempting
to line up press and public in an
anti-radio crusade in a vain effort
to force the broadcasters to accept
the license ASCAP was offering
at that time.

No Damages Asked

Radio, says an ASCAP release
dated June 30, offered composers
“everything but the sun and moon
and then proceeded to pay them off
with cigarette money and a threat
to rob them of their economic and
cultural independence.” To which
BMI replied that the suit against
ASCAP “is by no means intended
as a suit against a songwriter. If
the contracts which the ASCAP
publishers made with the ASCAP
writers deprive songwriters of
rights, that is not something for
which BMI can be held responsible.
Since BMI has acquired a grant of
the rights from a former ASCAP
music publisher who asserts that
he owns the rights in question,
BMI has no choice but to test the
matter in court.”

BMI goes on to point out that
“out of consideration for songwrit-
ers” it is asking no damages, but
merely for the court to adjudicate
the effect of the contract and to de-
termine whether publisher or writ-
er controls the performance rights.
ASCAP, with both writer and pub-
lisher members, has never brought
this question to court, and is now
faced with the unpleasant choice of
either refusing to defend the suit
or of fighting for the interests of
its writer members and opposing
those of its publisher members.

In another blast sent out last
Thursday, John Paine, general
manager of ASCAP, asks how BMI
can contend that its suit is not
against songwriters “when ASCAP
does not exist apart from its mem-
bership. The suit plainly seeks to
take away the writers rights from

(Continued on page 47)
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Novel Commercials in Video Debut

Three Stations Present
July 1 Programs

In New York

JULY 1, 1941, is destined to be a
historic date in the annals of both
radio and advertising. On that date
television setowners in the New
York area were given a choice of
programs, being able, if their sets
had been properly adjusted to tune
from one to another of three sta-
tions—CBS’s WCBW, Dumont’s
W2XWV or NBC’s WNBT.

Thousands of set-owners
throughout the world—in London,
Berlin, Los Angeles and other
major cities, have witnessed tele-
vision performances in their own
homes, but last Tuesday, for the
first time in history, more than one
program was available to any tele-
vision audience.

A New Medium

The date also marked the official
birth of a new advertising medium.
Combining sight and sound and mo-
tion and—television’s own unique
attribute, immediacy—this new-
comer to the media family is reck-
oned by many advertising men to
have the greatest potential selling
power of all. Five advertisers par-
ticipated in making the opening
day of commercial television really
commercial by sponsoring telecasts
on WNBT, only station to be ready
for business with a commercial li-
cense and a rate card. The latest
sponsor was Missouri Pacific Lines,
St. Louis, whose advertising de-
partment placed a half-hour travel
film on WNBT Friday night.

The FCC last Monday, in connec-
tion with the start of commercial vi-
deo the following day, issued an ob-
jective statement reviewing events
leading up to full commercial gqu-
thorization. The FCC indicated that
in addition to the established visual
broadeast service for the New York
area, three more stations expect
soon to make the transition from
experimental to commercial opera-
tion—Don Lee’s W6XAO, Los An-
geles, Zenith’s W9XZV, Chicago,
and Phileo’s W3XE, Philadelphia,

Bulova Watech Co., New York,
opened and closed the day’s trans-
missions on this station with a
visual adaptation of its familiar
radio time signal. A standard test
pattern, fitted with hands like a
clock and bearing the name of the
sponsor, ticked off a full minute at
2:30 p.m. and 11 p.m. for the edi-
fication of the viewers-in, This two-
program contract also provides
television’s first success story, for
following the opening day’s test
the sponsor immediately signed up
for daily time-signals for the
standard 13-week period.

Sun Oil Co., Philadelphia, tele-
cast the regular evening news
broadcast of Lowell Thomas as it
also went out to listeners over the
Blue network, with Hugh James
reading the commercials from a
desk piled high with cans of the
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Relic

POSTSCRIPTS on the letter
sent to advertisesr and agen-
cies by Alfred H. Morton,
NBC vice-president in charge
of television, along with the
NBC television rate card,
reads: ‘“Preserve this card
for posterity! Since its is the
first television rate card ever
produced, we’re warning you
that someday it might be
worth money!”

product. This program, sponsored
as an opening day special, was
placed through Roche, Williams &
Cunnyngham, Chicago.

Lever Bros Co., Cambridge,
Mass., treated the audience to a
sight-and-sound version of its ra-
dio program, Uncle Jim’s Question
Bee, with the commercials present-
ed by Aunt Jennie, star of another
Lever series. For her first commer-
cial, Aunt Jennie told of compli-
ments her cooking has received
since she started using Spry, dem-
onstrating her remarks about its
quality by opening a can and dis-
playing its contents to the audience.

At the close of the program she
cut and served to the cast and the
contestants on the show an appe-
tizing chocolate cake. While they
ad libbed their appreciation, in-
cluding several requests for second
helpings, Aunt Jennie got in a
couple of short conversational plugs
for Spry. This one-time test pro-
gram, handled by Ruthrauff &
Ryan, New York, effectively dem-
onstrated the ease with which tele-
vision can put over a hard-hitting
direct sales message.

P & G Program

Procter & Gamble Co., Cincin-
nati, presented an adaptation of
one of its programs, Truth or Con-
sequences, ideally adapted to the
medium with its comic situations.

The commercials told the famil-
iar “red hands” story. The camera
presented a close-up of a pair of
hands, red and rough from dish-
washing, then dollied back to re-
veal a woman and a boy with a
basket of groceries, including three
cakes of soap.

The woman told the boy to take
the two cakes of Ivory to the bath-
room and to put the laundry soap
on the sink for dishwashing. Then
the scene was repeated with an-
other pair of hands, this time
all three cakes of soap were Ivory,
pointing an obvious moral. Contes-
tants on this show received large
cakes of Ivory, whose labels were
plainly visible to the audience.
Compton Adv., New York, handled
the program.

In addition, WNBT during the
afternoon telecast the Dodgers-
Phillies baseball game and in the
evening put on USO program and
a condensed version of a satire on
Army life, written, produced and

performed by the privates and non-
coms of Ft. Monmounth. N. J,

Although beset by technical dif-
ficulties which threatened to halt
the proceedings, both WCBW and
W2XWYV pushed through to get
programs on the air on July 1. The
DuMont engineers, unable to make
the necessary changes in their an-
tenna in the time allotted, rigged
up a substitute temporary mast
which, although not transmitting
as powerful a signal, sent out piec-
tures and sound which were clear-
ly received by set-owners as far
away as Passaic, N. J. This sta-
tion’s two-hour evening program
included both live and film enter-
tainment.

Troubles Galore

CBS engineers, hampered but not
stopped by a broken camera cir-
cuit and the failure of the fluores-
cent lighting system shortly before
time for the afternoon program,
got WCBW on the air on schedule.
Highspot of the afternoon program
was a dancing lesson given to a
boy and girl by Arthur Murray
instructors.

Other entertainment included a
newscast, with a large map behind
the announcer that reversed on a
central pivot to permit an immedi-
ate change of geography in keep-
ing with the locale of the news,
and a children’s story-telling pro-
gram, with the story illustrated by
an artist drawing his sketches as
the audience watched and listened.

In the evening, after further
camera trouble, WCBW presented
a blues singer, the first of a sched-
uled series on the Metropolitan
Museum of Art, introduced by the
museum’s director, Francis Henry
Taylor, and Bob Edge interview-
ing sports celebrities.

Commercialization naturally
means unionization and by the
opening day both NBC and CBS
included members of the Interna-
tional Alliance of Theatrical Stage
Employes in their television staffs.
CBS had signed a contract with
the IATSE some weeks before and
while the NBC contract was still
being negotiated, with several
points of dispute still unsettled, the
union’s members were already at
work. A three-man crew is as-
signed to each program, including
a carpenter, electrician and prop-
erty man.

NBC-Brooklyn Fights

NBC GETS exclusive broadeasting
rights to fights at Ebbetts Field,
Brooklyn. by a contract signed Thurs-
day. Contract covers six fights to be
staged between July 8 and Oct. 1 and
includes an option on all fights at the
field for three years. NBC in turn has
wiven the exclusive broadeasting rights
to Adam IHats, which will sponsor on
NBC-Blue when the fights are of net-
work ealiber and on WIHN, New York,
when they are not.

BERNARD N, WALKER, a Char-
lotte dentist, has applied to the FCC
for a local station in Concord. N. C.,
to opetate on 1400 ke. with 250 watts.

Violation of Code
Claimed in AFRA

Threats to Mutual
WKRC Strike Front Is Quiet
Pending Net Board Meeting

THERE WAS little surface change
in the AFRA-WKRC-MBS situa-
tion last week, following a fruit-
less conference in Chicago June
27,

In Cincinnati the strikers con-
tinued to picket WKRC.

In New York Fred Weber, gen-
eral manager of MBS, announced
that a meeting of the network’s
board of directors would be held
Tuesday, July 8, either in New
York or Chicago.

AFRA mailed out its letter to
agencies, previously approved by
the union’s executive committee but
held up pending the outcome of
the Friday conference [ BROADCAST-
ING, June 30], notifying the agen-
cies that as of July 12 no AFRA
member would be allowed to work
on MBS network commercial pro-
grams going to WKRC. Deadline
date had originally been set for
July 7, but was postponed to pro-
vide for the possibility of action
at the MBS board meeting July
8.

Code Provision

In the background, however, the
principals and their attorneys were
delving into the legal aspects of
the situation, which is unparalleled
in broadecasting history. A year
ago, when several radio stations
were having difficulty in negotiat-
ing agreements with the AFM
locals in their cities, James C. Pe-
trillo, AFM president, ordered his
members not to perform for net-
work remote pickups from hotels
and night clubs which werzs fed to
the stations in question, as a meth-
od of depriving the recalcitrant sta-
tions of their late evening dance
music from the network as well as
locally. But the AFM made no at-
tempt to interfere with the net-
work commercial programs, nor
even with sustaining musical
shows originating in network stu-
dios.

The opinion was expressed that
by ordering programs from MBS
to prevent them from being broad-
cast by WKRC, AFRA is striking
at innocent parties in order to hurt
the one it has declared unfair. Such
action, it was pointed out, is in di-
rect violation of one of the pro-
visions of the AFRA Code of Fair
Practice, which reads:

“So long as the producer per-
forms this code, AFRA will not
strike against the producer as to
the performers covered by this
Code in the field covered by this
code. To the extent AFRA has
agreed not to strike, it will order
its members to perform their con-
tracts with the producer. This par-
agraph only applies to producers
who sign this code.”

AFRA has said this clause does

(Continued on page 46)
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Conferences May Halt Network Rules

Net Heads, Wheeler and
Craney Meet; NAB

Change Rumored

ULTIMATE fate of the FCC’s
chain-monopoly regulations re-
mained in doubt last week, though
all signs pointed to postponement
of the Aug. 2 effective date.

Without advance notice or fan-
fare, an informal conference was
held in Washington last Monday,
in which Chairman Wheeler, (D-
Mont.), of the Senate Interstate
Commerce Committee, participated.
Present at the session, in addition
to Senator Wheeler, were Presi-
dent Niles Trammell and Vice-
President Frank M. Russell, of
NBC; President William S. Paley
and Vice-President Harry C.
Butcher, of CBS; Fred Weber,
general manager, and Louis G.
Caldwell, chief counsel, of MBS;
and Ed B. Craney, general man-
ager of KGIR, Butte, who was
host.

More Sessions Likely

‘While no word came from the ses-
sion, it is thought the whole matter
of broadcast regulation was dis-
cussed, particularly in the light of
testimony during the three weeks
of hearings on the White Resolu-
tion. When the hearings recessed
June 20, at the call of the chair, it
was understood Chairman Fly
would return—probably about July
8—to present rebuttal argument.

It is entirely possible, it is con-
jectured, that Chairman Fly will
not reappear but that conferences
may be held during the next week
or ten days on broadcast regulation
and new legislation. Chairman
Wheeler, from the outset, has ad-
vocated the conference method, and
urged both the FCC and broadcast-
ers to remove the “heat” from the
controversy.

In some quarters, it was believed
an agreement on postponement of
the eight regulations, affecting the
whole commercial broadcast struc-
ture, might be procured, particu-
larly while the White Resolution,
calling for a full-dress investiga-
tion of broadcasting and for a stay
of the regulations, is pending be-
fore the committee. It was evident,
however, that nothing tangible
would develop until after the July
4 holiday weekend.

Meanwhile, reports became cur-
rent that a movement is afoot to
reorganize the NAB, primarily as
an outgrowth of the monopoly
situation. In addition to the resig-
nations of nearly a dozen stations
from the trade association since
the development of the monopoly
controversy, it was reported that
a substantial group of stations are
contemplating concerted action in
resigning from the trade associa-
tion, in protest against the position
taken by President Neville Miller
on the chain-monopoly proceedings.

Resignations are being solicited,
it is reported, on the purported
ground that the NAB has not rep-
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THEY WERE IN THE ARMY THEN

One of a Series

pleasantness, all of them now prominent broadecast executives. For identi-
fications and service records,.see page 38.

resented independent stations, but
rather has reflected the viewpoints
of the major networks in the cur-
rent controversy. The criticism is
largely directed against President
Miller, who joined NAB in 1938 as
its first president at $25,000 per
year, plus $5,000 in allowances.
His salary was increased by $10,-
000 at the San Francisco conven-
tion of the NAB in 1940 and his
contract was extended from 1942
until 1944, at the NAB convention
in St. Louis last May as a vote of
confidence in the position he had
taken both in connection with the
monopoly regulations and the copy-
right controversy.

Nine Have Resigned

Among stations which already
have resigned from the NAB in
protest against President Miller
are WOR, WGN, KHJ and WFBR,
on behalf of MBS; KGIR, Butte,
and KFPY, Spokane, because of
the St. Louis convention episode
involving Chairman Fly; KSTP,
St. Paul, and WTMJ, Milwaukee,
because they were out of sympathy
with its policies even prior to the
convention, and WOL, Washington,
which resigned within the last fort-
night because of the “undemocratic
treatment” of the NAB in handling
reports on the network monopoly
hearings.

What the outcome of the new
conversations on the chain-monop-
oly regulations will be is problem-
atical. While Chairman Fly has
made no formal statement, he ob-
served at his press conference last
week that he doubted whether he
would “go back to the Hill” for
further testimony on the White
Pesolution, since he had received
no instructions fror: the com-
mittee.

If the preliminary conversations
do not yield a basis for reappraisal
of the whole situation, it is as-
sumed Chairman Fly will appear
for his rebuttal testimony, though

Hams® Calls

ACTING on a request of the
War and Navy Departments,
the FCC June 24 authorized
distinctive call letters for the
Washington control stations
of the Army and Navy ama-
teur system networks.
W3XCL, control station for
the Army Amateur System
network will be W3USA, and
a new station designed for
Naval amateur activities will
be assigned W3USN. Pur-
pose is to enable hams in the
Reserve Service to better
identify network control sta-
tions, particularly in the
present emergency.

it may be later than the week of
July 7.

In any event, one point appeared
certain—that the regulations would
not become effective Aug. 2 and
that the Commission, presumably
on its own motion, will extend the
effective date. Chairman Fly, in
his lengthy testimony before the
committee, indicated that ample
time would be given the industry
to comply with the regulations.
Since no tangible steps have been
taken by the networks toward re-
vision of contracts and compliance
in the light of the unfinished state
of the White Resolution hearings,
a postponement is regarded as
practically automatiec.

The FCC, it is. assumed, would
not permit service to the public to
be impaired, particularly while a
legislative matter is pending in
Congress involving these regula-
tions.

TIIE LIBRARY of the late Frederic
Willinm Wile, famed newscaster and
correspondent, has been presented by
his widow to the War Dept., which
will gistribute the 1,500 volumes and
seraphooks chiefly to the War College
at Washington and the Military Aead-
emy at West Point.

Advertising Probe

Planned in Senate

Sen. Murray to Collect Data
On Small Business Firms

AS PART of its studies to alleviate
problems of small business enter-
prises a special Senate committee
headed by Senator Murray
(D-Mont.) within a few weeks
plans to canvass advertisers of the
country for their reactions to al-
leged problems arising for small
entrepreneurs from large-scale ad-
vertising activities of big com-
panies.

Questionnaires probably will be
distributed to advertisers between
Aug. 1 and Aug. 15, according to
Charles G. Daughters, clerk of the
special committee.

In addition to the advertising
survey, the committee is planning
studies covering the problems of
small business risk capital and
banking credit, transportation rate
discrimination against small busi-
ness, trade diversions, trend of
court interpretations of the Sher-
man Anti-Trust Act, and problems
of increasing sales and efficiency of
operations.

Too Many Reports

Indicative of the type of service
sought by the committee is a re-
cent recommendation favoring co-
ordination of Federal reporting
services to meet complaints of
small businessmen of a “duplica-
tion and multiplicity of reports re-
quired by Federal agencies”, it was
indicated.

The questionnaire, now being de-
veloped, is designed to give adver-
tisers in all categories an oppor-
tunity to develop their views on the
effect of large-scale advertising
campaigns on small business. Upon
completion of the survey, hearings
are planned to amplify the find-
ings.

Members of the special commit-
tee include Senators Murray, chair-
man, Maloney (D-Conn.), Mead
(D-N.Y.), Ellender (D-La.),
Stewart (D-Tenn.), Capper
(R-Kan.) and Taft (R-0.). Mr.
Daughters, clerk of the committee,
formerly was associated with Rep.
Wright Patman (D-Tex.), well-
known in business circles for his
anti-chain store legislative cam-
paign.

Army Seeks Seripts

AN APPEAL to radio writers as
well as those in the motion pic-
ture field to donate material for
entertaining trainees and soldiers
in Army camps has been made by
the writers committee of the Mo-
tion Picture Defense Committee.
Several shows with top name radio
and film talent have already been
staged at various Army camps for
the trainees and soldiers. Material
should be sent to Robert Riskin,
care of Warner Bros. Studio.

DMI has announced that it has some
extra copies of the first volume of its
BMI Index, which will be sent to
any subseribers writing for them. Only
charge will be COD postage.
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During Ball Game During Ball Game
Period % Radios On %, Tuned to WWJ Period % Radios On %, Tuned to WWJ
3:30 to 345  37.39, 95.8%, 4:00 to 4:15  48.29/ 91.89%,
3:45 to0 4:00 37.59, 97.3% 4:15 to 4:30  48.09, 92.0%,
4:00 to 4:15  39.9% 90.5%, 4:30 to 445  46.89, 94.5%,
4:15 to 430 38.9% 91.29%, 4:45 to 5:00 46.49, 94.99,

LOOKING
TO THE

FUTURE

More than 909, of all the radios in use in Detroit were
tuned to WWJ during the base ball game broadcasts on the
days of these surveys. This is more proof of the great pop-
ularity of this station in the vast Detroit market.

Investigate the exceptional sales opportunities offered
by Detroit and WWJ without delay!

America’s Pioncer Rodio Stotion *Surveys conducted by Hooper-Holmes Bureau, Inc.

Pioneers Again

WITH FREQUENCY MODULATION

W45 D

Firs¥ FM Broadcasting Station w wd
inAMichiqon National Representatives
HOW S THE.MR AQ:’.—Hollingbery Company
- New York i« Chicago -t Atlanta
America’s Pioneer Broadcasting Station San Francisco -:-  Los Angeles
Member NBC Basic Red Network \a\
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FCC Defines Issues in Press Hearing

Further Postponement
May Be Requested
By Hough Group

ISSUED as an amplification of its
Order No. 79, calling for hearings
on newspaper ownership of radio
stations, the FCC has tabulated
a 10-point bill of particulars for
the hearings in the form of a sup-
plemental order (79A) which sets
forth the subject matter of the
hearings now scheduled to start
July 23.

At the same time the Commis-
sion, which will sit en banc to hear
the testimony, announced procedure
for the introduction of evidence
which requires that written re-
quests for permission to appear be
filed within five days of the hear-
ing opening, or by July 18.

Want Postponement

With some of the commissioners
eager to take vacations from the
sweltering Washington heat, a
movement was on foot to secure a
postponement of the opening of the
hearings, and the Press-Radio Com-
mittee, representing the newspa-
per-radio interests, is expected to
petition the Commission again for
a postponement until Sept. 15. This
was the date originally asked, but
the request was turned down.

The Press-Radio Committee,
headed by Harold Hough, of the
Fort Worth Star-Telegram
(WBAP-KGKO), is expected
through its counsel to ask for the
postponement on the grounds that
it has had insufficient time to pre-
pare its case. Though Order 79
was promulgated March 20, the bill
of particulars was not made avail-
able until July 1. Even the Com-
mission’s own fact-finding ques-
tionnaire [see story in adjoining
column] did not go into the mails
until June 28, giving stations only
until July 12 to submit their re-
plies. The 800 or more replies, it
is believed, will require more than
11 days to study and collate.

Need More Time

It is understood that there is lit-
tle disposition on the part of Chair-
man Fly to grant the postpone-
ment, but his own Law Department
may require more time. David
Lloyd, attorney, has been assigned
to handle the press-radio data un-
der the direction of Tom Harris,
senior assistant general counsel,
but General Counsel Telford Tay-
lor is expected to play an important
part in the conduct of the hearings
themselves.

The Press-Radio Committee will
be represented by former Judge
Thomas D. Thacher, Sydney M.
Kaye and Abe M. Herman, as
counsel.

Order No. 79A begins with this
preamble to its 10 points: “Where-
as, the Commission by Order No.
79 (March 20, 1941) directed that
an investigation be undertaken to
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Subject Matter of FCC Hearings
On Newspaper-Radio Issue

(Under Order No. 79A)

THESE are the subjects of testimony und other evidence to be
heard by the FCC at its forthcoming newspaper-radio hearings,
as set forth in its supplemental Order No. 79A:

1, To what extent broadeast stations are at present associated with persons
also associated with publication of one or more newspapers, the classification
(in terms of power, location, network affiliation, etc.) of broadeast stations
s0 associated. the circumstances surrounding such association, and the tendency

toward such association in the future.

2. Whether joint association of newspapers and broadecast statious tends
or may tend to prejudice the free and fair presentation of public issues and
information over the air, or to cause editorial bias or distortion, or to inject
editorial poliey or attitude into the public service rendered by broadeast stations
as a medium of public communication.

3. Whether joint association of newspapers and broadcast stations tends
or may tend to restrict or distort the broadeasting of news, or to limit the
sources of news to the public, or to affect adversely the relation between news-
wsathering services and broadecast stations.

4. Whether the joint association of newspapers and broadeast stations has
or may have any effect upon freedom of access to the radio forum, for the

discussion of public issues.

5. Whether the joint association of newspapers and broadeast stations tends
or may tend to lessen or increase competition among broadeast statious or to
result in the monopolization of local broadeast facilities,

6. Whether the joint association of newspapers and broadeast stations
tends or may tend to increase or decrease concentration of control over broadeast

facilities or the use thereof.

7. Whether the joint association of newspapers and broadeast stations con-
stitutes or may constitute an undue concentration of control over the principal

media for public eommunication.

8. Whether joint association of newspapers and broadeast stations tends
or may tend to result in the utilization of improved facilities and skilled, ex-
perienced personnel for the procuring and dissemination of information and

opinion by broadeast stations.

9. Whether joint association of newspapers and broadeast stations teunds
or may tend to insure greater economic stability for broadcast stations and to
encourage the maximum technological development of radio.

10. What considerations influence newspaper interests to ancquire hroadeast

stations.

determine what statement of policy
or rules, if any, should be issued
concerning applications for high
frequency broadcast stations (FM)
with which are associated persons
also associated with the publication
of one or more newspapers, and
that public hearings with respect
thereto be held at such times and
such places as the Commission may
direct, and that such investigation
and public hearings shall also in-
clude consideration of statements
of policy or rules, if any, which
should be issued concerning future
acquisition of standard broadcast
stations by newspapers;

“Now, therefore, it is ordered
that, pursuant to the aforesaid or-
der, testimony and other evidence
be taken with reference to the fol-
lowing matters, in addition to such
others matters as the Commission
may from time to time direct ...”
There follows the 10 points [see
box at top of this page].

Plan of Procedure

In its statement regarding pro-
cedure, the Commission states the
purpose of the hearings is “to ob-
tain information necessary and
helpful to the Commission in the
determination of its policies, the
carrying out of its duties, and if
need be, the formulation of rules
and regulations or recommenda-
tions to Congress.” The procedure
is set forth as follows:

I. Appearances for the purpose of in-
troducing evidence—Persons desiring to be

FCC Press Prober

THAT an FCC investigator called
on United Press early last month
to gather data in connection with
newspapers and radio, was dis-
closed in New York last week. UP
officials were asked the extent of
the UP wire system, number of
stations and newspapers subscrib-
ing, ete. Information was also
sought on combination newspaper-
radio contracts and exclusive con-
tracts, neither of which UP stated
it has, and the investigator was in-
formed that UP serves Lowell
Thomas, H. V. Kaltenborn, Elmer
Davis, Raymond Gram Swing and
other commentators directly.

heard by the Commission with reference
to the investigation conducted under Order
No. 79 shall file with the Secretary of the
Commission petitions or letters setting
forth the position and interest of the
petitioner in the proceedings, the evi-
dence or information which the petitioner
desires to Present or adduce, the pertinency
and relevance of such evidence or testi-
mony to the matters designated by the
Commissi in suppl l Order No.
79A, the names of, and other important
facts pertaining to the witnesses which
the petitioner desires to call, and the
volume and character of the documentary
evidence which the petitioner desires to
present.

Such written request shall be filed not
Jater than the fifth day before the day
on which hearings are scheduled to begin,

Such petitions or letters also should
show that the proposed appearance will
bring before the Commission evidence and
testimony of a character which will in-
form and enlighten the Commission with
regard to the considerations of public
interest involved in the investigation or-
dered under Order No, 79 and the specific
matters set forth in supplemental Order

(Continued on page 16)

FCC Query Seeks
News, Personnel
And Business Data

Long Form to Elicit Intimate
Press-Broadcast Facts

DELVING deeply into the news,
personnel and business relation-
ships of radio stations and news-
papers, the FCC last week ad-
dressed a 14-page mimeographed
questionnaire to all broadcasting
stations, containing 10 questions
and numerous sub-questions de-
signed to elicit “information con-
cerning the present relations be-
tween standard broadcast station
licensees and newspapers in their
respective communities or service
areas.”

Whether or not the station is
associated with a newspaper, it is
asked to return the completed ques-
tionnaires not later than Saturday,
July 12, since the data are to be
used in connection with the forth-
coming newspaper ownership hear-
ings under Order No. 79, now sched-
uled to start July 23.

Free Publicity

Question 1 asks for a list of “all
local and out-of-town newspapers
which are customarily read by
listeners in your primary service
area for news of local community
interest.”

Question 2 asks which newspa-
pers carry the station’s program
listings without charge; which
newspapers refuse to carry pro-
gram listings except on a paid
basis; whether trade deals for list-
ings exist; how the station keeps
the public informed of its programs
if no newspaper prints its pro-
grams, ete. Detailed breakdowns of
listing methods, including the ques-
tion whether sponsors are men-
tioned and whether the station’s
program listings “receive the same
space and typographical emphasis
as other stations,” are also re-
quired.

Question 3 asks for a listing of
all local or out-of-town newspapers
with which the station has arrange-
ments, agreements or understand-
ings since July 1, 1936 with re-
spect to (1) solicitation of adver-
tising, (2) joint rates, discounts or
refunds to advertisers using both
station and newspaper, (3) free
space or free time in one medium
for those purchasing advertising in
the other, (4) rates for space and
time charged advertisers, (5) avail-
ability of newspaper’s merchandis-
ing service to radio advertisers, (6)
newspaper publicity concerning pro-
grams carried by the station, (7)
any other agreements or under-
standing relating to advertising. If
there are written agreements, cop-
ies are to be attached.

Question 4 asks whether any lo-
cal newspaper carries display ad-
vertising concerning the station or
its programs; whether this is paid
for; whether any local newspaper

(Continued on page 24)
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NOW KIRO |S THE ONLY STATION
PROVIDING COLUMBIA PROGRAMS
TO SEATTLE-TACOMA ANDALL
WESTERN WASHINGTON!

® e

I%
G e e N | e | o
ONLY 50,000 WATT STATION || Looe |1 oo
‘ -- ITBLANKETS THE ENTIRE /| | warrs ||| WaTTS
PACIFIC NORTHWEST! [ |/ covir [, '
STEP-UP ADDS NEW LISTENERS ... GIVES LARGES

COVERAGE OF ANY STATION IN PACIFIC NORTHWEST

New Western Electric Equipment with Directional Antenna
Further Intensifies Signal in Population Centers!

KIRO has increased its power to 50,000 watts —and CYCLES, that means C-O-V-E-R-A-G-E! Take a look
what's more —KIRO's particularly designed direc- at the new 50,000 watt coverage map of KIRO. See
tional antenna sends 112,000 watts over salt water for yourself why KIRO is the most economical buy
towards the major population centers. At 710 KILO- ... the outstanding station in the Pacific Northwest!
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NORMAN ROSS ”

Here is a real radio opportunity!

WENR's great participation hour, featuring Chicago’s
famous, friendly salesman, NORMAN ROSS, in his
own program of entertaining recorded music,
insures maximum results from a minimum expend-
iture. Broadcast Monday through Friday 4:00—
4:30 P. M.

14 satisfied clients have participated in this pro-
gram since it was inaugurated less than a year ago.

NORMAN ROSS, who counts among his past and
present satisfied clients a large number of prominent
advertisers, will apply his unique sales ability to
your product in one to fifteen minute units as many
times a weck as you desire, AT A PRICE THAT WILL
FIT LIMITED BUDGETS.

NORMAN ROSS, together with Station WENR—the
50,000 watt key station of the NBC Blue Network,
famous for its featutes and responsive audience,
will produce for you greater sales and profits with
less effort in America's second largest market—
Chicago.

Phone or write for detailed information about
“YOURS TRULY, NORMAN ROSS" and Station WENR,
with the assurance

¢
YOU GET MORE FOR LESS ON

WENR

cago
Represented Nationally by NBC Spot Offices in

NEW YORK BOSTON CHICAGD WASHINGTON DENVER
SAN FRANCISCO HOLLYWO00D CLEVELAND

JA'A\O

VAN AT ARV aYAT
B N Y
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OATH OF ALLEGIANCE

All Radio Joins Ceremonies
On Independence Day

WITH radio leading the way, the
nation paused briefly during Fourth
of July celebrations to voice Amer-
ican allegiance. Cooperating in ar-
rangements developed by the NAB,
stations all over the country dgr-
ing a 10-minute afternoon period
tied in on network lines to carry a
brief address by President Roose-
velt, listeners joining him as he re-
peated the oath of allegiance to the
United States, rededicating them-
selves to their country.

In addition to local promotion of
the idea with spot announcements
for several days preceding the July
4 broadcast, several unusual
schemes to extend coverage were
developed by many operators. John
Shepard 3d, president of Yankee
and Colonial Network, arranged
with the management of the Bos-
ton Braves baseball park and Suf-
folk Downs racetrack to pipe the
broadeast to the holiday sports
crowds. WGN, Chicago, piped the
broadcast to the p.a. system of
Wrigley Field, during the Chicago
Cubs game, and WTCU, Minneapo-
lis, to Lexington Ball Park in St.
Paul. The brief program also
was piped to fans at other big
league games, including Philadel-
phia, where WIP handled the pick-
up. The broadcast was carried to
other local celebrations over the
country on public address systems,
with some stations transcribing for
representation during evening cele-
brations.

Press Hearing
(Continued from page 14)

No. T9A. In the interests of an expeditious
hearing and of a complete survey of the
matters under investigation, the Commis-
sion will be disposed to avoid if possible
the introduction of purely cumulative or
repetitious evidence or testimony.

1I. Other Appearances—Since the sole
purpose of these hearings i8 to obtain
evidence and information, there will be no
need for appearances oOr representation
at the hearings other than for the pur-
pose of presenting evidence, facts, or
legal considerations to the Commission.
The Commission, therefore will not per.
mit appearances for other than the above-
deseribed purposes.

1I1. Calling of Witnesses by the Com-
mission—The Commission will call witnesses
in its discretion to present various sides
of the problem. It will also introduce
exhibits and documentary evidence and
invite others to introduce such evidence as
oceasion requires.

1V. Appearances after Hearings have
beyun—Persons who have not submitted
written requests to appear in the pro-
ceedings or who have not been granted
permission so to appear may, if they feel
that any testimony taken during the pro-
ceedings has been injurious to their reputa-
tion or character or affects matters of
which they have immediate knowledge and
coneerning which they have additional or
contradictory evidence of value to the
Commission, file with the Commission in
writing a petition or letter stating fully
the matters which affect them personally
or matters of which they have personal
knowledge or additional information which
they believe the Commission should have,
and requesting opportunity to be heard
concerning those matters or to call addi-
tional witnesses concerning them. Such
requesis shall set forth the same matters
and be subject to the same considerations
as those described in section I hereof.
The Commission shall make such disposi-
tion of such petitions or letters as shall
in its judgment best serve the purposes
of the hearing and equitable treatment of
such petitioners.

V. Order of the Hearings—The Commis-
sion will exercise full discretion with re-
gard to the order of witnesses and the
order in which testimony and exhibits
shall be presented.

EXCLUSIVE Radio Features, To-
ronto., has moved to larger quarters
at 394 Bay St., phone Adelaide 3(21.

Craney Criticizes
Net ASCAP Plans

Says Percentage Basis Would
Amount to Capitulation

FIRST OUTSPOKEN opposition
to the copyright formulas proposed
by NBC and CBS for return of
ASCAP music to the major net-
works, embracing provisions
whereby affiliates would reimburse
the networks for ASCAP music
clearance, came last week from Ed
Craney, director of KGIR, Butte,
a leader of the independents in the
copyright fight.

In Washington last Tuesday, Mr.
Craney said he was perfectly will-
ing to negotiate a new agreement
with NBC as an affiliate but that
he is not willing to pay anything
on a percentage basis “for ASCAP
or for any other program commod-
ity”.

If a network can pass the cost
of ASCAP music along to the af-
filiate, Mr. Craney declared, it
might be the forerunner of similar
innovations affecting BMI, SESAC,
AMP, Society of Jewish Authors
& Composers, American Federation
of Musicians and, in fact, practi-
cally all other costs, save those of
personnel.

Dollars vs. Principle?

Mr. Craney also loosed a blast
against the industry for capitulat-
ing to what amounts to a blanket
ASCAP contract rather than the
‘“‘use method of payment, for which
broadcasters have been fighting so
many years”. He said the current
conversations indicate that many
broadcasters are “fighting for a
dollar sign instead of a principle”.

Asserting that broadcasters
should not accept blanket contracts
containing both minimum and
maximum payments to ASCAP,
Mr. Craney said in his judgment
such a contract “udoubtedly is in
violation of the consent decrees en-
tered into by ASCAP and BMI”.
He said that in his judgment pay-
ments for music should be gov-
erned by the amount of use made
of the commodity. In Montana, he
pointed out, his three stations
(KGIR, KPFA and KRBM) have
been given a per-use payment basis
with no minimum guarantee. This
contract is for two years only, he
declared, pointing out that neith-
er ASCAP nor the broadecaster
could be expected to enter a long-
er term contract on an experi-
mental method. He urged, however,
that broadcasters should try out a
per-use basis since they have
worked for it so long.

Confusion still appears to be the
keynote on copyright, despite the
lessons that should have been
learned during the protracted fight,
according to Mr. Craney. He in-
sisted it is a simple thing to keep
track of wmusic used and declared
the industry is overlooking a great
opportunity. The NAB, BMI or
ASCAP, he declared, should show
broadcasters how a measured serv-
ice basis can be invoked.

BROADCASTING » Broadcast Advertising



"EARLY BIRD SPECIALS”

ON 16 SALES - LEADING
STATIONS

Put your product on thousands
of morning shopping lists in the
country’srichest markets. Follow
through with your nearest NBC
Spot Sales Office.

WEAF . . . . . NEWYORK
“Morning in Manhattan” with Pat
Barnes, 6:35 to 7:30, Monday through
Saturday. ‘‘Studio X" with Ralph
Dumke and Bud Hulick, 8:30 to 9:00
(E.D.T.) Monday through Friday.

WiZ. . . . . . NEWYORK
“Breakfast in Bedlam” with Ed East
and Polly, 7:00 to 7:55 (E.D.T.)
Monday through Saturday.

KGO . . . . SAN FRANCISCO
“Musical Clock’ with Archie Presby,
6:00 to 7:00—7:15 to 7:30 (P.S.T.)
Monday through Saturday.

KPO . . . . SAN FRANCISCO
“Your Timekeeper,” Joe Gillespie,
6:00 to 7:00, Monday through Satur-
day. “Coffee Corner,” 7:15 to 7:45
(P.S.T.) Monday through Saturday.

KOA . . . . . . DENVER
“Alarm Clock Club,” 5:30 to 6:30,
Monday through Saturday. “Musical
Clock,” 7:15 to 7:30 (M.S.T.) Tues-
day, Thursday and Saturday.

WGL . . . . . FT.WAYNE
“Roundsman” (Musical Clock), 6:00
to 7:30, Monday through Saturday.
“Time to Go to Work,” 8:30 to 8:45
(C.D.T.) Monday, Tuesday, Thurs-
day and Friday.

WOWO0 . . . . . FT.WAYNE
(P.S. IT Was an EARLy BIRD!) “The Mg Houidup. " 50010630

WMAQ . . . . . CHICAGO

, 0 . Sye “Morning Jubilee,” 6:30 to 6:45
When the sun’s still low in the East  when 28 striking shows on 16 greE.Lt (C.D.T) Monday through Saturday.
...when the dew’s still damp on the NBC stations are amazingly low in KYW . . . . PHILADELPHIA
; . . e “R F D 1060,” with John Thorpe,
grass and many an advertiser’s still  cost, amazingly high in listener 6:30 to 700, Ii-dy’:vi; Musioal Clooks!
. . . . . wit eRo iller, 7:00 to 9:00
in his downy bed —that’s the time loyalty. And amazingly productive! (E.D.T.) Monday through Saturday.
= Maybe it’s because folks who get WBZ-WBZA . . NEW ENGLAND
///'3_1";' . 11 ler “Sunrise Rodeo,” 6:00 to 6:55. “Mu-
Faa up early are just naturally alert. sical Clock,” with Malcolm MaeCor-
///% e E mack, 7:10 to 7:45. “Morning Toast,”
Vs Jaﬁ Or because your message reaches 8:15 to $:45(E.D.T.) Monday through
— \};,.r l;,_- o-’ﬂ-’ . 8 . Saturday.
et T R morning minds still clear and un- . WASHINGTON
¢ . y cluttered. Maybe it’s because these “Today’s Prelude,” 6:00 to 7:00.
”B . ; ® . “Kibitzers,” 7:05 to 7:45—8:00t09:00
34 % o* programs are master-minded by (E.S.T.) Monday through Saturday.
@ . S
- Kgq ® W sales-minded showmen... Maybe it's gﬁg NN S SIE o
B ordon Hittenmark, 6: 0 7:00—
Y y because each of these ‘great NBC 7:10 to 8:00—8:05 to 8:45 (E.S.T.)
ut M & Monday through Saturd
K R Ionday through Saturday.
i stations so thoroughly dominates a
Tops for Spot und Local Radio Advertisers . A s LAl
it e, AT P rich market... ;\‘}\Iuiicul(lJIock,;ﬁsAstod8:30(E.D.T.)
Myt nghaase ni onday through Saturday.
IR REW YORK ) R L., . BOSFON
alt SNt il i MHM{ Whatever the reason, these tested WTAM . . . . . CLEVELAND
LS EE WS moming strs have demonstuated | S Ui S04 adh, e i
L B TR i:;wﬂ' ... mwme their ability to do a terrific job on 17&30,(}0 - O (EST)
sy g 9 L ey s T RYHE onaay roug urday.
WAL . L WASHINGTEOM y 1 1 i
kom o peen Uewersd Hlockric Statisn these stations so consistently pre KDKA. . . . . PITTSBURGH
. " ferred by leading spot and local D g, Moty Tl
advertisers. Check the list at the L t("Esgéf';“&%fg;flfggggﬁggg
right. Then call your nearest NBC urday.

Spot Sales office for the whole story!

BROADCASTING e« Broadcast Advertising July 7, 1941 + Page 17



KIRO, in Seattle,
Inaugurates 50 kw.,

Directional Signal

Prominent Civic and Network
Officials at Ceremonies

AS KIRO, Seattle, stepped up its
power this week to 50,000 watts on
710 kec., the Pacific Northwest
greeted the first maximum power
station to operate in that area.
The station also became the
only outlet providing CBS pro-
grams to Seattle, Tacoma and
Western Washington.

Guests honoring KIRO at the
dedication of the new facilities at
the new transmitter site, located
on Vashon-Maury Island in Puget
Sound, halfway between Seattle
and Tacoma, were Gov. Arthur B.
Langlie of Washington, Mayor Earl
Millikin of Seattle, Mayor Harry P.
Cain of Tacoma and the Mayors of
many other cities within KIRO’s
primary service area.

Directional Signal

On hand at the ceremonies
representing CBS were Donald
W. Thornburgh, vice-president in
charge of CBS Pacific Coast opera-
tions, and Fox Case, director of spe-
cial features and public events for
KNX-CBS, Hollywood. J. C. Gude,
station relations manager for the
network, and Bill Lodge, manager-
in-charge of the CBS radio fre-
quency division, also journeyed
from New York for the celebration.

The KIRO plant is unique in
that it is the only 50 kw. operation
west of the Mississippi River using
a directional antenna system.
The transmitter is a Western Elec-
tric 407-A-1, and is housed in a
fireproof, reinforced concrete build-
ing. The antenna system consists
of two b526-foot structural steel
Lehigh guyed radiators, installed
in a directional system to emit
North and South. The ground sys-
tem consists of 21 miles of one-
inch copper ribbon, plowed 12
inches deep, fanning out in 120
separate radials 420 feet in length
from each tower. The towers are
fed by 2%-inch concentric trans-
mission lines, in which is sealed
nitrogen gas under pressure.

While two alternate submarine
cables practically assure uninter-
rupted power service, KIRO has
installed a gasoline driven standby
power generating plant, for use
in case of total power failure. Like-
wise, to guard against possible
failure of the submarine cable
telephone lines which bring the pro-
grams to the island transmitter
site from KIRO’s Seattle studios,
the station has set up emergency
shortwave transmitter and receiver
equipment, to form a radio program
channel to the island.

KIRO was founded in 1935 and is
owned and operated by the Queen
City Broadcasting Co., of which
Louis XK. Lear is president. Saul
Haas and John Hagen are vice-
presidents, and H. J. (Tubby) Quil-
liam is vice-president and general
manager.
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NEW 50 KW. PLANT of KIRO, Seattle, placed in operation this week,
is located on an island in Puget Sound, halfway between Seattle and
Tacoma. Its two 526-foot towers are described as the only 50-kw. direc-
tional west of the Mississippi.

Army Seeking Technicians to Operate
Radio Devices for Location of Planes

A NEW plea for radio tech-
nicians to operate radio aircraft
detectors, this time from the United
States, came to light June 29 with
announcement by the War Depart-
ment that radiolocators similar to
those used in Great Britain will be
installed along the American coast-
line and at U. S. overscas bases.
The War Department announced
that qualified technicians accepted
for active service would immedi-
ately be granted reserve commis-
sions as second lieutenants in the
Army Signal Corps.

Although an initial recruiting
of 500 officers was all that was
mentioned in the War Department
announcement, it is undcrstood
from 2,000 to 3,000 officers may be
needed eventually for this work.
The announcement emplasized the
opportunity for young technicians
to qualify quickly for a reserve
commission in the Army, with
prospect for advancement as the
radio detector installation grows
more widespread.

Quick Response

A fortnight ago Great Britain
started a recruiting drive to secure
American volunteers for civilian
jobs operating the rapidly develop-
ing system of radiolocator stations
in the British Isles. Lively re-
sponse is reported, with American
technical organizations cooperating
in the effort. The British recruiting
drive was endorsed by President
Roosevelt and American defense
leaders.

According to the War Depart-
ment, applicants for the Signal
Corps commissions must be grad-
uate electrical engineers with radio
experience, or electronic physicists,
unmarried and without dependents,
physically qualified and between
21 and 36 years of age. Also, they
must agree to serve, if necessary,
outside continental United States.

Technically qualified men, re-
gardless of their present military
status, are eligible for appointment
as commissioned officers, the an-
nouncement said. Trainees already
inducted into the Army under se-
lective service and officers in other
branches of the Officers Reserve
Corps, as well as civilians, may
apply. Successful volunteers, upon
receiving commissions, will be sta-

KMOX’s Medicine

WHEN the Army takes over
the 20-story St. Louis Mart
building for a medical depot
on Sept. 1, KMOX will be
the only large tenant allowed
to remain. The new medical
depot will occupy more than
a million square feet of space
in the building, and plans
later to add 250,000 square
feet. The new depot will serve
three-fourths of the Army
camps in the country and
will be the largest medical
depot in the world. Merle S.
Jones, manager of KMOX,
has announced that plans for
enlargement of the studios,
which now occupy 40,000
square feet on the second and
third floors, are being held in
abeyance pending word from
Army authorities.

ticned at Fort Monmouth, N. J.,
for a brief course in military in-
struction before receiving train-
ing on equipment used by the air-
craft warning units, it was stated.

Although not revealing details of
construction and operation of the
U. S. detectors, the War Depart-
ment indicated the equipment oper-
ates on the same basic principle
as the British radiolocator [Broap-
CASTING, June 23]. The device spots
invading aircraft miles away, de-
termining altitude, direction and
distance, allowing interceptor
planes to rise and fight before
bombers can reach their objective.

It is estimated the British re-
cruiting effort is attracting 500 ap-
plicants per day. Just how much
this is cutting into the supply of
technicians needed by this country
is not known, although it is re-
garded as certain to affect the do-
mestic situation. The Army drive
also will have its effect, it is be-
lieved.

The netwwrks have raported that
the technician personnel problem
is becoming acute. It is impossible
to get competent technicians to re-
place those called to active duty,
one chief engineer stated. At NBC,
out of the New York staff of 25,
seven have been called into the
armed forces. At CBS, four have
Leen called.

75 STATIONS JOIN
ARMY NEWS GROUP

MORE than 75 stations have
pledged themselves to the mythical
Red, White and Blue Network of
the Morale Branch of the War De-
partment in an effort to bring pro-
grams of interest to men in the
service. News releases and other
pertinent War Department infor-
mation will be supplied weekly.
Many stations have already fol-
lowed the early morning program
format used by Capt. Gordon Hit-
tenmark, of the Morale Branch, on
WRC, Washington. Capt. Hitten-
mark was responsible for the crea-
tion of this new network. Stations
which have joined in the interest
of furthering morale among the
soldiers as well as to provide a
word picture of Army activities to

the civilian listener are:

Alabama, WHMA WJBY; Arizona,
KTAR KOY; Arkansas, KARK KLRA;
California, KDON KFXM KSFO KYA
KJBS KVEC KFSD KXO; District of Co-
lumbia, WRC WINX; Florida., WMBR-
WFOY WJHP WFLA WDAE; Georgia,
WMGA WMAZ WTOC: Illinois, WLS
WTAX: Kansas, KCKN WIBW KSAC.

Kentucky, WAVE WHAS; Louisiana,
WWL KWKH; Massachusetts, WMEX
WHDH WBZ-WBZA WCOP; Michigan,
WELL WXYZ WKZO : Mississippi, WCBI ;
Missouri, KMOX:; New Jersey, WTNJ
WCAP; New York, WOR; North Caro-
lina, WPTF WGTM WRAL WBT.

Oklahoma, WKY KFGG KVOO: Penn-
sylvania. WAZL WIBG WIP KDKA XKYW;
South Carolina, WCSC WIS WFBC WSPA-
WORD: Tenncssee, WDOD: Texas, KRLD
KTSM KROD KLUF KPAB KTSA WBAP-
KGKO KPRC; Virginia. WTAR WPID
WSVA; washington, KELO KIRO.

Good U. S. Jobs Open

EXECUTIVES for Government
service, to fill jobs ranging from
$8,000 down to $3,800 a year, are
sought by the Civil Service Com-
mission, Washington, which an-
nounced applications would be
closed July 21. No written exami-
nation is required but applicants
must show experience in adminis-
trative, scientific or industrial
management. A simple card form
(4000-ABC) can be obtained at any

Commission office or any first or
second-class post office. Additional !
application material will be sup- .

plied by the Commission when this
form is received.

Campbell Filler

CAMPBELL SOUP Co., Camden,
on July 7 is replacing Fletcher
Wiley on CBS with an open forum
program titled You're the Expenrt,
with Fred Uttal as m.c. and Ade-
laide Hawley, CBS women’s pro-
gram conductor, as first week
“guest judge”. The program, to be
heard five times weekly for the
four-week period of Wiley’s vaca-
tion, will use two questions per day
as sent in by listeners for discus-
sion by members of the studio audi-
ence. Cash prizes will be awarded
for the best answer, the second
best and the four runners-up.
Ward Wheelock Agency, Philadel-
phia, handles the account.

Dise Firm Changes Name

GENERAL SOUND Corp. is the new
name of Time Abroad Inc.-Brincker-
hoff Studios. New York recording firn.
The firm was originally formed in
1937 to handle foreign radio activities,
including time placement and pro-
gramming, but soon went into the
transcription field, Announcement of
the change was made by Time Inc.
Operation continues under direction of
9. V. Brickerhoff and Edgar T
Kampf,
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WAAC

CBS OUTLET WILL
GO THIS FALL TO

50,000 WATTS

providing full coverage of America’s
fastest-growing industrial area—the great

Te nnessee Valley

RESERVE YOUR SEAT ON
THE BANDWAGON NOW!

~J.T. WARD, Owner " PAUL H. RAYMER CO.,
F. C. SOWELL, Manager National Representatives




TRANSFER OF WFTL

TOHORTONGRANTED

ON ASSURANCES that the pur-
chaser has “diveste. himself of all
newspaper association”, the FCC
on July 1 authorized the transfer
of WFTL, Fort Lauderdale, Fla.,
to Ralph A. Horton, formerly a
vice-president and stockholder in
the Fort Lauderdale Times. Mr.
Horton, who is also in the real
estate business, buys the station
for $50,000 from Tom M. Bryan,
local contractor who built it and
placed it in operation in December,
1939.

Application for transfer of the
250-watt station on 1400 ke. was
filed last March, but along with
others involving newspaper inter-
ests it was placed in the pending
file by the FCC until disposition of
the projected newspaper-radio
hearings. Since then Mr. Horton
has advised the Commission that
he has no more newspaper hold-
ings, and the case was accordingly
withdrawn from the pending file.

Listener Loyalty to a Single Station
Noted in Rural Areas by Prof. Summers

A LARGE share of listeners in
farm areas concentrale practically
all of their listening on a single
favorite station, acording to con-
clusions reached in the fourth an-
nual Study of Radio Listening
Habits in the State of Iowa, con-
ducted for WHO, Des Moines, by
H. B. Summers, Kansus State Col-
lege, and F. L. Whan, U of Wichita.
The station is chosen “either be-
cause of its superior signal, or be-
cause of a liking for the general
program pattern characteristics of
that station,” according to the sur-
vey.

The Iowa listening study was
based on personal interviews with
men or women during the last two
weeks in March, 1941. Of the 9,246
families contacted, 8,761 had radio
sets in their homes. Interviewers
were students at colleges in Iowa;

in most cases they lived in the sec-
tion where the interviewing was
done. As customary, families inter-
viewed were carefully selected.
Checkup Question

A new question in the 1941 Sum-
mers survey asked those inter-
viewed to name the station or pro-
gram to which they listened during
each quarter-hour of a four-hour
period just previous to the inter-
view.

Since they also were asked to
answer questions about which sta-
tion they listened to most and also
heard regularly, the new four-hour
question provided a check against
other data. Comparison of replies
to the two sets of questions, ac-
cording to Dr. Summers, indicates
a close relationship in the figures,
tending to confirm their accuracy.

In studying early morning listen-

HTAT-9 P.MTHE SYMPHONIC HOUR
Tg:l:[ BAMPTON AND WILFRED PELLETIER

HL q
A B

—as much a part of Chicago and the Chicago

| landscape as Lincoln Park, the Water Tower,
or the Loop.
Chicagoans know WGN not only as the

radio voice of Chicago and the Middle West,
but also as a physical property to which
they point with pride. WGN is a Chicago
landmark,

This factor of being “rooted to the com-

munity’’ is a major contribution to WGN's
position as “First Station in Chicago and First
Chicago Station in the Middle West.”

A CLEAR CHANNEL STATION

Eastern Sales Ofice
220 E. 42nd St.
New York, N. Y.
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50,000 Watts . 720 Kilocycles

MUTUAL BROADCASTING SYSTEM

Paul H. Raymer Co.
Los Angeles, Cal.
San Francisco, Cal.

Really Remote

NEW record in remote broad-
casts is claimed by Lawrence
Heller, manager of WINX,
Washington. According to
Mr. Heller, the station aired
300 remote broadcasts in the
30 days from May 23 to June
23, including special events,
man-in-the-street shows and
broadcasts from the local
traffic courts.

ing, the survey shows that 21.8%
of sets are used before 7 am.;
45.9% before 7:20 a.m.; 51.9% be-
fore 8 a.m.

Analyzing types of programs
preferred by Iowa listeners, Prof.
Summers lists the choices in this
order (percentage of listeners in-
cluding each form of program ma-
terial among the five best-liked
types): News broadcasts, 77.3;
comedians, 71.5; audience partici-
pation, 49.2; popular music, 42.7;
variety shows, 38.7; complete
drama, 33.7; serial drama, 32.2;
sports broadcasts, 24.6; old-time
music, 23.0; religious music, 22.8;
merket reports, 19.3; band music,
15.2; talks, coment, 13.1; classical
musie, 11.1; devotionals, 10.7; talks
on farming, 9.1.

The survey, as usual, indicate.
particular program choices of Iowa
listeners. In each case listener:
again were asked to name their five
favorite programs. The first 25 pro-
grams selected were, in this order:
Fibber McGee; Aldrich Family;
Jack Benny; Bob Hope; WHO
News; Chase & Sanborn; Major
Bowes Amateurs; Dr. 1. Q.; Lux
Radio Theater; Kraft Music Hall;
Kay Kyser’s College; One Man’s
Family; Pot o’ Gold; Ma Perkins;
WHO Barn Dance; Battle of the
Sexes; Fred Allen; Maxwell
House; Mr. District Attorney;
Truth or Consequences; Hit Pa-
rade; Light of the World; Hymns
of All Churches; The Guiding
Light; Kate Smith Hour.

The survey, covering 70 pages,
also provides information on station
loyalty at various times of the day;
daytime listening by quarter
hours; listening by place of resi-
dence, by states and by counties;
effect of educational level on pro-
gram preferences; effect of age;
station preferences by counties.

Curtailed Fund Is Voted

For Monitoring Service

CONCURRING in House action
cutting requested funds, the Sen-
ate last Monday approved an item
of $600,000 in the Second Deficien-
cy Appropriation Bill to operate
the FCC’s new Foreign Broadcast
Monitoring Service during fiscal
year 1942. FCC Chairman Fly had
asked $674,414 at hearings before
an appropriation subcommittee.
[BROADCASTING, June 16, June 30].

Paring the FBMS appropriation
will “squeeze us pretty close”,
Chairman Fly commented, but
probably will not effect the size
of FBMS personnel or the amount
of equipment used by it, although
it will mean reducing certain ac-
tivities.
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1. Presto62-Atable
with lateral repro-
ducer, compensator
adjusting frequency
response for all
makes of records
and transcriptions
and scratch filter
complete in 3-A
cabinet. List price

2. Presto 63-Atablein 3-
A cabinet with provision
for mounting Western
Electric 9-A vertical-lat-
eral reproducer and se-
lector switch. List price
(less pickup) $220.00

$385.00 All Presto turntables em-
ploy a simplified drive
system consisting of a
live rubber tire on the
3. Presto 10-A turntable chassis in 3-A mounting cabinet, turntable rim driven by a
less reproducing pickup. List price $220.00 steel pulley on the motor

shaft—only 2 moving
parts requiring a simple
adjustment 2 or 3 times
a year—a design that has proven its excellence during two
years of daily service in broadcasting stations.

H_-

' )
Some users of the Presto Transcription Turntable
4. Presto 10-A chassis only for replace- Bl o o —
ﬁent of worn or mad'e'quate1 t”ablei. CBM SR WIAR WSYR
ounting dimensions 18" x 19%" x 5" CBO WBTA WJBC WTCN
Fits most standard cabiners. CFAC WCOP WKBC WTRY
List price $155.00 CEFPL wDZ WLBZ WWNY
CFPR WDGY WLLH KAST
CHLT WEAN WLNH KATE
CHNS WEBC WMAS KELO
CJLS WEEI WMEX KGFJ
cJocC WERC WNAC KGHF
CKAC WFAS WORL KICA
CKBI WFBL wOosu KMPC
CKCL WHAI wWOowo KRNR
WATN \WHBY WSAU KXL
Carl Fischer. Inc. Columbia Broadcasting System
Conn. Power & Light Co. Donley Recording Studios
Electro Recording Studios Hertz School of Music
John Keating Recording Studios Radio Recorders
Lansing Manufacturing Co. G. Schirmer, Inc.
U. S. Army-Recruiting Publicity Director
Veniura College Warwick & Legler  Yankee Stadium
5. Presto 11-A 12" dual-speed turntable chassis for port- J

able or stationary transcription reproducers, excellent for

sound effects equipment wherever a compact, high quality

table is required. Mounting dimensions 123" x 144" x 5" Order through your regular radio distributor. Catalog
List price $55.00 sheets with detailed specifications on request.

; In Other Cities, Phone . . . ATLANTA, Jack. 4372 - BOSTON, Bel. 4510

7 ] CHICAGO, Har. 4240 - CLEVELAND, Me. 1565 - DALLAS, 37093 . DENVER,
‘ Ch. 4277 - DETROIT, Univ. 1-0180 - HOLLYWOOD, Hil. 9133 .. KANSAS

CITY, Vic. 4631 - MINNEAPOLIS, Atlantic 4216 - MONTREAL, Wel. 4218

: PHILADELPHIA, Penny. 0542 - ROCHESTER, Cul. 5548 - SAN FRANCIS-
RECORDING CORP. 242 WEST 55th ST. N. Y. - €O, Yu. 0231 . SEATTLE, Sen. 2560 - WASHINGTON, D. C., Shep. 4003

i World’s Largest Manufacturers of Instantaneous Sound Recording Equipment and Discs
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VALUE OF MANUFACTURED PRODUCTS

o {IN MILLIONS)

SOURCE: Census
of Manufactures,
1939

N.C. VA TENN. GA AR LA KY. S.C AA

4/
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/NN
B

FREE & PETERS, Inc., National Representatives
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IT’S ONLY A MYTH, this White
Hat Club formed in Minneapolis by
Dr. George W. Young (left), owner
and manager of WDGY. But this
pure white Borsalino hat that Dr.
Young is presenting to C. L. Holt,
owner of Holt Motor Co., is the real
thing. The club has no officers, no
constitution and no bylaws. It
honors Minneapolis business pio-
neers who started cut on the well-
known shoe string. Mr. Holt was
the first charter member.

Bit of Everything

RECORD in versatility is
claimed by KOB, Albuquer-
que, for its Van Haaften.
Two years ago Van joined
KOB as press operator and
part - time announcer. Ten
months ago he was voted the
favorite announcer of Al-
buquerque High School stu-
dents and was awarded a
bushel of corn at a school
dance. Later he scored a hit
with feminine listeners on a
local women’s program. Eight
months ago, as a qualified
engineer, he aided in in-
stalling KOB’s new 50,000-
watt transmitter. And in
mid-May he was named pro-
gram director of the station.

Food Firm’s Test

J. R. HINES Co., Hogansville, Ga.,
new to radio, is running a 13-week
test campaign on WLAG, La-
Grange, Ga. The company manu-
factures Hines Brunswick Stew
and Hines Georgia Hash, canned
foods with heavy retail distribu-
tion in the Southwest. On WLAG,
the company is sponsoring a 30-
minute live-talent hillbilly jambo-
ree each Saturday from a local
theatre.

Sign Kate 3 Years

GENERAL FOODS Corp., New
York, has signed a three-year re-
newal contract for sponsorship of
Kate Smith and her Variety Hour
on CBS, to extend through June,
1944. Contract is non-cancellable.
The program went off the air June
27 for the summer to return in
September. The company has spon-
sored the show since September,
1937. Agency is Young & Rubi-
cam, New York.

Would Sell KBKR

ILOUIS P. THORXNTON, owner of
KBKR. Baker, Ore., has applied to
the FCC for permission to dispose
of his interest in the station by volun-
tarily assigning the license to the
Baker Broadeasting Co., of which
Paul V. and Dorvothea E. McElwain.
Buick and Chevrolet dealers from
Marshfield, Ore., each hold 6514
shares of stock with Glenn E. Me-
Cormick. of Eugene. Ore.. having 19
sharves and Lulu C. MeCormick, 1
share.

Materials Marked
For Repair Work

Allocation Program Covers
Communications Industry

ASSURANCE that matarials will
be made available for repair and
maintenance of broadcasting and
telephone and telegraph equipment
during the national defense emer-
gency was seen in a priorities allo-
cation program announced July 1
by the Civilian Supply Allocation
Division of the Office of Price Ad-
ministration & Civilian Supply,
headed by Leon Henderson. Priority .
status was established for materi- -
als necessary to keep commer-
cial broadcast and communications
equipment, as well as equipment
in other specified industries, in
good working order.

Applies to 26 Industries

The program covers 26 indus-
tries and services whose continued
operation is essential to public
welfare and maintenance of eivil-
ian supplies, OPACS explained.
Action resulted from growing de-
mands on raw materials for the
defense program, which made it
difficult for manufacture of repair
and maintenance materials and
eguipment to fill their orders. The
effect will be to assure continued
operation of essential industries
and services which otherwise might
have to curtail their operations be-
cause of lack of repair parts.

In another move on the defense
front, the Office of Production
Management recently introduced a
new organizational setup for stra-
tegic materials, designed to give
manufacturers a better opportu-
nity to present their problems of
material supply and to speed up
OPM action on these problems. Al-

. though the new arrangement points

toward better relations between
Government and business in con-
sidering defense priorities, it does
not indicate any substantial relief
in the distressing supply problem
for civilian broadcast equipment
manufactures, it is felt.

A commodity section has been
established in OPM for specific
items, chiefly raw materials such as
steel, zine, nickel and aluminum,
which will study the overall picture
pertaining to each commodity. Rep-
resentatives from all industries
using these materials will partici-
pate. From an individual point of
view, industry committees are be-
ing established, with representa-
tives of a particular industry mak-
ing up each separate committee.
The organizations will function in-
dependently, according to OPM,
with the industry committees as
purely advisory bodies and the com-
modity section executing definite
actions.

New BMI Music

MAURICE RUSSELL GOUDEY,
anthority in South American folk
mugie, has been named by Peer Inter-
national Corp., a BMI member pub-
lisher, to set up a catalog of the native
Latin American music¢ for the United
States. Also available for broadeasting,
according to BMI, are the publications
of Cundy-Bettoney Co., Boston.
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L/)..f};’ZEET Commuter Jones of Stanton,
I U Delaware. Though he lives

36 miles from Billy Penn’s hat, he’s as much a
Philadelphian as his boss who walks to the

office from Rittenhouse Square.

There are thousands of ¢«Philadelphians from
Delaware” and from Maryland and New Jersey
too. Most of them are ex-city folk who still
work in town and who still retain their big

city habits in buying and in radio listening.

For most of the Commuters Jones, Philadelphia
radio is WCAU*. For only clear channel, all
directional WCAU with its 50,000 Watts ade-
quately serve the area in which they live. And
that is just one of the many factors that makes
WCAU the powerful effective sales medium it
is in the Philadelphia market.

50,000 WATTS IN ALL DIRECTIONS

THE ONLY 1-A CLEAR CHANNEL STATION IN EASTERN
PENNSYLVANIA, DELAWARE, MARYLAND OR NEW JERSEY

Philadelphia + WCAU Building, 1622 Chestnut St.
New York City + CBS Bnilding, 485 Madison Ave.
Chicago, Ill.. Virgil Reiter, 360 N. Michigan Ave.
Boston, Mass.. Bertha Bannon, 15 Little Building
Pacific Coast « Paul H. Raymer Company

*WCAU is the most listened to station in all of Delaware. Facts
based on 50 mile Reuben Donnelley survey. Details on request.
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The personality stalion covering
the heart of Missouri, (370 Ke.
250 Watts, Affiliated with KXOK,
St Louis, Mo,

(0.P.)

THE MARK

OF ACCURACY, SPEED

AND INDEPENDENCE IN

WORLD WIDE NEWS
COVERAGE

UNITED PRESS

COMBINATION”

CHNS

THE KEY STATION OF THE
MARITIMES
Is as much a part of Halifax
as the Citadel Hill.

Located as it is in the Capital
City, it commands the largest
near at hand audience in the
Maritimes.

Ask JOE WEED
350 Madison Ave.
New York
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FCC Query on Press Issue

(Continued from page 14)

refuses to carry such display adver-
tising; whether the newspaper has
a regular radio editor, radio de-
partment, radio column or radio
page; whether the activities of the
station are “fairly and accurately
handled”; whether any newspaper
has refused to give space to press
releases or other news concerning
the station; whether any exchange
deals exist whereby free time is
given for station publicity.

News Service Contracts

Question 5 asks for a list of news
services used by the station since
July 1, 1933; whether any press
service has been discontinued and
why; whether the services are used
by any newspapers or other radio
stations in the same locality;
whether contracts with press serv-
ices contain any limitation on the
right of the station to use other
news services or news sources, or
on the right of the news service
to supply news to other stations
or newspapers in the same locality;
whether the contracts contain any
provisions which give the news
service the right to select or limit
the commercial sponsors of news
broadecasts using such services;
whether the station has ever expe-
rienced difficulty in obtaining news
from a press service which was
already serving newspapers or
other radio stations in the com-
munity.

Question 6 asks if the station
broadcasts any local or regional
news; if so, is it obtained from
any wire service. Also asked is
whether the station relies on news-
papers for such news; other sources
of such news; description of sta-
tion’s own staff or facilities for
gathering and reporting local news;
whether sources of local news are
used jointly by station and any
newspaper.

Editing and Sponsorship

Question 7 asks: (a) If you sub-
scribe to a news service or obtain
news from a newspaper, do you
use all the regular news as it comes
in from that source? (b) If not,
explain who does the actual edit-
ing and selection of news. (¢) Does
any newspaper sponsor any regular
news broadcast over your station?
If so, does the newspaper pay for
the sponsorship, or is it a courtesy
arrangement? (d) If you carry
sponsored news broadcasts, do your
agreements with the sponsors give
such sponsors the exclusive priv-
ilege of sponsoring news broad-
casts of any particular type over
your station? (e) Do sponsors par-
ticipate in any way in the partici-
pation of script for news broad-
casts?

Question 8 asks for a listing of
personnel who regularly perform
or participate in programs, or who
arrange, write or create program
material, who are in any way con-
nected with a newspaper.

Question 9 asks: (a) Does the

s !
BLUEST of the bluebloods in
Omaha, of course, is the reigning
queen of Ak-Sar-Ben, annual fes-
tival for which the city is famous
and vice versa. Here Her Majesty,
Gwendolyn Sachs, appears at the
microphone during the Ak-Sar-Ben
races. Tom Dailey, covering the
event for WOW, handed her a
Falstaff commercial when Her
Majesty hinted she had announc-
ing ambitions. She read neatly
what happened to be a semi-testi-
monial commercial which Sherman
K. Ellis Inc, had figured Tom
would read. Queen Gwen is daugh-
ter of Dr. Adolph Sachs, noted
medico.

Mountain Muffs

TWO fluffs have brightened
recent hours at KVOR, Col-
orado Springs. New version
of an old favorite was pulled
by Announcer Robin, who in-
troduced Dr. Lewis H. Knapp
of the English Department of
Colorado College in this man-
ner: “And now, Doctor Eng-
lish of the knapp depart-
ment”. In an ad lib interview,
Jimmy Burke, during a de-
partment store program,
said: “Well, of course, I'm
jus,t’; an interesting bystand-
er.

station submit its books, records or
accounting procedure in any way
for the inspection or supervision
of any person who is also an officer
or employe of a newspaper? (b) Is
authorization by any such person
necessary for the payment or dis-
bursement of any funds of the li-
censee? (c¢) Does any such person
exercise any control over the re-
ceipts, bank accounts or funds of
the licensee? (d) Is the signature
of any such person required with
respect to any withdrawals on any
bank accounts of the licensee?

Question 10 asks the respondent
to check whether any of the follow-
ing programs are submitted to any
person who is an officer or employe
of a newspaper for information or
approval: Granting of free time by
the station for the discussion of
public issues, advertising, news
broadcasts, other programs, station
personnel. The station is also asked,
with respect to the items checked,
to describe the relation fully, stat-
ing the name of the paper and the
position of the officer or employe
consulted.

Press Ownership

Tested at Hearing

WPAY Case Covers Charge of
Monopoly in City Election

THE ISSUE of newspaper owner-
ship underwent a preliminary test
last Monday during hearings con-
ducted in Washington on the ap-
plication of Chester A. Thompson,
Cleveland financier, to transfer his
50% of WPAY, Portsmouth, O.,
to the Brush-Moore Newspapers
Inc., holder of the other 50%. Mar-
cus Cohn, associate attorney of the
FCC, sought to produce testimony
that a monopoly of Portsmouth’s
only newspaper and station had re-
sulted in prejudice during the 1939
city elections.

Mr. Cohn brought to the stand
a onetime city councilman of Ports-
mouth, Russell Frizzell, who
claimed that during the 1939 city
campaign an address on behalf of
his own candidacy, and for which
he had paid, had been subjected
to censorship by the Portsmouth
Times, a Brush-Moore newspaper,
which opposed his election.

Bias Charged

Because he was against City
Manager Francis X. Sheehan’s
regime, Mr. Frizzell asserted, the
prepared script he had submitted
to Manager Ralph Patt had been
revised. Cross-examined by Horace
Lohnes on behalf of Brush-Moore,
Mr. Frizzell stated that if he were
a station manager and a political
candidate presented a speech for
approval, so long as it contained no
profanity or otherwise objectional
features, “I’d tell him to go ahead.”

Further charges by Mr. Frizzell
that the newspaper had been biased
in accepting paid political adver-
tisements on the day preceding the
election as well as in reporting
campaign news, were discounted by
R. F. Fletcher, manager of the
Portsmouth Times, who produced
newspapers showing the fairness
with which the paper had reported
the campaign news.

He also reiterated that the
Times had a definite policy of not
accepting political ads on the eve
of the election when the opposing
candidates were unable to recipro-
cate due to the time element and
proved his statement by producing
a copy of the election eve edition.

P. W. Seward, examiner presid-
ing at the hearing, agreed to keep
the record open to allow examina-
tion of press service contracts sub-
mitted by Brush-Moore attorneys
to see if they would have any ma-
terial bearing on the case.

The newspaper group proposes
to purchase the Thompson holdings
for $20,000. Brush-Moore is also
owner of WHBC, Canton, O., and
its newspaper chain includes the
Canton Repository, Steubenville
Herald-Star, Marion Star, East
Liverpool Review and Salem News
in Ohio and the Salisbury (Md.)
Times.
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NEW Western Electric
50KW

Blankets Pacific Northwest!

Throughout the Northwestern states, Western Canada and up
in Alaska, programs are now coming in with greater power, more
pep, higher quality. KIRO’s new Western Electric transmitter—
only 50 KW west of Salt Lake and north of Frisco—is on the air!

Features that contribute to its high quality signal and low oper-
ating cost are: Doherty Circuit; improved stabilized feedback;

automatic line voltage regulators; improved grid bias modulation.

Whether you want high or low power —AM or FM—it will
pay you to choose Western Electric for Better Broadcasting!

o o, oL o

. X
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WWNCo-operation

is Peerless Promotion
and Mighty Mer-
chandising. ...

It's the valuable ‘plus’
service that gets more
results for any adver-
tiser. ... It does

more to help you get

your share of the

bountiful business
to be had through
Western Carolina’s
listening-habit!

50% ABOVE
THE NATIONAL
AVERAGE/!

St. Petersburg has been above the U. S.
average for income tax returns per 1,000
people for the post several years. 1939

figures (latest available) show . . . .
St. Petersburg —___. 80 per 1,000
U. S. Average —____ 52 per 1,000

A sure indication of St. Petersburg’s above
the average prosperity. St. Petersburg is
only part of the Tampa Boy Areo—the
Class “'A" Market—covered completely
and economically by WTSP.

Added to this bargain—your advertising
is absolutely free every day the sun fails
to shine on. . . .

WTSP

St. Petersburg TIMES Affliate
A REGIONAL STATION
R. S. Stratton, Manager

St. Petersburg, Fla.

Represented by

Radio Advertising Corp.
New York ® Cleveland ® Chicago

Page 26 o July 7, 1941

IRE Votes for Appearances
At Hearings Involving Radio

Regulations Should Be Confined to the External
Performance, President Terman Asserts

A VOTE overwhelmingly in favor
of the Institute of Radio Engineers
being represented at govermental
public hearings affecting the radio
industry, for the purpose of pre-
senting the engineering view as a
guide to public policy, was given
by the recent IRE convention in
Detroit attended by more than 400
members.

Many technical papers on a wide
variety of subjects were read dur-
ing the three-day session. One con-
vention highlight was the presen-
tation of the Morris Liebmann
Memorial Prize to Philo T. Farns-
worth, noted televisicu inventor.
Another was the keynote address
of IRE President F. E. Terman,
delivered at the annual banquet.

The Big Fist

Discussing the history of Ameri-
can radio regulations, President
Terman, who is also head of the
electrical engineering department
of Leland Stanford U, said that
when the Federal Radio Commis-
sion was established some 14 years
ago, “a benign form of Govern-
ment regulation began gradually
to be applied, designed primarily
to allot available frequencies
among the applicants, in conform-
ity with natural laws and within
the limitations imposed by neces-
sary international agreements.

“It became necessary, also, to
begin policing the radio-frequency
spectrum, but the policies of the
Federal Radio Commission were
broadly based upon sound engi-
neering standards. No heavy reg-
ulating hand was laid upon radio
technical progress. Thus an ex-
cellent service developed which
received rapid public acceptance.
The Commission made no attempt
to usurp the engineering preroga-
tives of designers of broadcasting
transmitters and antenna strue-
tures.

“One tendency manifested by
regulation was to specify the in-
ternal aspects of station design
and control, and the methods and
equipment whereby the sought-for
external results, in the electrical
field, should be obtained. To en-
gineers it is evident that regulation
of station performance should be
altogether restricted to the specifi-
cation of external performance of
a station, and that in no instance
should tubes, transmitting arrange-
ments or circuits, station appara-
tus, measuring equipment or the
like be rigidly specified.

Heed Its Own Engineers

“The FCC has a competent en-
gineering division. Frequently we
have wished that the Commission
would heed the advice of its own
engineers. We of the Institute of
ecourse recognize that the regula-
tion of radio must be based in part

SCIENTIFIC
Philo T. Farnsworth (left) were
recognized by the Institute of Radio

achievements by

Engineers at its recent Detroit
convention when he was presented
the Morris Leibmann Memorial
Prize for the year. Dr. F. E. Ter-
man, IRE president and head of
the electrical department at Leland
Stanford U, made the presentation
for his electronics contributions.

on considerations other than tech-
nical.

“Nature determines how far
radio waves travel and how strong
they will be when they get there,
and no amount of political gerry-
mandering will give good service
to listeners if nature’s laws are
violated.

Go to Washington

“Apparently the Institute will
have to do what everyone else is
doing—go to Washington with its
story. There we must make our
collective voice heard in advocat-
ing the application of sound en-
gineering principles, and, in the
proper places and at appropriate
times, urge legislation and regu-
latory policies consistent with such
principles. I believe our position
should be, first, that the interest,
convenience, and necessity of the
public obviously are best served by
adopting technically correct and
economically sound bases for reg-
ulation, rather than by major con-
sideration of political situations,
or of sectional and commercial
rivalries; second, that the inter-
ests of the public and of radio en-
gineers in the regulation of radio
are identical, because of the fact
that radio can continue to grow as
a public service only so long as it
serves the public well.

“Hearings are being held before
the Senate Interstate Commerce
Committee which indicate that the
Commission, Congress and the in-
dustry are unhappy about some-
thing. Perhaps this is an indica-

tion that the Communications Act’

of 1934 is out of date and does
not now meet the requirements of
a greatly advanced radio art. The
Institute believes that these diffi-
culties could be eliminated to a
large degree if Congress would
recognize this fact and would con-
sider the drafting of a new act.
Perhaps this would lead to other

hearings designed to obtain the
views of all interested parties. At
that time there should be present
an opportunity for the Institute to
assist in formulating such legisla-
tion as will encourage progress
and assure improvement in the
radio services of our country.

Defense Progress

Touching on national defense,
Prof. Terman said radio and its
allied arts “will have much to do
with the placing of force where
force is needed in the event this
country goes to war.” In addition
to communications, there are new
and complex applications of elec-
tronic techniques in navigation
and in locating the enemy troaps,
ships or planes, he said. “The most
intricate military control equip-
ment, much of it basel upon radio
devices, will be commonplace in our
services when and if war comes
to us.”

Furthermore, he stated, “con-
fronted with shortages of certain
strategic materials which up to
now have been used freely in all
radio equipment, we shall have
to design many of our transmitters,
receivers, and so on, with sub-
stitute materials and by new
methods.”

Pointing out that the commercial
and university laboratories, in
which the major forward steps in
the radio field have originated,
have recently greatly expanded
their activity, he declared the
products of these laboratories will
be of “inestimable value to the
United States for military and
commercial purposes”.

Drop Latin Drive

STATE DEPARTMENT has defi-
nitely cancelled the $600,000 cam-
paign launched last April to im-
prove United States relations
through South American news-
paper advertising. Official reason
for the cancellation is that steam-
ship lines could not accommodate
tourists coming into the United
States. However, it was reported
elsewhere that American diplo-
matic officials in South America
had objected to the campaign be-
cause they were not consulted.

Don Lee S. F. Plans

A SITE has just been picked by
Don Lee officials for a television
and 50,000-watt FM station in the
San Francisco Bay area, it was
announced by William Pabst, gen-
eral manager of KFRC, San Fran-
cisco outlet for Don Lee and Mu-
tual. The spot is on Marlborough
Terrace, in Berkeley hills, due
east of San Francisco across the
bay. Date for start of construction
has not been set, according to Mr.
Pabst. KFRC studios in the Don
Lee Building on Van Ness Ave.,
San Francisco, will be remodeled.

KMPC Site Approved
KMPC, Beverly Hills, Cal., has been
granted permission by the Los Angeles
City Council to erect a new transmitter
and three towers of 350 feet each on
a 23-acre site at Burbank and Cold-
water Canyon Avenues. Make of tow-
ers to be erected have not been selected,
but new transmitter will replace one
currently at 8Sth St, and Compton
Ave., Los Angeles.
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o The latest data gets out of date
before WISV can publish it, but Uncle
Sam’s recent census hinted at what is happen-
ing to Washington, D. C. The town is booming!
So is its purchasing power, according to swell-
ing employment records and payrolls.

To WJSV these things spell more market than
ever. So, to woo newcomers, we have arranged
with the Washington Daily News for 150 lines of
space every day on the radio page to tell about
WJSV-CBS programs.

Added to the station’s daily radio column in
the Washington Post . . . its regular space in the
Washington Shopping News ... its generous win-
dow displays in the largest local chain drug
stores...this new arrangement gives further
assurance that latest arrival and old resident
alike in the Washington area will choose WJSV
for entertainment and information.

Aggressive promotion like this has made
WISV the best radio advertising medium in the
nation’s wealthiest per capita market.

W.' SV COLUMBIA'S STATION FOR JLI FY I RRE- V) IRE ST DR/ B

Owned and operated by CBS. Represented by
Radio Sales: New York, Chicago, Los Angeles,
Detroit, St. Louis, Charlotte, San Francisco
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Without Hysteria

IT'S HIGH TIME for a little calm, cool con-
gideration of the unholy mess in which the
industry finds itself as an outgrowth of the
chain-monopoly situation. The breathing spell
since the hearings on the White Resolution
recessed June 20 affords opportunity for a
quick inventory.

Heads were lost on all sides during the
embroglio that reached high pitch at the
Debacle of St. Louis. Dead cats and dessicated
mackerel were tossed about with abandon—a
spectacle that didn’t do either radio or the
FCC any good. But all that is past and should
be forgotten, though there are wounds that
won’t heal quickly.

The real task is to make the best of a bad
situation. In the end, the only matter of im-
portance is service to the public. The hearings
on the White Resolution helped clear the at-
mosphere, though harsh words were spoken.
The testimony, we believe, revealed that the
FCC was wrong in summarily proclaiming
regulations, the effect of which obviously
would be to injure, seriously and irreparably,
not merely going concerns in broadcasting but
service to the public. By the same token, the
need for improvement in the broadcast struc-
ture as a whole was demonstrated.

But there also is the question of jurisdiction.
And on that score an irrefutable case was
made for a new statute, clearly defined, which
would make these improvements possible and
remove any doubt as to authority.

FCC Chairman James Lawrence Fly has
been the spearhead in the strict-regulation
move. It must be apparent to him and his
majority colleagues that the industry, by Aug.
2, cannot be remolded and continue to provide
an adequate public service. Logic, therefore,
would seem to dictate a postponement of the
regulations, on the FCC’s motion, and intro-
duction of the conference method in working
out plausible means of improving service to
the public.

Because this is no time to gamble with an
industry, whose service is so vital to the public
welfare, we fervently hope that reason will
prevail.

Let’s have a postponement of all the rules,
and a reappraisal of the whole situation.

Let’s have an agreement on a new statute,
which would take the guesswork out of broad-
cast regulation.

President Roosevelt, at this writing, has not
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yet seen fit to rename Frederick I. Thompson
to the FCC after a two-year tenure. It will be
conceded, however conscientious he might have
been, that Mr. Thompson was far from a
steadying influence. There is an opportunity
for the Administration to make a new appoint-
ment, We would prefer to see a merit promo-
tion from the ranks, but if that is not ex-
pedient, why not a practical broadcaster?
Whatever the shortcomings of the law, Govern-
ment is as good or as bad as the men who
run it.

Now that all sides have blown off with
reckless abandon, we believe things can be
accomplished. We hope it can be done without
hysteria.

The Boomerang

LAST WEEK in these columns we discoursed
on the action of the Navy in buying about a
million dollars worth of space in small news-
papers to promote Navy enlistments, while
continuing to get more and better free spots
for radio. But we overlooked one factor—more
important to radio than the mere dollars it
loses to a competitive medium.

Just a year ago, it will be recalled, the Army
placed a quarter-million dollar newspaper cam-
paign and eschewed radio. There was an imme-
diate howl from smaller stations. The reason
was not the loss of revenue. It developed that
competitive newspapers began soliciting local
radio accounts, using as their sales clincher
the argument that the Government uses radio
because the time is free. But when Uncle Sam
wants results, they hammered, he buys space
in the newspapers.

For the local station, sales pressure of this
kind is difficult to talk down. To offset this
competitive attack, Maj. Gen. E. 8. Adams,
adjutant general, at the time publicly pro-
claimed the “great power of radio in reaching,
effectively, the great mass of the people of
the country with any message or program in a
minimum of time”, and called it a “tremendous-
ly efficient force” whether it be a commercial
sales campaign or one of public service.

The Navy, it appears, is heading in the
same direction. Radio does not begrudge the
loss of the appropriation for purchase of news-
paper space, though it believes it is entitled
to equal consideration.

But it does vesent this weaning away of the
very business which makes it possible to donate
time to disseminate Government information.

GETTING MOST OUT OF THE
COMMERCIAL

By JOSEPH J. WEED
President, Weed & Co.

FIRST GOAL of every advertiser using

radio is to sell. It would be silly to make

any bones about that. Once the adver-

tiser lays down hard cash on the line, he
anticipates something substantial in return.
Hence, as much attention must be given the
sales portion of the program as that given to
talent selection and program production. And
it is apparent that the “sales portion” means
the commercial announcement.

It is surprising how this all-important mer-
chandising device is misused or misapplied by
many advertisers making large network or
spot broadcasting expenditures.

At the outset, I concede that many users of
radio time will differ on a definition of the
commercial announcement. Some advertisers
believe that the sales spiel should be a mere
blurb—the bare mention of the product or
service—and others think it should be a com-
plete marketing discourse. And there’s still a
group adhering to the idea that a happy me-
dium must be struck with medium-length plugs.

Actually, any of the suggestions may be
right. Now, that sounds like an easy solution.
But it isn’t. Any one may be right, but only
when it applies appropriately to the merchan-
dising or institutional goals of the advertiser.
And, also, the length and styling of the com-
mercial announcement must be made to fit into
the entertainment portion of the program as
harmoniously—and painlessly—as possible.

The code of the NAB, as well as station and
network policies, have definite limitations on
the length and frequency of commercial an-
announcements. Yet, it is obvious that the mere
timing of the announcement is far from the
full task of shaping your sales effort for the
best possible results.

Usually, the nstitutional type of radio ad-
vertisement merely attempts to create and
maintain an atmosphere that would tend to
promote a subconscious demand for the prod-
uets or services of the advertiser. Obviously,
this is limited to very large manufacturing
firms or public utilities. The direct selling
type of announcement is the one most in de-
mand for products with constant “repeat
order” consumer demand, and the same prin-
ciples apply to direct selling via radio as to
merchandising efforts in other advertising
media.

Hence, it is apparent that nearly every ad-
vertiser can use the direct selling technique
more conveniently than the institutional
method. There certainly is less chance of going
wrong. Few firms are so entrenched that the
use of mild, institutional copy is all they need.

As an advertising medium, radio must be
looked upon in the same light as the printed
word. It is true there is a marked difference
in the fact that the radio sponsor is concerned
with the entertainment or “editorial” side of
his program, but it is also true that the entire
program can reflect his merchandising bid.
The songs, comedy, music, etc., which he pays
for are as much a part of his sales message
as the actual commercial announcements.

But it is the actual delivery of the sales spiel
that should be the selling crescendo, and it
shouldn’t be passed off superficially. The sales
message must be forceful. There has been too
much talk of sugar-coating it. What the com-
mercial announcement really needs is a dash

(Continued on page 38)
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OTTO SORG SCHAIRER

IF THERE is one person in all
radio who links the horse-and-
buggy days with the most modern
gateway into the future of radio
science, he is Otto Sorg Schairer,
62, vice-president of RCA, whose
latest big job is to direct the new
RCA Laboratories at Princeton,
N.J.

Modest, thorough and tireless,
Otto Schairer has long had this
dream of the world’s largest radio
research laboratories. And now,
since he is one to dream but not let
dreams become his master, he is
seeing the dream come true. This
spring he is surrounded with maps
and architects, blueprints and con-
tracts. This summer he will see
the laboratories take form on 300
acres of Jersey land as the vision
turns into reality, marking a mile-
stone in the further development
in American industry.

Otto Schairer is one who has
abiding faith in the future of ra-
dio. He knows how electronic de-
vices can speed the wheels of in-
dustry and national defense. In
fact, “OS” is an old hand at watch-
ing wheels go round on the ave-
nues of progress. Transplanting
the work of inventive minds into
commercial products and new serv-
ices in the public interest has been
a job to which he has devoted his
life since his schoolboy days, when
he worked in his father’s shops at
Saline, Mich., where carriages, wa-
gons and harnesses were made by
hand.

Establishment of the new labora-
tories, Mr. Schairer says, is prog-
ress in keeping with the rising
commercial and national defense
demands on the radio industry.
Usually, he points out, the gap
between research and manufactur-
ing is the weak point in getting
new products into public use. He
sees RCA Laboratories bridging
this gap; for it will permit a high
degree of coordination between lab-
oratory development and commer-
cial product, Furthermore, he

points out that this coordination,
plus improved research facilities,
means more and better products.

Although he has played an im-
portant role in America’s phenom-
enal development of household elec-
trical appliances and radio, the
name Otto Schairer seldom has
appeared in public print—he avoids
personal publicity. Not many know
it, but he was one of the pioneers
in promoting such devices as elec-
tric refrigerators, electric wash-
ing machines and other motor-
driven and electrically heated ap-
pliances from the laboratory to
wide public use.

Graduated from the University
of Michigan in 1901 and receiving
his B.S. degree in electrical en-
gineering in 1902, Otto Schairer
entered the service of Westing-
house at East Pittsburgh as a
graduate student, or apprentice.
A year later, he was transferred
to the organization’s patent depart-
ment.

This type of work pointed to the
necessity for an understanding of
law, so he began studying law at
night. He was admitted to the bar
in Pennsylvania in 1912 and later
to the U. S. Supreme Court. Ever
since these earlv days of his ca-
reer, Schairer has specialized in
patent law.

After George Westinghouse re-
tired from active service in 1919,
Otto Schairer was appointed di-
rector of patent development and
assumed many of his duties in
developing new products.

One of his first undertakings
was to interest his company in
the radio business through the de-
velopment and acgquisition of im-
portant patents. Quick to grasp
the significance of broadcasting
in mass communication and enter-
tainment, he was a member of the
group which later planned the pio-
neer broadcasting station, KDKA,
Pittsburgh.

Schairer was one of the first to
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NOTES

GERALD C. GROSS, assistant chief
engiueer of the FCC in charge of
bhroadcasting, has been named to the
executive committee of the Federal
Radio Eduecational Committee, sue-
ceeding Andrew D, Ring who recently
resigned to enter private engineering
consulting practice and whose FCC
post Mr. Gross now occupies.

HEXNRY GERSTENKORN, has been
appointed national advertising serviee
manager of Don Lee Broadeasting
System. Hollywood, Edward Kemble,
formerly network commercial traffic
manager. has taken over Gerstenkorn’s
former duties of merchandising di-
rector,

WILLIAM SCHMITZ recently joined
819. sales staff of KWUJJ, Portland.
re.

WILLIAM HACKEMANN, assistant
to John R. Carey, CBS manager of
bunilding operations, on June 27 joined
Gruuman Aireraft Engineering Corp.,
Bethnage, Lonug Island. On June 26,
Myr. Hackemann married Iris E. Stout
of Floral Park, L. L

J. C. MORGAN. formerly program di-
rector of KSFO, San Francisco. has
been named manager of FM station
KALW. operated by the Samuel
Gompers Trade School. affiliated with
the city eduecational system in San
Francisco.

J. ROY McLEXNNAN., head of JMcLen-
nan Adv. Service and Eastern Shore
Artists Bureau, Salishury, Md., has
been appointed sales manager of
WFMD. Frederick. Md.

recognize the possibilities in tele-
vision. He persuaded the Westing-
house company to sign a contract
for the development of the inven-
tions of Dr. V. K. Zworykin, now
head of the Electronics Division
of RCA Laboratories. Dr. Zwory-
kin is the inventor of the Icono-
scope, the electronic eye which
made possible an all-electronic sys-
tem of television; also the Kine-
scope tube which reproduces the
picture at the receiving set.

In 1926, Schairer was made man-
ager of Westinghouse’s patent de-
partment. Three years later, he
was appointed director of patent
development of RCA. Within a
short time he was placed in charge
of the RCA license department,
which was merged with the patent
department. He became a vice-pres-
ident in 1930.

Throughout his 12 years with
RCA, Otto Schairer has been
closely associated with research ac-
tivities, directing and guiding
scores of new ideas and improve-
ments.

In 1905 he married Elizabeth
Blanche Swift at Battle Creek,
Mich. Their home is in Bronxville,
N. Y. They have three children—
George Swift Schairer, chief aero-
dynamicist fer Boeing Aircraft
Co., Seattle; Dr. Robert Sorg
Schairer, aerodynamicist for Doug-
las Aircraft Co., Santa Monica,
Cal., and Julia Elizabeth Schairer,
a librarian., His hobbies are pho-
tography and golf.

EDWARD TOMLINSON. news ana-
Jyst. lecturer and authority on Central

and South America, lhns been ap-
pointed Inter-American advisor to
NDBC. Myr. Tomlinson, who has been

conducting NBC-Blue's The Other
Awmericas program, will advise NBC
on program policies and content of in-
dividual broadecasts bearing on rela-
tions hetween the U. 8., Canada and
the 21 republics south of the Rio
Grande,

WALLIE WARREN. manager of
KOH. Reno, is back at lhis desk after
a six-week absence caused by an oper-
ation which confined him to a hospital
for three weeks. Merrill Inch has been
promoted to KOH commercial man-
ager, succeeding Jerry Cobb, and Herb
Smith, of Portland, has taken his place
as continuity director.

IIAROLD E. FELLOWS. manager of
WEE]I, Boston, has been appointed to
the advisory board of Burdett College,
Bostomn.

L. JEROME DUMAHAUT, commer-
cial maunager of CKLY. Windsor-
Detroit, has been elected to the board
of directors of the Aderaft Club of
Detroit.

Al. SHEEHAN, of WCCO. Min-
neapolis, has been appointed to handle
two of the main features of the Min-
neapolis Aquatennial, the “Summer-
time” stage show, which will run
nightly during the Aquatennial in the
Minneapolis ~ Auditorium. and the
Aqua  Follies, water punorama at
Cednr Lake in Minneapolis. Sheehan
will be in complete charge of assemb-
ling talent and staging both shows.

ED JANSEN accountant executive of
KSRO, San Francsico, recently re-
signed to go to Tacoma, Wash.. where
he will operate and manage his new
station. KTBI, owned by Tacoma
Broadeasters, which will soon go on
the air. It will operate on 1490 ke.
with 250 watts.

A. A McDERMOTT, of the Montreal
office of Stovin & Wright, station rep-
resentatives, has been transferred to
the Toronto office. Lovell Mickles Jr.,
remains in charge at Montreal.

ROBERT W. CARPENTER, audi-
tor of KMOX, S8t. Louis. has been
promoted to the sales department.
Robert De Voe, of the CBS New York
auditing staff will assume the KMOX
auditing position.

J. SOULARD JOHNSONXN, sales pro-
motion director of KMOX. St. Louis,
is to teach night classes at Washing-
ton U on radio advertising during the
1941-42 semester.

TED G. McCORKHILL. representa-
tive of the Arthur Hagg Co. in the
Oklahoma City area, has assumed the
temporary commercial managership of
KTOK. Oklahoma City, in the ab-
sence of Kenyon M. Douglas, ill with
pneumonia.

EDMUND A. CHESTER. CBS direc-
tor of shortwave and Latin American
programs is the father of a girl,
Patricia. born June 26.

MORRIS MILLER, formerly assist-
ant general counsel of the U. 8. Hous-
ing Authority as well as special assist-
ant to the director of defense housing
of the Federal Works Agency, has
hecome associated with the Washing-
ton law offices of Dempsey & Koplo-
vitz,

ROGER W. CLIPP, manager. has
been elected a vice-president of WFIL
Rroadeasting Co., following the acqui-
sition of 1009 interest in the station
by Lit Brothers department store
[BROADCASTING, June 301. Samuel R.
Rosenbaum continues as president.
and George H. Johnson, president of
the store, becomes chairman of the
board.

Lewis W. Abbott Retires
LEWIS W. ABBOTT. for six years
gencral manager of the installation de-
partment of Western Electric Co.,
New York. on June 30 retired after
more than 40 years with the Bell Sys-
tem. He is succeeded by Gustaf A,
Johnson, formerly W-E personnel di-
rector.
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BEHIND
SAAIKE

LIEUT. RICHARD K. BARD, for-
mer publicity director of WNEW,
New York, now assistant public rela-
tions officer at Fort Dix, N. J., has
been trausferred to the bureau of pub-
lic relations of the War Dept. in
Washington.

WILMA GWILLIAM has returned to
the promotion department of WLS,
Chicago, after an absence of three
years.

ROBERT S. WEBSTER, recently
general manager of WCED, DuBois,
Pa., and at one time with WCAE,
Pittsburgh, and WHAM and WSAY,
Rochester, has joined the announcing
and ({n'oduction staff of WRVA, Rich-
mond.

WIN PORTER, announcer of the 920
Club on WORL, Boston, on June 21
married Katherine Jackson, recent
graduate of Radcliffe College.

PAUL PEARCE, Hollywood pro-
ducer, is in charge of the weekly CBS
Southern Cruise program started July
4 on that network and shortwaved to
Latin America. He replaces Ken Niles.
originally announced as producer. Lud
Gluskin is to be musical director.

DAN HYLAND Jr. and Al Wilmarth,
formerly of WSAR, Fall River, Mass..
have joined the announcing staff of
WPRO, Providence,

BILL GOODWIN, Hollywood an-
nouncer, has been signed in that ca-
pacity for the weekly Tayton's Tattler,
with  Jimmy Fidler. commentator,
sponsored by Tayton Co. (cosmeties),

7 CBS Pacific Coast stations,

on T
starting July 11.

McCosker Named

ALFRED J. McCOSKER,
president of WOR, New
York, and chairman of the
MBS board of directors, has
been elected a member of
Song Writers' Protective
Assn., according to Irving
Caesar, president of the asso-
ciation. Mr. Caesar stated
that an honorary membership
had been offered Mr. McCos-
ker, but that the latter upon
his own request had been ac-
cepted as a regular dues-pay-
ing member. He explained
that Mr. McCosker’s work as
a song writer during his
early career in the show and
radio business gqualified him
for membership.

BARTON BACHMANN, faculty
member of Riverside College and head
of the Riverside Opera Assn,, has been
named progam director of Broadecast-
ing Corp, of America, headed by W,
L. Gleason, which is building the new
KPRO, Riverside, Cal.

H. GILLETTE MALCOURONNE,
formerly program director of WJLS,
Beckley, W. Va,, has joined the an-
nouncing staff of WCLO, Colum-
bus, O.

IDELLA GRINDLAY of NBC pro-
duction division has been named office
manager for that department.

TIIOMAS RISIIWORTH of the NBC
Public Service Division has been
elected member-at-large of the Nation-
al Council of the Boy Scouts of
Ameriea.
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PAUL RITTENHOUSE of the NBC
Guest relations Division will marry
Gerry Bicking, secretary to John W.
Ellwood of the International Division
of NBC on July 12. Elizabeth Hoff-
man, in the French Department of the
NBC International Division, has just
announced her engagement.

WILLSON M. TUTTLE, director of
the CBS Big Sister program on Junc
27 married Alice Frost, star of the
show.

GLENN KING, formerly of KSFO,
San Francisco, has joined the produc-

tcion gepartment of KROW, Oakland,
al.

HERB DAHLEN, new to radio, and
Howard Fisher, formerly of KFDA,

Amanllo, Tex., have joined the an-

a‘ouncing staff of KPAC, Port Arthur,
ex.

LES COX, special events director and
announcer of KGF'W, Kearney, Neb.,
on June 15 married Elizabeth Ilene
Rossen, known on the air as June Lee.

SHERWOOD DURKIN, formerly of
KCKN, Kansas City, has joined the
announcing staff of WCBS, Spring-
field, X1l

TONY WHEELER, announcer of
WPFIL, Philadelphia, and Joan Lane,
model, have announced their engage-
ment. They are to be married in Sep-
tember.

GAYLORD TAYLOR and Warren
Cato have joined the staff of KTRB,
Modesto, Cal.

WESLEY MEARS, formerly of the
CBS Hollywood public relations de-
partment, has been promoted to the
announcing staff.

BEN ALEXANDER, NBC Holly-
wood commentator and announcer, and
ggizabcth Robb will be married July

TERRY ALYN has joined the an-
nouncing staff of WDAS, Philadelphia.
Miss Alyn will also be in charge of
special events.

FFRANK DUNNE, formerly of
WTAG, Worcester, Mass, and Joe
Ripley, of WSLS, Roanoke, Va., have
joined the announcing staff of WOR,
New York. replacing Alois Iavrilla,
now a WOR newscaster, and Jerry
Lawrence. m.c. of OR's all-night
show, Tony Randall, from KVOO,
Tulsa, succeeds Dunne at WTAG.

FRED GARRIGUS, of WEEI Bos-
ton, ig the father of a baby boy born
recently.

JOE BYARS, announcer of WCBI,
Columbus, Miss., is the father of a
newly-born girl, Virginia Clair,

CHARLIE HOLT, announcer of
WCBI. Columbus, Miss.,, on June 28
l\li}}l'l’ied Connie Smith, of Artesia,
Miss.

THOMAS STEENSLAND, a gradu-
ate of U of South Dakota where he
was connected with KUSD, Vermil.
lion. has joined the announcing staff
of K8CJ, Sioux City, Ia.

GRAYSON ENLOW, formerly of
WING and KVAK, has joined the
nCunouncing staff of KMBC, Kansas
ity.

FERN SHARP

A WIDE EXPERIENCE in under-
standing and dealing with the prob-
lems of the homemaker has built up
a large and loyal following for
Fern Sharp, women’s commentator
of WBNS, Columbus, O. Just re-
cently she rounded out four years
on the Round Robin Review in ad-
dition to conducting other success-
ful programs for local and national
advertisers. Her appealing air-per-
sonality has led many sponsors to
introduce new products on her pro-
grams. Previous to entering radio
Fern had an extensive business
training with the food field on news-
papers and magazines in addition
to six years with home service di-
vision of the Borden Co. Too, she
gathered knowledge in her field
while traveling through Europe
where she studied the habits and
homes of the people, and gathering
many ideas which she has been able
to apply to the American way of
living. Creative ideas which put va-
riety into the humdrum of every-
day living have been Fern Sharp’s
special talent.

SID EIGES, former cable editor of
International News Service and pre-
viously Pennsylvania manager of INS,
has joined the NBC press department.

MYRON DUTTON, NBC Hollywood
producer, is the fither of an 8-1b. boy
born June 29.

STUART L. HANNON, announcer-
newscaster, formerly of KOIN, Port-
land, Ore., has joined KROW, Oak-
land, Cal.

BETHYL DAVIS, graduate of Cen-
tral Missouri State Teachers College,
has been named music librarian of
KMBC, Kansas City.
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Thoms Seeks Interest

In Project at Charlotte

H. H. THOMS, owner of WISE,
Asheville, N. C., will purchase 25%
of the stock of the new WAYS,
Charlotte, which the FCC last
April authorized for construction,
using 1,000 watts on 610 ke. Ac-
cording to B. T. Whitmire, man-
ager of WFBC, Greenville, one of
the three present stockholders in
Inter-City Advertising Co., which
holds the construction permit, the
station is scheduled to go on the
air about Oct. 2. Government pri-
orities, he stated, are holding up
equipment delivery, but an 86-acre
tract is being cleared and founda-
tions ‘for ‘four -306-foot” Monotube
towers have been dug.

In addition to Mr. Thoms and
Mr. Whitmire, the stockholders are
George Dowdy, president of the
company who is president of the
North Carolina Merchants Assn.,
and Horton Doughton, son of Rep.
Robert Doughton (D-N. C.), chair-
man of the House Ways & Means
Committee. Mr. Doughton is a
merchant and cattleman and is
secretary-treasurer of the new
company.

Witt Re-elected

HARRY W. WITT, CBS South-
ern California sales manager, was
re-elected for the second year
president of the Southern Califor-
nia Broadcasters Assn., at its an-
nual meeting
held June 23 in
Los Angeles. Ben
McGlashan, own-
er of KGFJ, Los
Angeles, was
elected vice-
president, with
Lawrence Mec-
Dowell, commer-
cial manager of
KFOX, Long

Mr. Witt Beach, as secre-
tary-treasurer. Fox Case, CBS
Western division public relations
director, will again serve as chair-
man of the legislative committee.
Calvin Smith, manager of KFAC
was reappointed chairman of the
agency recognition and code com-
mittee. Van Newkirk, program
operations director of Don Lee
Broadcasting System, has been
made education committee chair-
man. McGlashan also is engineer-
ing committee chairman.

LaHay Joins WCKY

WAUHILLAU ANN LaHAY, for
the last four years woman’s com-
mentator of KLZ, Denver, last
Monday joined WCKY, Cincinnati,
as commentator and home eco-
nomist. Miss LaHay will handle
two half-hour programs daily on
WCKY-—Lady, Lend an Ear, 8:15-
8:30 a.m., assisted by Al Bland and
Bernie Johnson of Morn Patrol,
Franklyn Stewart and Mabel
Fields; and Milady’s Matinee,
3:30-4 p. m., with transcribed
musie and Announcer Bob Little.

Ezra Stone to Be Called
EZRA STONE, radio’'s Henry of The
Aldrich Family, sponsored by General
Foods. on NBC-Red Thursdays 8:30-9
pm, (EDST), passed his Army medi-
cal examination June 25 and was told
by Selective Service officials Le wonld
be ealled into the Army within 30 days.
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90,000 housewives visit some Chicago grocery store daily via
WBBM's “Shopping with the Missus.”” Built for a specific
purpose, this point-of-sale show opens new outlets and cre-
ates constant dealer support. Further, it is a top favorite
with listeners. Sponsored for four years, it is a typical sample
of WBBM showmanship that counts at the cash register.

Ny Lig

P .
Chicago is just the start of WBBM’s 2,242,080 family market.
New England or the Pacific states compare in retail sales and
population with the 115 rich counties you reach with WBBM
alone. And remeinber, every year since 1925, WBBM has car-
ried more of the advertising to this market than any of the
four other major Chicago stations. Currently, we're carrying
about 209, more business than the second choice station.

)
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So successfully did WBBM design
its new farm show that shortly
after it started it was three-fourths
sponsored. And sponsored on a 52-
week contract by one of the wisest,
most experienced farm advertisers.
Bonnie Blne Eyes and Smilin’ Bob
Atcher, ahove, are the musical stars
that help fit the show to the taste of
over two million rural listeners.

Chicago dealers, by survey, prefer
the strong programming of WBBM
over all other stations. Says Carl
Ochsenschlager, President of 1llinois’
Independent Food Dealers, “The
independent grocers of illinois know
and appreciate how effective W BBM
shows are in selling their customers.”

Owned and operated by
the Calumbia Broadcasting System

Represented by RADIO SALES:

New York, Chicago, Detroit, St. Louis, C
Charlotte, Los Angeles, San Francisco
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swering You, has been started

by the Canadian Broadcasting

Corp. to assist Canadians in
learning things they want to know
about England in wartime. CBC
listeners send in questions to CBC
at Toronto, and British Broadcast-
ing Corp. get experts and others
to give the right answers.

* * *

Food Label Quiz

A QUIZ GAME on popular food
labels is conducted on KSAN, San
Francisco, each Friday. The pro-
gram broadcast from a huge new
market in the city includes inter-
views with shoppers, inviting them
to play the game in a morning
and afternoon broadcast from the
market.

TRANS-ATLANTIC quiz, An-

Yurcly PROGRAMS

Defense Bulletins
BULLETINS from Washington
calling for volunteers in the Army,
Navy and Marine Corps as well as
civil service opportunities for
skilled labor are broadcast in Call-
ing All Men, on KROD, El Paso.

* * *

Advance Hearing

RECORDS OF the leading record-
ing companies are aired on WMCA,
New York, 24 hours in advance of
their weekly release to the public
in a new series.

about it—now?

]

WHO SAID 35.000?

We said it, Augie—5000 powerful nighttime

watts, at onr old 1000-watt rates! A buy, Augie,
any way you look at it—for now, more than ever,
WDBJ gets top attention in the free-spending
Roanoke-Southwest Virginia market: (1) because
ours is the only power sufficient to cover the whole
territory; (2) because we’re the only CBS source
within listening range; (3) because our local pro-
grams are geared to our listeners’ likes! . . . All
we ask is a chance to prove that a set-up like that

means big business for our advertisers. How

Owned and Operated by the TIMES-WORLD CORP.
CBS Affiliate—5000 Watts Full Time—960 Kc.
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Pick the Key

FEATURING Len Riley, sports
announcer of WCKY, Cincinnati,
the new Sports Lobby originates in
the lobby of Hotel Gibson, where
Riley interviews passersby on
sports events. He carries with him
a “pitcher’s box” and a ring of
keys—interviewees select a key
and try to open the box, the suc-
cessful participant finding in the
box a pair of box-seat tickets for
the Cincinnati Reds’ next home
game. Thrice during the program
a bell sounds, giving the person
being interviewed at each alarm a
free dinner at the Gibson Sidewalk
Cafe or Rathskeller, with the com-
pliments of &he };otel’and WCKY.

Cool Tunes

AIR CONDITIONED music is
scheduled by WDAS, Philadelphia,
each noon for 30 minutes, when the
temperature is at its highest dur-
ing the Summer. The program de-
partment consulted a psychologist
during the recent heat wave and
learned that certain subjects cause
a reaction of cold or coolness. As
a result, Air Conditioned Music in-

cludes sea chanties, Christmas
carols and smoothly arranged
transcriptions of music about

brooks, flowing streams and snow.
Appropriately enough, the theme
music is Jingle Bells.

* * *

Lucky Guests

A THEATRE, hotel and taxicab
company combine to sponsor A
Night Out, new weekly contest pro-
gram on CJRC, Winnipeg. Answer-
ing slogans of the three sponsors
and other questions by mail, en-
titles listeners to participate in the
weekly draw for three letters from
the mail bag. The three lucky
couples whose letters are drawn,
are guests of the three sponsors for
A Night Out; .

Nature Studies

OUTDOOR nature studies provide
a new program series on KYW,
Philadelphia, each Thursday eve-
ning. The program consists of de-
scriptions and anecdotes on the
types and habits of wild life. It is
sponsored by the Lehigh Coal &
Navigation Co. for its resort, Split
Rock in the Poconos.

50,000 WATTS - CBS

425,683 Listening Fomilies®

SHREVEPORT
LOUISIANA

Dominant Coverage in
the Central Southwest
Branham Co. - Representatives

*CBS Audjt of Mighttime Coverage

Defense Lineup
FOR THE CONVENIENCE of ra-
dio editors, CBS has issued the
first in a series of weekly features
—a roundup of all national and
hemispheric defense programs
scheduled on the network for the
ensuing week. First roundup for
the week of June 29 lists 16 de-
fense programs ranging from quar-
ter-hour talks to hour entertain-
ment broadcasts.
* o+ %

At the Resorts

PHILADELPHIANS contemplat-
ing a week-end trip to seashore re-
sorts get advance weather reports,
water temperature, traffic condi-
tions and data on crowds already
at resorts on a Saturday afternoon
half-hour of WHAT, Philadelphia.
The program is produced with co-
operation of WFPG, Atlantic City,
located on the Steel Pier. A tele-
phone call is made by WHAT to
gather last-minute information be-
fore each program.

* * *

Juvenile Quiz

PUBLIC schools will provide the
participants in the new Kiddy Kol-
lege program of WDNC, Durham,
N. C., to be started shortly. To
emanate from a downtown theater,
the broadeast will quiz students
selected by the principals of the
various schools and the winner
each week will be invited back for
the following week’s broadcast. At
the conclusion of the series a grand
prize of a Shetland pony will be
awarded.
* * *

Kiddies’ Delight
APPEALING TO youngsters under
10 is the newly launched Auntie
Lolly’s Story Telling Time program
on KGO, San Francisco, Saturdays.
The program features the story
of “Auntie Lolly” and the singing
of “The Song Lady.” Children are
invited to the studios a half hour
before the program goes on the
air. They are entertained previous
to the broadcast, watch the actual
broadeast and then treated to ice
cream.

* * *

What To Do

SUGGESTIONS on where to go
and what to do during resort
evenings are offered nightly by
WBAB, Atlantic City, on The
Amusement Page of the Air. Han-
dled by a staff announcer billed
as Polly Rialto, the quarter-hour
offers information on the evening’s
attractions at the ocean piers,
night clubs and theatres, inter-
spersed with Hollywood chatter.

& % %
Growth of a Jazz Band

DRAMATIZATION of the growth
of a fictional jazz band, how it
grew in style, the trials of its
leader with some general home life
scenes of its members is the format
of Boy Meets Band which started
July 5 on NBC-Blue. Ted Steele,
novachord virtuoso, will be featured
as himself.
* -3 &

Staff Meeting

LISTENERS are cut in on the daily
staff meeting at WTOL, Toledo,
each Wednesday. Announcers dis-
cuss topics of general interest. Pro-
gram is unrehearsed.

BROADCASTING ¢ Broadcast Advertising



Musical Letters

A NEW audience participation pro-
gram idea, Musical Letters, was in-
troduced recently on WHK, Cleve-
land. Listeners are asked to send
in a set of four song titles which
make up a complete letter: The
salutation, 2 for the message and
the signature. Eight of these “musi-
cal letters” are featured on each
program, with members of the stu-
dio audience selected to guess the
titles and recreate the message on
the air. An orchestra plays a bit of
each tune to help contestants.
Prizes are given.

Saving Homes
WBBM, Chicago, is presenting a
weekly quarter-hour series of radio
dialogues entitled Homes to De-
fend. The significance of the Amer-
ican home and the importance of
successful family life are discussed
by Dean Ernest O, Melby, of the
Northwestern U School of Educa-
tion, and Evelyn Millis Duvall,
executive director of the Associa-
tion for Family Living.

% * *

A. M. Religious Instruction
AN EARLY MORNING inspira-
tional program is Your Radio
Friend, conducted by the Rev.
Ralph Williams on WCOP, Boston,
6:15-6:30 a.m. each Wednesday. In-
spirational, gospel hymns and mes-
sages by Rev. Williams, as well as
regular Bible quizzes are featured
for those interested in spiritual
guidance to start the day.

First Aid for Women
DISCUSSIONS on what women
can do in an accident emergency
are carried each Saturday for a
quarter-hour by WPEN, Philadel-
phia. Nurses are interviewed for
helpful hints to women coming
across any type of accident. The
program is conducted by the Bryn
Mawr School of Red Cross Train-
ing.

Meet the Editor

AN EDITOR for a newspaper in
the WPTF, Raleigh, coverage area
is presented each week on a new
Sunday feature, Meet the Editor.
Each is allowed to select his own
subject.

I’olicemen are People
HUMANIZING the policeman is
the intent of a new weekly quarter-
hour each Sunday on WPEN, Phil-
adelphia. An all-police show, writ-
ten and produced by policemen and
sponsored by the l'raternal Order
of Police, each program presents
an officer engaged m a different
branch of the city service—motor,
traflic, aceident, patrol, etc.

Ye have
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e COVERT &o,

360 N.MICHIGAN AVE,CHICAGO

HIGH IN THE CLOUDS, a recent NBC-Red Nature Sketches program
was aired to a nationwide hookup when the mobile unit of KOA, Denver,
journeyed up the Colorado Trail Ridge Road in Estes Park to a point
13,000 feet above sea level, facing the snow-covered crags of Rocky
Mountain Peak. Series is conducted each Saturday morning by Clarence
Moore in conjunction with National Park Naturalist Raymond Gregg,
giving field studies of fauna and flora, minerals and geological formations.

Short Stories

THE HISTORY of the short story
and its development in literature
will be dramatized on the NBC-
Blue World’s Best Short Stories
program, starting July 7, Mondays,
8-8:30 p.m., and written by Ranald
R. MacDougall, NBC scriptwriter.

Radio Successes

BIOGRAPHY of success is Per-
sonality Plus on WNAX, Yankton.
Telling the life-story of radio stars,
the program tells how they entered
the radio field, plays they have been
featured in, and the present show
in which they appear.

BASIC NBC
NETWORK

For FRONT LINE
Sales Stimulation

WFIL ROUNDTABLE
ON TOPICS OF DAY

WPFIL, Philadelphia, has evolved a
practical plan to deal with requests
of national and civic groups re-
questing time—a roundtable dis-
cussion in which proponents of con-
flicting views participate. The first
was presented June 26, devoting 40
minutes to a symposium on “What
Shall We Do About Russia?”

Samuel R. Rosenbaum, president
of WFIL, acted as moderator, ex-
plaining to listeners that this was
radio’s answer to the unfounded
charges that the broadcasters were
trying to curb free speech. He
called it the American way of han-
dling controversial issues.

Public response was favorable,
In addition to flooding the switch-
board with telephone calls immedi-
ately following the broadcast, which
started at 9:15 p.m., a large num-
ber of letters asked that such
roundtables be continued. During
the broadeast, Mr. Rosenbaum
stated that if listener interest was
manifest, the symposiums would be
repeated.

RED

The arms expansion figures are in addition to
the previously announced primary contracts of
almost $340,000,000, estimated to create more_
than 30,000 new jobs within a year.
than 150 firms in Metropolitan St. Louis are
participating,
from 25% to 50%.

e | 9+h Y ear
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More

with industrial wage increases

A Distinguished Broadcasting Station

The St. Louis Post-Dispatch

Sta'tion‘ KSD

POST-DISPATCH BUILDING, ST. LOUIS, MO.

FREE & PETERS, INC., NATIONAL ADVERTISING REPRESENTATIVES
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H. BENTON GOTWALS was named
radio director of Al Paul Lefton
Agency, Philadelphia. He replaces
William R. Dothard, who resigned to
become manager of the newly-created
Philndelphia office _of International
Radio Sales. Mr. Gotwals has been
witk the agemey for seven years.

CHARLES R. STUART, San Fran-
cisco, having discontinued its Los
Angeles branch office, Charles Levitt,
Southern California manager, has es-
tablished his own agency at 412 .
6th St., in the latter city. Telephone
is Tucker 2822,

W. H. EBY has joined Frontenac
Broadcasting Co.. Toronto, as an ac-
count executive. He was formerly with
Harold C. Lowrey, advertising ageucy.

GORDON ONSTOTT, recently of the
Stanford Graduate School of Business,
and Vernon Scott, formerly in the ad-
vertising dept. of Ross Bros, San
Francisco department store, have
joined L. C. Cole Adv., San Fran-
cisco, as production manager and ac-
count executive, respectively,

VICTOR ARMSTRONG recently
joined West-Marquis, .os Angeles, as
production manager. He was formerly
advertising production manager of the
Knox Co., Hollywood (Cystex).

SHELDON S. MILLIKEN, formerly
timebuyer of DPedlar & Ryan, New
York, has joined the Ellsworth A,
Sylvester Industrial Adv. Agency,
Pasadena, Cal.,, as business manager
and account executive. Latter agency
recently moved to new offices at 529
?6 1(;)ollorudo Blvd. Telephone is Ryan

ARNOLD & CHASE, Log Angeles,
having been dissolved, William A.
Arnold has established an advertising
and publicity service under his own
name at 1031 8. Broadway. Tele-
phone, Prospect 98350.

MAURICE LYSAGHT, formerly
with the Sacramento Chamber of Com-
merce, recently joined Bening Adv.
Co., that city, as account executive.

WILLIAM B. SEARS. formerly
commercial manager of KUTA, Salt
Lake City, has joined Gillham Adv.
Agency, that city, as radio department
manager. J. Robert Furner is agency
production manager.

J. DENNIS MOLNAR, recently with
Blackett-Sample-Hummert. New York,
has established Dennis Molnar Co.,
advertising consultants, 342 Madison
Ave., New York, telephone numbers
Vanderbilt 6-0492, 0493.

MABEL STOAKLEY, secretary-
treasurer of R. C. Smith & Sou. To-
ronto agency, has been awarded the
Tisdall silver bowl in recognition of
her war work. The award is made
weekly on the radio Lroadcast of the
Toronto jewelry firm of H. W. Tisdall
& Son. Mrs. Dorothy Lumbers. of
Tandy Adv. Agency, made the pres-
entation.

H. K. PAINTER, formerly vice-presi-
dent of Hutchinson Adv. Agency, Min-
neapolis, has joined McCord Co., same
city, in an executive position.

THOMAS A. McAVITY, radio di-
rector of Lord & Thowas, New York,
was in Hollywood during early July
to confer with agency manager Nor-
man W. Morrell on the NBC program,
A Date With Judy, sponsored by I’ep-
sodent Co.. as a snmmer replacement
for the Bob Ifope Shotw.

Allied’s Own Building

ALLIED ADVERTISING AGEN-
CY, Los Angeles, on July 1 moved
into its new headquarters at 167
S. Vermont Ave., occupying the
entire two-story, 16-room office
building recently purchased and
remodeled. Specializing in radio,
the concern is headed by W. Fehr
Gardner. Walter McCreery is gen-
eral manager and Mel Roach, pro-
duction manager. Victor Cheslick
has joined the agency as manager
of display and art production.
Lisle Sheldon, who recently dis-
solved the Los Angeles agency
operated under his name, has af-
filiated with Allied as account
executive. Frank Schlessinger is
manager of the San Francisco of-
fices, at 525 Market St. Among
radio accounts serviced by the
concern are Mountain Copper Co.,
(fruit spray); Lawrdon Chemical
Co., (Di-Mon-Glo wax products);
Star Outfitting Co., (chain credit
clothiers); Dr. F. E. Campbell,
(chain credit dentist); Cambria
Development Co., (subdivision);
Kelly Kar Co., (used cars); Ice
Follies Corp., Detroit (ice shows).

Handled Canadian Campaign

THE RADIO advertising campaign
held recently for Canada’s third war
loan, Victory Loan 1941, was ar-
ranged by the radio division of the
National Victory Loan Publicity Com-
mittee, headed by E. W. Reynolds of
E. W. Reynolds & Co., Toronto ad-
vertising agency, and assisted by C. M.
Pasmore and M. Rosenfeld of Maec-
Laren Adv. Co., Toronto; G. A. Phare
of R. C. Smith & Son, Toronto
ngency ; E. Gould of McConnell East-
man Co,, Toronto agency ; George Tag-
gart, Canadian Broadecasting Corp.
assistant program supervison, To-
ronto; Ilarry Sedgwick, CFRB, To-
ronto; and Guy F. Herbert, All-Can-
ada Radio Facilities, Toronto, secured
all-star talent largely from the United
States and supervised programs and
production.

Research Officials

MARKET Research Council at its an-
nual meeting June 20 elected Will .
Johnson, of Vick Chemical Co., as
president succeeding Arno H. John-
son, of J. Walter Thompson Co. Elmo
Roper, of Elmer Roper Inc., was
named vice-president to succeed Dr.
Frank M. Surface, of Standard Oil
Co. of N. J. Dr. D. B. Lucas, associ-
ate professor of marketing at New
York U, was chosen secretary-treasurer
and Hugh M. Beville, NBC research
manager, was elected executive com-
mitteeman at lavge. The new officers
and Mr. Johuson will constitute the
new executive committee.

New Firm in L. A,

RADIO CONSOLIDATED, Los An-
geles radio counsclors, has been estab-
lished at 533 8. Western Ave. Matt
Murray, one-time munager of KMPC,
Beverly IIills, Cal.,, and Carroll My-
ers, columnist and former commenta-
tor, head the new enterprise. Penny
Pierce heads the continuity and story
department, specializing i women's
progranis.

BRISACHER. DAVIS & STAFL,
J rancisco. has taken a radio
ation option on the book, Out
of the Night, by Jan Valtin.

e
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GERMAIN SEED & PLANT Co., Los
Angeles to Lee Ringer Adv,, that city.

AMBASSADOR HOTEL Co., Los Angeles,
to Western Adv. Agency, that city.

SEAL-COTE Co.. Hollywood (nail polish
(preserver), to Buchanan & Co., Los An-
geles. Spot radio will be continued.

FLAMINGO SALES Co., Hollywood (nail
polish), to Buchanan & Co., Los Angeles.
Will continue use of spot radio along with
other media.

RIC PRODUCTS. Philadelphia (perfume
sticks), to J. M. Korn & Co., Philadelphia.
Newspapers, magazines and radio will be
used.

BERNARD-PERFUMER, St. Louis, to
Major Adv. Agency, St. Louis.

MORTEN LABS., Dallas (M-L nose drops),
to Tracy-Locke-Dawson, Dallas. Said to use
radio.

DANAHY PACKING Co., Buffalo, to Moss-
Chase Co., Buffalo. Said to use radio.

RED CHIEF INDUSTRIES, Chicago
(novelties), to Henry J. Handelsman Inc.,
Chicago. Said to use radio.

DREZMA Inc., New York,
Thompson Co., N. Y.

VITAMIN CO. OF AMERICA, Hollywood,
to Faraon Jay Moss, same city. Radio in
several eastern cities, newspaper and mag-
azine advertising to be used.

RANGER JOE Co., Chester, Pa., to the
Cl Co., Philadelphia. Radio,
pers and dealer helps to be used.

NODOZ AWAKENERS Inc, Oakland,
Cal. (proprietary), to Sidney Garfinkel
Adv. Agency, San Francisco.

EAGLE VINEYARDS PRODUCTS Co.
(Baronet wines), to Sidney Garfinkel Adv.
Agency. San Francisco.

SQUIRT Co.. Beverly Hills, Cal. (bever-
age), to McCann-Erickson, Los Angeles.
New radio plans being considered.

BEACON LABS., Dover, Del. (Muscleflex

lotion), to Oswald Adv. Agency, Philadel-
phia. Said to use radio.

to Blaine-

Olympia Adding

OLYMPIA BREWING Co., Olym-
pia, Wash., recently started its
first radio effort, a test campaign
which will vary from 9 to 13 weeks
in different markets, using ap-
proximately 20 stations on the Pa-
cific Coast and Alaska. One-minute
transcribed spots are being placed
near newscasts. Agency is Bots-
ford, Constantine & Gardner, Seat-
tle. Stations already carrying the
campaign include: KFPY KINY
KFQD KFI KFRC KSFO KHSL
KQW KSRO KFJI KROY KWG
KDB. Others are to be added.

IN BALTIMORE
Penny for Penny

COVERAGE
Better Than Any!

. . consistent , . .
PROFITABLE coveroge! The most
listeners for yowr advertising dol-
bar! Proof is plentiful . . . wrilte for
!

WCBM

Baltimore's Mulwal Afiliate
Beginning Oct. 1—MNBL BLUE

Camplete
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commercial concerns in Rock-

ford, Ill., WROK has pro-

duced a felding mailing
piece which opens to a sheet 31x48
inches. Contained is a professional
directory of the city’s 505 busi-
nesses with an accompanying
street map to indicate the locations
of the firms. Strips bordering the
top and bottom of one side are
dedicated to pictures of WROK
and MBS talent. WROK has also
placed the maps in 400 buildings at
Camp Grant, near Rockford.

#* * *

COOPERATING with eivie and

Display Prizes
GROCERS and druggists are com-
peting for $300 in prizes offered
by WSB, Atlanta, for the best win-
dow or counter display featuring
a WSB-advertised product. Rules
are that display must be shown for
six consecutive husiness days be-
tween June 30 and July 2, when
the contest terminates, and each
contestant must submit a photo and
display of his entry.

# * *

Airplane Banner
AIRPLANE flying a banner, the
aerial sign using three-foot letters
to read: “Dial 950-—WPEN—On
The Hour For Late News,” was
used by WPEN, Philadelphia, July
5 in Atlantic City, taking advan-
tage of the holiday throngs.

& * *

Chesterfield Week
LIGGETT & MYERS TOBACCO
Co., New York (Chesterfields), will
use its radio and newspaper ad-
vertising to promote “Chesterfield
Navy Week”, beginning July 7
and “Chesterfieid Army Week”,
July 21.

In the Tennessee
Valley

«5000

Present rates in effect until

August 1, 1941

National Representatives

HEADLEY-REED CO.

New York ® Chicago ® Detroit ® Atlanta

M ezcﬁanc(ijiny

City Directory—Ailanta Counters—Plane Over Beach—
Love of Music—North American Log

& Promotion

Music Merchants

WITH THE SLOGAN “10,000
traveling salesmen couldn’t do in
years what radio does in one min-
ute”, the latest of a series of pro-
motion pieces issued by the NAB
Bureau of Radio Advertising deals
with the sale of musical instru-
ments. Centering around the testi-
monials of the Charles E. Wells
Music Co., of Denver, the mailing
piece tells how radio has helped
make the United States a nation of

music lovers.
£ e e

Tips to Anglers

A FISHERMAN'S GUIDE, tell-
ing where to go when they’re bit-
ing and the best ways to catch
them, has been distributed by
WS8M, Nashville, in connection
with its Get Out of Doors program.
More than 15,000 of the four-page
leaflets were distributed through
the Game & Fish Dept., at hard-
ware stores where fishing licenses
are sold and as giveaways on the
program.

WCCO News Schedules
SCHEDULES of newcasts broad-
cast daily over WCCO, Minneapo-
lis, have been sent to over 500 re-
sort owners in the area for post-
ing in their lodges and cabins.

BROADCASTING e Broadcast Advertising

1150 Kilocycles

Truck on the Job

SPECIAL events truck and other
equipment were provided by
WNAX, Yankton, S. D, for the
44th annual convention of the
South Dakota Retail Merchants
Assn., held at Aberdeen, S. D. The
truck was used to announce vari-
ous events and a number of re-
cordings weie made at the three-
day event.
* % e

Network Log

AS A TIME-SAVING reference on
U. 8. and Canadian stations, NBC
has issued a folder listing all perti-
nent information on station call
letters and frequencies, as allocated
under the Havana Treaty last
March, their locations, powers, ctc.
Folder also contains a map of NBC
netwerk facilities.

BROCHURES

NDBC-Red—Diright red 40-page hook-
let “Saturday Morning, Radio ‘Buy-
Word" of 19417,

CBS—Silver and black folder, “Three
Beautiful Pictures”, showing success
of the Silver Theatre.

CIGN. Yorkton. Sask.—A 20-page
“Presentation ot the Services Der-

formed by CIGX.”

WAPO Offers More!

MORE COVERAGE: Power boost July 15 from
250 watts to 5,000 watts day, 1,000 watts
night multiplies primary area!

MORE CUSTOMERS: With Camp Forrest's
70,000 soldiers now in its primary areaq,
WAPO reaches over one half million pros-
pective buyers.

MORE PAYROLLS: Chattanooga just chosen
site for 38 million dollar powder plant
employing 18,000. Power plant costing 42
million now in operation.

MORE LISTENERS: Now
NBC Red and Blue shows than ever before.

WAPO

Chattanooga’s Friendly Station

scheduling more

@
NBC Red and Blue

AWK

30,000 WATTS
SHREVEPORT, LA.

CBS
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STATION ACCOUNTS

sp—studio programs
t—transcriptions
sa—gpot announcements
ta—transcription announcements

WGAR, Cleveland

Summit Hotel, Uniontown, Pa., 2 sa week-
ly, thru W. Earl Bothwell Adv. Agency,
Pittsburgh.

Procter & Gamble Co., Cincinnati (Oxy-
dol), 4 sa weekly, thru Blackett-Sample~
Hummert. Chicago.

Procter & Gamble Co., Cincinnati (Lava
soap), 1 sa weekly, thru Blackett-Sam-
ple-Hummert, Chicago.

Golden Glint Co., Seattle (shampoo)}, 3 sa
weekly, direct.

Genesee Brewing Co., Rochester, N. Y., 2
ga weekly, thru John P. Smith Co.,
Rochester.

Detroit & Cleveland Navigation Co., De-
troit, 1 sa weekly, thru Ralph L. Wolfe
& Assoc., Detroit.

Continental Baking Co., N. Y. (Staff
bread), 8 sa, thru Ted Bates Agency,
N. Y.

Cleveland Dodge Dealers’ Assn., 1 8p week-
ly, thru Ruthrauff & Ryan, N. Y.

Noxzema Chemical Co., Baltimore, sp
weekly, thru Ruthrauff & Ryan, N. Y.

American Chicle Co., Long Island City,
N. Y., sp weekly, thru Badger, Browning
& Hersey, N. Y

KFI, Los Angeles

Lawrdon Chemical Co., Los Angeles
(waxes), 5 sp weekly, thru Allied Adv.
Agencies, Los Angeles.

Ben Beckman Fur Store, Los Angeles
(furs), se weekly, thru Glasser-Gailey &
Co., Los Angeles.

Charles E. Hires Co., Philadelphia (root
beer), 3 sa weekly, thru O'Dea, Sheldon
& Canaday Inc, N. Y.

MacFadden Publications, New York (True
Story Magazine), 12 sz weekly. thru
Arthur Kudner Inc, N. Y.

Coast Federal Savings & Loan Assn., Los
Angeles (investments), 42 sa weekly,
thru Robert F. Dennis Inc., Los Angeles.

W. A. Taylor & Co., New York (Martini
& Nossi vermouth), 6 sa weekly, thru
J. Walter Thompson Co., N. Y.

WOWO-WGL, Fort Wayne

Starr Pen Co., Chicago {(fountain pens),
89 ap. thru United Adv. Co., Chicago.

American Chicle Co., Long Island City,
N. Y., 65 sa, thru Badger, Browning &
Hersey, N. Y.

KYW, Philadelphia
Lehigh Coal & Navigation Co., Pocono Mts.,

Pa. (resort), 1 sp weekly, for 13 weeks,
thru McLain Adv., Philadelphia.

WIBG, Glenside, Pa.

Old Eli Pale Co.. Philadelphia (malt
drink), 6 sa weekly, for 13 weeks, thru
Stewart-Jordon, Philadelphia.

CKCA, Kenora, Ont.

=

Kennedy Mfg. Co., Montreal (insect spray),
sa serles, thru Cockfield Brown & Co.,
Montreal.

CFCF, Montreal

N. G. Valliquette Ltd., Montreal (furni-
ture), t weekly, thru Canadian Adv.
Agency, Montreal.

KNX, Hollywood
Ba;l Bros. Co,, Muncie, Ind. {fruit jars),

se  weekly, thru Applegate Adv.
Agency, Muncie, Ind.

KGB, San Diego
J. A, Tolger & Co., San Francisco (coffee),

weekly ap, thru Raymond R. Morgan
Co., Hollywood.

WKBN, Youngstown

Royal Crown Bottling Co., Clevfland, ¢
series, thru local distributors.
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KOA, Denver

Seven-Up Bottling Co., Los Angeles (bev-
erages), 6 sp weekly, thru Raymond
Keane Adv. Agency, Denver.

Omar Mills. Omaha (bakeries), 15 sa week-
ly, thru Hays MacFarland & Co., Chi-
cago.

Gardner Nursery Co., Osage, Ia. (plants),
6 8p weekly, thru Northwest Radio Adv.
Co., Seattle.

Kellogg Co., Battle Creek (Pep cereal), 10
ta weekly, thru Kenyon & Eckhardt, New
York.

KPO, San Francisco

Gardner Nursery Co., Osage, Ia. (plants),
5 s#¢ weekly. thru Northwest Radio Adv.
Agency. Seattle. Wash.

Progressive Optical System, Fresno, Cal.
(optical chain), 2 sa weekly, thru W.
L. Gleason, Riverside, Cal.

Swerl Products, Oakland,
weekly se, thru Lord & Thomas, San
Francisco.

Lehn & Fink Products Co., New York
(hand cream), 12 sa, thru Wm. Esty
& Co. N. Y

WIP, Philadelphia

Tru-Site Optical Co.. Philadelphia (eye-
glasses), ap weekly, for 52 weeks. thru
DeHaan Adv., Philadelphia.

Cal. (soap),

Gilbert Spruance Co., Philadelphia
(pnints), 5 sa weekly, 27 weeks, thru
May Adv.. Philadelphia.

Moss Bros. Nut Co., Philadelphia (Chunky
Nut), 12 sa weekly, for 29 weeks, thru
Frank Wellman, Philadelphia.

WQXR, New York

Warner Bros. Pictures, New York (™ Ser-
geant York™), 41 sa, 2 weeks, thru J.
Walter Thompson Co., N. Y.

Thomas Cook & Son—Wagon Lits. New
York (cruises), 6 sa weekly, thru Newell-
Emmett Co., N. Y.

Reader’s Digest, Pleasantville, N. Y., 10 ga
weekly, one week, thru BBDO, N. Y.

CKCL, Toronto

J. S. Laing Agencies, Toronto {proprie-
tary}), 38 sa weekly, thru Frontenac
Broadcasting Co., Toronto.

Wabasso Cotton Co., Cambridge, Mass., 6
aa weekly, thru Eddy-Rucker-Nickels
Co., Cambridge.

WEEI, Boston

Garth-West Inc., Boston {(Ultra-Tan sun-
burn preventive), sp weekly, thru James-

way Adv., Boston.
Richman Brothers Co., Cleveland (cloth-
ing), 6 sp weekly, thru McCann-Erick-

son, Cleveland.

WAAB, Boston

Estabrook & Eaton, Boston, 1 sa, thru
Bresnick & Solomont, Boston.
Nasher Mfg. Co., Stoughton, Mass. 3 sa

weekly, thru Joseph Maxfield Co., Provi-
dence, R. I.

WFIL, Philadelphia

Otto Erlanger Brewing Co., Philadelphia
(Erlanger Pilsner and Pony De Luxe
Beer), 3 sp weekly. for 52 weeks, thru
J. M. Korn, Philadelphia.

KSRO, Santa Rosa, Cal.

Nehi Bottling Co.. Santa Rosa, Cal. (soft
drink), 3 8p weekly, direct.
Dr. 8. D. Orwitz, San Francisco (chain
dental system), 6 sa weekly, thru Julius
erman, San Francisco.

Par Soap Co., QOakland, Cal. (washing
soap), 7 sa weekly, direct.

Crown Products Corp., San Francisco
{Sani-Clor and Lady’s Choice), 6 sa
weekly, direct.

Seven-Up DBottling Co., San Francisco

(soft drink), 6 sa weekly, thru Rufus

Rhoades & Co., San Francisco.
Pepsi-Cola Bottling Co., Santa Rosa, Cal.

(soft drink), 34 ta weekly, direct.

Pioneer Baking Co.. Sacramento, Cal.
(chain), 15 sa weekly, direct.
Kilpatrick Baking Co., Oakland, Cal.

(chain), 18 sa weekly, thru Emil Rein-
hardt Adv., Oakland.

Olympia Brewing Co., Seattle, 3 sa weekly,
thru Botsford, Constantine & Gardner,
Scattle,

Chuck Research Labs.. San Francisco
{poultry medicine), 2 sa weekly, direct.

‘Waltham Fountain Pen Co., Chicago. 3
sp weekly, thru United Adv. Co., Chi-

cago.
WPTF, Raleigh, N. C.

Manhattan Soap Co., New York (Sweet-
heart Soap). 58 ta, thru Franklin Bruck
Adv. Co., N, Y,

Pure Oil Co., Chicago, 40 ta, thru Leo
Burnett Co.. Chicago.

Yager Liniment Co., Baltimore, 100 sa,
thru_ Harvey-Massengale Co., Durham,

. C.
Castleberry’s Food Co., Augusta, Ga., 5
82 weekly, thru Nachman-Rhodes, Au-

gusta.

Johns-Manville Corp., New York, 13 sap,
thru J. Walter Thompson Co., N. Y,

Mentho-Mulsion Co., Atlanta, 30 sa, thru
Charles A. Rawson & Associates, At-
lanta.

Job P. Wyatt & Sons Co., Raleigh, 6 sa
weekly, direct.

8 & W Cafeteria, Raleigh, 26 sa, direct.

WAPI, Birmingham

B-C Remedy Co., Durham. N. C., 15 sa
weekly, thru Harvey-Massengale Co.,
Durham.

K C Baking Powder, Chicago, 6 sa weekly,

direet.
Lydia Pinkham Medicine Co., Lynn. Mass.,
5 ta weekly. thru Erwin, Wasey & Co.,

N. Y.
Procter & Gamble, Cincinnati (Duz), 2 ap
weekly, thru Compton Adv., N. Y.

KGO, San Francisco
Loma Linda Food Co.. San Francisco
{Ruskets), 2 ga weekly, thru Gerth-
Knollin Adv., San Francisco.
Sommer & Kaufmann, San Francisco
{shoe stores), »a series, thru W. J.
Wilkin, San Francisco.

KMPC, Beverly Hills, Cal.
Henna-foam Corp., New York (shampoo),
';:l \\’veek]y, thru Arthur Rosenberg Co.,

Was.hinéton Furniture Co., Los Angeles
{detail), 3 sp weekly. thru Allied Adv.
Agencies, Los Angeles.

WJIBC, Bloomington, Ill.

Continental Oil Co., Ponca City, Okla. (gas,
oil), 52 ta, thru Tracy-Locke-Dawson,
N. Y.

A NETWORK AT THE PRICE OF A SINGLE STATION

Complate coverage

with o single

contract

The Walker Company -

THREE STATIONS FOR
THE PRICE OF ONE
TAKES THE CAKE
FOR RADIO
VALUE !

Large Advertisers

Studied by ANPA

Gen. Motors, P&G, Chrysler,
Reynolds, Gen. Foods Lead

NATIONAL advertisers whose in-
dividual expenditures during 1940
in each of four media amounted to
$25,000 or more had an aggregate
expenditure of $378,828,009 in the
four media combined, according to
the second annual edition of “Ex-
penditures of National Advertis-
ers” issued by the Bureau of Ad-
vertising, American Newspaper
Publishers Assn, The study shows
1,129 such advertisers together
with the 3,108 products or services
advertising.

Of the total expenditure, $93,-
751,584 went to chain radio; $138,-
860,348 to newspapers; $135,137,-
630 to magazines, and $11,078,483
to farm journals., Figures were
compiled for radio, magazines and
farm journals by Publishers’ In-
formation Bureau, and for news-
papers by Media Records.

Largest Advertisers

As recorded in the study, the 25
largest advertisers in the faur
media combined in 1940, in the
order named, are: General Motors
Corp., Procter Gamble Co., Chrys-
ler Corp., R. J. Reynolds Tobacco
Co., General Foods Corp., Liggett &
Myers Tobacco Co., Lever Bros.
Co., Sterling Products, Colgate-
Palmolive-Peet Co., Ford Motor
Co., American Tobacco Co., Camp-
bell Soup Co., Standard Brands,
General Mills, Schenley Distillers
Corp., American Home Products
Co., Brown & Williamson Tobacco
Corp., General Electric Co., Coca-
Cola Co., National Dairy Products
Corp., National Distillers Products
Corp., Seagram-Distillers Corp.,
Texas Co., and Kellogg Co.

Big Roma Schednle

ROMA WINE Co., Modesto, Cal,,
on July 1 replaced its weekly half-
hour A»t Linkletter in Hollywood
on 30 Don Lee stations with a
heavy schedule of western news-
casts. On a 52-week contract, the
firm is sponsoring a thrice-weekly
quarter-hour news program titled
Roma News, with Jim Doyle,
commentator, on 16 California
Don Lee stations, Monday, Wednes-
day, Friday, 6:30-6:45 p. m. A
seven - weekly five - minute news
broadcast originating from KFBK,
Sacramento, has been extended to
include four additional MecClatchy
network stations, KOH, Reno;
KMJ, Fresno; KERN, Bakersfield;
KWG, Stockton. In addition, a five-
minute commentary, five times per
week, is being sponsored on 3 CBS
Arizona stations (KOY KTUC
KSUN), Monday, Tuesday, Friday,
Saturday, 6:25-6:30 p. m., Wednes-
day, 7:20-7:256 p. m. Cesana &
Assoc., Hollywood, has the account.

SEEKING the facilities of WSIX,
Nashville, if and when vacated, R. O.
Harbin, a local motion picture pro-
jectionist, has applied to the FCC for
a new station in Nashville on 1240 ke.
using 250 watts.

BROADCASTING ¢ Broadcast Advertising
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LAWRDON CHEMICAL Co., Los
Angeles (Di-Mon-Glo wax products),
in addition to a weekly half-hour dra-
matic program Enemy Sabotage, on
July 14 starts a five-weekly five-minute
newseast on KFWB. [Hollywood. Firm
will also spousor daily participation
in the combined Swnrise Salute and
ITousewives Protective League pro-
grams on KNX; and use similar par-
ticipation in Norma Young’s Happy
JTomes and Eddie Albright program on
KHJ, in addition to Art Baker's Note-
book on KFI. Contracts are for 13
weeks. To merchandise the campaign,
Lawrdon Chemical Co. will award a
total of seventy-five £7.50 permanent
waves per week to winners of its 25
word “Why I Like Di-Mon-Glo wax
products” contest. Allied Adv. Agency,
Los Angeles, has the account.

BEVERLY HILLS Country_ Club.
mght spot near Fort Thomas, Ky.. is
using one-minute transcriptions w1th
name-band background on stations in
Ohio, Kentucky and Indiana. placed
thru David Penn Associates Inc., Co-
himbus,

BEN MARDEN'S RIVIERA, New
York club on the Hudson River, is
sponsonng a thrice-weekly recorded
Music_of Today grogmm on WABC,
New York, 8:15-8:20 a.m. Agency is
{; 1R Kupsmk Adv. Agency,
ork.

FORD DEALERS Advertising Fund.
Milwaulkee, on July 1 started a 12-
week campaign of five-weekly 100-
word live announcements on \WSAT.
Waunsau. WIBA. Madison and WTAQ.
Green Bay. Wis, and on July 7
started a  13-week schedule of six-
weekly 100-word aunouncements _on

New

WTMJ., Milwaukee. Agency is Me-
Caun-Erickson, Chicago.
A. 8. BOYLE Co. Windsor, Ont.

(Flyded insect spray), has started a
spot anpouncement campaigh on sev-
eral Canadian stations. Account is
placed by John F. Murray Adv.
Agency, New York.

IETER DPAUL Ine, Naugatuck,
Conn. (candy, gum), has renewed for
another 26 weeks, as of June 30, the
morning news period from (:45 to
G:50 aan. (EDST), on WEAY, New
York, Monday, Wednesday and Fri-
day. Agency is Platt-Forbes, N. Y.

OLD BEN COAL Co., Chicago
(Green Marked coal), has contracted
for the five-minnte transcribhed Noth-
ing But the T'ruth program five times
weekly for 26 wecks on KMOX, St.
Louis. Agency is J. R. Hamilton Adv.
Agency, Chicago.

INSURANCE SECURITIES Ine,
Qakland, Ca