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the record-
the station in New York that

in 1941 became the most powerful independent station .
in America

in 1941 served 239 advertisers — more advertisers,
perhaps, than any other station, anywhere

in 1941 increased its primary coverage area by three BN
million listeners a5

in 1941 dominated the News broadcasting field with
. both United Press.and Associated Press serv- o)
\ ices—The Newsreel Theatre—Fulton Lewi
—Wythe Williams —Fulton Oursler ge
‘ . Hamilton Combs, JIr. '

| in 1941 installed its own “Washington Line” to better
cover the important national news scene

in 1941 led in Sports broadcasting with pro football
and hockey play-by-play —Clem McCarthy —
Dick Fishell —Bert Lee —Sam Taub— Marty
Glickman—and then scored the grand coup by
copping the 1942 Brooklyn Dodger games
with Red Barber—Exclusive!

that station is the 50,000 Watt

- and the station to
watch in 1942! 1050 ON THE DIAL
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S 1941 hangs up his hour glass and scythe to call it a day, our hats are lifted high in his honor for
the magnificent job he did in rustling up a Construction Permit calling for a 50,000 Watt job to re-

place our present 5,000 Watt installation. It’s thanks, old man, arid happy retirement.

And as 1942 clears for action he finds stone masons, bricklayers, carpenters, plumbers, structural steel
workers and engineers plugging away for dear life at the job of giving W W V A one of the most modern
and efficient 50,000 Watt transmitting plants in the world—and that’s a lot of territory! They promise

us a finished job before the youngster travels very far,

Watch for definite announcement soon.

STILL ONE OF AMERICA’S GREATEST 5,000 WATT BUYS!

N.B.C. BASIC BLUE

WHEELING, WEST VA:




Ifs the same Iraffic light buf
what a whale of a difference the colors make

HERES LICHT ON A SOUND SUBJECT

To make a “Go” of any radio campaign there must
be plenty of vivid, colorful showmanship. A slight
suggestion to buy is a potent selling force, if the pro-

gram is packed with the punch of showman-
ship. Showmanship, the life blood of radio,
is so inexorably a part of WSM, that this

station feeds more evening productions to 4

the NBC network than any other independ-
ent station in America. Seven NBC pro-
grams a week originate at WSM!

This recognition, plus five showmanship awards, is
more than a tribute to WSM's huge, versatile talent
It is the power, stronger even than our

50,000 watts, that has built a large and
loyal audience and has brought over
40,000 letters in response to a single pro-
gram. It is the stepping stone to sales in
the South. It’s salesmanship through
showmanship! And it’s at WSM! May we
tell you more?

HARRY L. STONE, Gen'l. Mgr. Csh/ NASHVILLE, TENNESSEE
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Applause from Alaska

\ LN\
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WWL Daytime Coverage Q{n \‘-.

PRIMARY ond SECONDARY

You get both with:

NEW ORLEANS

50,000 watts - - clear channel

Fan mail from advertis-
ers who concentrate their
New Orleans market
money with WWL is our
real thrill-bringer, how-
ever. Each new success
story underlines the fact
that WWL is . . .

Fan mail from Alaska,
Canada and every state in
the Union demonstrates
the strength of WWL’s
50,000-watt  clear-chan-
nel signal. We love those
foreign postmarks!

The greatest selling POWER
in the South’s greatest city

CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc.
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- BUSINESS OPPORTUNITIES: Farm in-

“come is up over 40 pumtl. over last yvear. Farm
i ¥ 8 points. Invest in
HP.E_B nnw, to sell thm lngg' r. waait'hlar markat‘ :

LINCOLN, NEBR
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SOMETHING TO KR O W ABOUT
IN OAKLAND-SAN FRANCISCO!

Unless you’ve actually spent time in the San Francisco
Bay Area, it’s hard to realize that Qakland is far more
than just a suburb of San Francisco—that Alameda

County (Oakland-Berkeley) is almost as important as
San Francisco County (Pop: 506,200 against 629,600).

Truth to tell, it is mere wishfulness to hope that any one
station, great or small, can “cover” the entire San
Francisco Bay Area. Realistically meeting this situation,
lots of smart national spot advertisers are buying one or
another of the network stations in' San Francisco, and
using Station KROW as a supplement.

Station KROW is the leading independent station in this
section. It produces more local live-talent shows than
any other station in this region. In a 5-day coincidental
telephone survey early last year, it was proved that, at
certain hours, Station KROW delivers East Bay listen-
ers at the lowest cost per thousand of any Bay Area
Station. ...

Reaching 2,314,811 people within its half-millivolt con-
tour, KROW does an excellent supplementary job in a
big market. Ask for the proof!

KROW

Odakland-San Francisco
THE SHOWMANSHIP STATION
1000 watts . . . . .. 960 KC

FREE & PETERS,xc.

Proneer Radio Station
Representatz’ves

Since May, 1932
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Networks Strike Back as Sits

War Effort Cited by Paley, Trammell;
Consent Decree Talk Is Heard

IGNORING pending litigation attacking the validity of the
FCC’s network monopoly regulations, as well as the war emer-
gency, Assistant Attorney General Thurman Arnold’s Anti-
trust Division of the Department of Justice last Wednesday
instituted anti-trust actions against RCA-NBC and CBS. The
civil suits, filed in Chicago, seek even more drastic alteration
of network-station operations than the FCC’s punitive regu-

lations.

Long rumored, the Sherman anti-trust suits to divest the
networks of purported domination of broadcasting were filed

just 12 days in advance of hearings
before the statutory three-judge
Federal court in New York on the
injunction suits filed by the net-
works against the FCC’s regula-
tions.

Violation Claimed

Whereas the FCC’s rules were
drafted on the premise that it was
empowered to regulate chain broad-
casting, the Department of Justice
actions are founded on purported
violation of the anti-trust laws.

In addition to naming NBC and
RCA, the more detailed suit also
was against David Sarnoff, as
chairman of NBC and president of
RCA; Niles Trammell, NBC presi-
dent, and William S. Hedges, Mark
Woods and George Engles, listed
as vice-presidents of NBC. Mr.
Engles resigned several months
ago.

The CBS suit named William S.
Paley, president, Edward Klauber,
executive vice-president, and Herb-
ert V. Akerberg, vice-president in
charge of station relations. The
NBC suit was assigned to Federal
District Judge Charles E. Wood-
ward, and the CBS case to Judge
John P. Barnes. Parties have 20
days in which to answer, or until
Jan. 20.

What effect the new litigation
will have on the New York proceed-
ings is uncertain. Probability that
one or the other of the cases will
be held up pending an initial de-
termination was foreseen. More-
over, it is expected that following
long precedent, the Anti-trust Di-
vision will undertake overtures, di-
rect or indirect, toward evolution
of a consent decree which may have
as its goal a negotiated settlement,

under court jurisdiction, of both
the new civil suits and the litiga-
tion precipitated by the FCC's
regulations.

The separate suits came also at
a time when RCA-NBC had taken
definite strides toward divorcement
of the Red and Blue Networks and
in fact had negotiations under way
for sale of the Blue. But the De-

Text of Justice Dept. charges
against networks will be
found on page 18.

partment evidently took the posi-
tion that the transfer of the Blue
to RCA was not the kind of sever-
ance deemed consistent with anti-
trust requirements.

The suits came as more of a shock
than as a surprise. For several
months it has been known that the
Department had assigned one of
its ace attorneys, Vietor 0. Waters,
to preparation of papers. He had
observed closely the proceedings
before the FCC on the chain-
monopoly regulations and the sub-
sequent inquiry before the Senate
Interstate Commerce Committee on
the propriety of the regulations.
The Senate Committee has never
issued a report on those proceed-
ings.

Are Filed

Both Messrs. Paley and Tram-
mell denounced the action as un-
timely and as a serious deterrent to
maximum wartime operations. They
expressed surprise that the addi-
tional suits should be filed while
the injunction suits are pending be-
fore the New York Court.

Beyond Monopoly Rules

Going far beyond the chain-
monopoly regulations, the com-
plaints ask the court to compel
NBC and CBS to abandon time op-
tions, exclusive affiliation contracts
and other existent practices which
the Government alleges give the
networks a monopolistic hold. Un-
like the FCC rules, which would
allow reasonable time for disposi-
tion by NBC of the Blue and for
the sale of stations owned by the
networks in cities with four or less
stations, the Anti-Trust Division
would force prompt liquidation,

(Continued on Page 37)

Manila Broadcast Stations Dismantled

Mobile Portions Moved
From City, Rest
Destroyed

BY PREARRANGED plan Ma-
nila’s four broadcast stations were
“dismantled and destroyed” by
their owners several days before
the fall of the Philippine capital,
according to official advices re-
ceived last week by the War De-
partment. All other communica-
tions operations headquartered in
Manila, including point-to-point,
Army and Navy facilities, so far as
known, likewise were dismantled.

First War Casualties

Network pickups from Manila
ceased at 1 a. m., Dec. 31, Manila
time, or 8 a. m., Dec. 30, EST. The
dismantling operations, decided
upon to prevent the facilities from
falling into the hands of Jap in-
vaders, constituted the first war
casualties for stations under the
American flag. All five Philippine
stations—four of them in Manila—
while licensed by the Philippine
Government, nevertheless operated
under U. S. standards.

The War Department informa-
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tion stated simply that the stations
had been “dismantled and de-
stroyed” coincident with the declar-
ation of Manila as an open city on
Dec. 26. It is presumed that trans-
mitters were moved and that all
other immobile equipment, such as
antennas, were blown up.
According to official logs, Ma-
nila had four stations. KZRH, li-
censed to H. E. Heacock Co. Inc,
operated on 710 ke. with 10,000
watts. It was managed by Bertrand
H. Silen, who, until the cessation
of comunications with Manila last
week, was NBC’s reporter.
KZRM, operated on 620 ke. with
10,000 watts, was licensed to the
Far Eastern Broadcasting Co., Inc.,
and was a CBS outlet. The manager
was F. Da Silva. George J. Vogel,
production manager, was in the
United States last month and dis-
cussed Philippine broadeast opera-
tions [BROADCASTING, Dec. 8].
KZRF, on 780 ke. with 1,000
watts, also was licensed to Far
Eastern and had the same execu-
tive personnel. The fourth station
in Manila was KZIB on 900 ke.
with 1,000 watts, and was licensed
to I. Beck.
The Philippine’s fifth station is

KZRC, Cebu City, operating on
1200 ke. with 1,000 watts. It is
owned by the Heacock Co. and
under the general management of
Mr. Silen. Whether it is still on the
air is not known.

Provision for war insurance
compensation for the Philippine
stations, as well as for stations in
other areas which may be vietim-
ized by war activities, are being
made by the War Insurance Corp.,
created by the Reconstruction Fi-
nance Corp., with an original cap-
italization of $100,000,000.

The purpose is to reimburse the
properties of American companies
and cities damaged by hostile air
attacks and other enemy military
activities. The Philippines are def-
initely included in the protected
area under the RFC plan, it is
understood.

Protection will be provided also
for Hawaii, Puerto Rico and the
Virgin Islands. Businesses and in-
dividuals suffering war damage
will be required to file claims on
their losses with the new corpora-
tion. Rules and regulations for the
filing of claims now are being
drafted, it was learned last Friday,
and will be made available shortly.

January 5, 1942 « Page 7



Industry Hits Boom in Early War Days

But Air of Uncertainty Marks Buyers
Of Time as Events Occur Quickly

THE WAR hasn’t yet come to radio advertising.
At least, there have been few important upsets since the
Jap attack and business seems to be going about as usual.
Except that it’s even better than usual in most lines. In
fact, it’s more in the nature of a young and active boom.

The opening of a new year
finds the broadcast advertis-
ing industry at all-time highs
in nearly every classification.
Stated bluntly, business is
wonderful.

Now if it will only keep that
way for 12 months, 1942 will
smash all the business records
established in 1941.

Danger of Upset

The catch lies in the danger of
a severe upset, a violent turnover
in the national economy This can
arise from two factors: 1, a switch
to wartime consumption and pro-
duction; 2, repercussions from
enemy attacks on American shores.
Superimposed on these economic
factors are the military and regu-
latory controls already exercised
and the all-out power of the Gov-
ernment to upset the applecart
completely should such a measure
become necessary in conduct of the
war.

These elements offer worries to
the broadcast industry as well as
to the affiliated advertising and
business enterprises directly and
indirectly affected. But on the
bright side appears the possibility
that 1942 business and economic
upsets may not be unduly severe.

Radio is delicately situated from
the regulatory standpoint, and it
has not yet felt the full import of
what will be normal wartime cen-
sorship restrictions.

But at the same time radio is
fortunately situated from an ad-
vertising standpoint because its
main customers are producers and
distributors of products least likely
to suffer from the effects of
priorities and switchovers to mili-
tary production.

Leading radio advertisers, of
course, are drugs, foods, tobaccos,
soaps and cleansers, and petroleum
products. On the other hand auto,
home appliances and tire indus-
tries, hardest hit by rationing, are
not generally heavy users of radio
and even so they are known to be
interested in institutional cam-
paigns to protect trade names. The
auto industry and related lines
were badly upset by the bans on
auto and tire sales.

Main demand at the moment is
for announcement time, especially
adjoining news programs and com-
mentaries. Naturally the demand
for news broadeasts and com-
mentaries has been lively for some
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years, swelling rapidly the latter
weeks of 1941,

Cancellations have been almost
non-existant despite the churning
mentality of a nation caught in a
surprise armed attack. In fact,
there aren’t even any war clausecs
in the new NBC and CBS con-
tracts, though MBS has been in-
serting them. The other networks
claim they will deal considerately
should any advertiser run into an
emergency, and they don’t care to
upset the present 13-week contract
cycle.

Apparently most agencies are
finding that their clients are ready
to accept advertising budget rec-
ommendations for 1942 and they
expect them to be carried out
through the year, barring emer-
gency. Some delay has naturally
cccurred because of the delicate
nature of the economic structure,
but it has not been at all serious.

Blackouts No Trouble

Not even radio blackouts on the
Pacific Coast have caused any
lasting disturbance. Repercussions
were lively early in December
when radio blackouts were ordered
with considerable abandon but the
shocks quickly disappeared and
now the Coast acknowledges, as
usual, no superiors in confidently
anticipating a faney business year.

And of course some of the re-
cent activity can be traced to a
get-it-while-the-getting’s-good feel-
ing on the part of those having
goods and products to sell, indi-
cating considerable fear for the
future.

New York

AS AMERICAN radio swings into
its full first year of wartime oper-
ations, broadcasters, advertising
agency radio executives and station
representatives interviewed by the
New York office of BROADCASTING
last week agreed that at the mo-
ment the industry’s revenue from
advertisers is at an all-time high,
but they were also unanimously
chary of making any long-range
predictions about the course of
radio during 1942,

Right now, they chorused, busi-
ness is wonderful. Established us-
ers of radio time are increasing the
size of their networks and the
extent of their spot schedules. Ad-
vertisers who formerly concentrat-
ed their expenditures in printed
media are expressing definite inter-
est in radio.

News and commentary programs
are at a premium, as are also the
spots immediately preceding and
following them. There have been
almost no cancellations because of
wartime restrictions or priorities.
As far as can be seen now, 1942
ought to be an even better year for
commercial radio than 1941.

BUT, the United States is en-
gaged in an all-out war effort in
which there can be no business as
usual and while the business out-
look is a pure rose color as of here
and now, . no one knows what
changes may occur before New
Years Day, 1943.

The restrictions recently imposed
on the manufacture and sale of
automobiles and tires, which did
not happen to effect radio billings
appreciably since neither of these
industries has been a heavy user of
radio time, may be followed by
similar curtailments in other fields
which might result in cancellations
of radio contracts.

Leading Clients

At the moment, this appears un-
likely. Radio’s leading advertisers
—drugs, foods, tobaccos, soaps and
cleansers, petroleum products, to
limit the list to the top five classi-
fications—seem among the things
least likely to be preempted for
military use. Automobiles, home ap-
pliances and other machines, whose

A

EIGHT PAWS for station identification belong to regular employes of

Columbia network who were

photographed and fingerprinted as a de-

fense measure. The “ordeal” of furnishing digit diagrams hasn’t damp-

ened the enthusiasm of (I to r),

Publicity Chief Louis Ruppel;

Photographic Head Michael Fish;
Fashion Editor Rosellen Callahan and

Assistant Publicity Director Hal Rorke (recently Pacific Coast repre-
sentative of CBS and now permanently in New York).

manufacturers have diverted their
materials, men and plants into di-
rect war efforts, are not as a rule
heavily advertised on the air.

Manufacturers of such merchan-
dise who are radio advertisers—
such firms as Ford, Chrysler, Bell
Telephone System, General Electrie,
Du Pont, to name only a few—use
their radio programs chiefly for
institutional advertising and to
date they are all continuing their
programs.

In the opinion of many radio ex-
ecutives, such programs of institu-
tional advertising are likely to in-
crease rather than fall off in the
coming year, with advertisers who
formerly used printed media to
promote direct sales turning to
radio to promote good will and to
keep their names alive until the
time when they again will have
something to sell to the public.

One network sales chief predicted
that 1942 would see more programs
of the Treasury Hour type, spon-
sored either by single manufac-
turers or by industrial groups to
aid in promoting the country’s war
efforts, with only a credit line given
to the sponsors.

New York agency men were op-
timistic over the outlook for 1942,
with none of them expecting any
cancellations among their clients
due to war demands. Even those
handling metal products, which
might easily be affected by war de-
mands, report no immediate
changes in radio plans. The manu-
facturers of Gillette and Schick In-
jector razors, for example, are go-
ing right ahead with their broad-
casting and will change their plans
only when and if it becomes neces-
sary.

Net War Clause

Since the inclusion of war clauses
in all MBS contracts, a few agen-
cies have tried to obtain similar
provisons from NBC and CBS, but
as yet these older networks have
not shortened their 13-week can-
cellation periods. Executives at both
NBC and CBS explained that in
any emergency they will be glad to
discuss the situation with any of
their clients and that they will not
stand on the letter of the contract
if to do so would work any hard-
ship on the advertiser.

In most cases, however, they
pointed out, an advertiser whose
facilities might be requisitioned by
the Government would have at
least a 13-week supply of his regu-
lar merchandise to dispose of, and
they did not wish to break down
the established system of 13-week
broadcasting periods for any but
exceptional individual cases. Gen-
erally, most agencies are content to
continue under the present arrange-
ment.

No new trends in programming
were reported, with the exception
of the increased demand for news
periods and announcements adja-
cent to them. Comedy will be a
major part of the radio fare as
usual, but there is as yet no notice-
able rush on the part of sponsors
for this kind of program to the
exclusion of drama, music or other
types of radio entertainment. While
perhaps not strictly speaking a
trend in programming, there has
been during the past few months a

BROADCASTING ¢ Broadcast Advertising
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tendency on the part of national
advertisers to include in their
broadcasts a plug for defense bonds
which undoubtedly will continue to
grow during the coming year.

It seemed significant that among
all the New York interviews con-
ducted with advertising agency ex-
ecutives there was not a single
mention of any fear that radio
schedules might be disrupted by
blackouts because of air raids or
threats of such raids.

On the contrary, there were many
mentions of the splendid job radio
has done in keeping the public in-
formed of each war development
and how this service, even though
at times interrupting commercial
programs, had more than made up
to sponsors for such interruptions
by attracting audiences far larger
than usual.

There was a general feeling that
radio listening is on the upswing,
not only for news but for all types
of programs, and that this trend
will continue throughout the dura-
tion of the war.

To sum up the radio situation as
it appears in New York at this
time: Radio advertising reached a
new high in 1941 and, excepting
for some contingeney which has
not yet appeared, will achieve an
even higher peak in 1942.

Chicago

LEADING midwestern advertis-
ers, agency executives, network
officials, station managers, and
radio station representatives ex-
pect radio to retain the commercial
gains which it has developed year
after year. Any prediction, of
course, is tempered with that nec-
essary qualification — ‘“dependent
upon the course of the war”.

In 1941 BROADCASTING on the
basis of its survey predicted the
greatest year in the history of
radio, but cautioned even the most
conservative observers with an
ominous IF. The year was the
greatest in the history of the in-
dustry, but on Dec. 7, 1941, that
IF became WHEN.

As pointed out by one of the
advertising elders of Chicago,
analogies between World War 1
and II, do not, for the most part,
apply. In the first place, commer-
cial broadecasting did not exist dur-
ing the last war. Secondly, priori-
ties presented no problem—manu-
facturers continued to turn out
their products if they could get
Jabor. And thirdly, the method of
fighting in this war is basically
different than the last.

Blitz methods mean that the en-
tire civilian population must be 2s
thoroughly and effectively organ-
ized as the Army. And that means
a civilian readjustment to a war-
time economy — a readjustment
that will make necessary some
changes in advertising.

This is the Time!

These changes, however, may
mean immediate utilization of radio
by advertisers to reap full benefit
of immediate sales potentialities.
As expressed by William Polje,
president of Pollyea Adv., Terre
Haute, which directs advertising
for Hulman Co., Terre Haute
(Clabber Girl baking powder), “I
am urging marketers to intensify
advertising and' sales promotional

AS A PROTECTIVE MEASURE for NBC Chicago studios, identification
badges and passes will be issued to over 450 employes, musicians and
artists, who have been photographed and fingerprinted. Shown here are
(1 to r) Dorothy Masters, press division, being photographed; John F.
Whalley, business manager who supervised the shooting; Miles Zdenek,

photgrapher;

Leonard Anderson, assistant office manager;

Kenneth

Christiansen, mail room superintendent, and Engineer Ed Bernheim,
shown signing his name, also a prerequisite for the badges and passes.

effort while it is possible for all
guns to be brought to bear on
market potentialities. This, I rea-
son, is the time for intensive effort
toward market consolidation while
means to that end are at the dis-
posal of the marketer and in prep-
aration for the time when oppor-
tunity to use all of the tools of
selling will be reduced”.

The broadcasting industry, in
the opinion, of most Chicago ob-
servers, is in a singularly fortu-
nate position—more so than other
medium because radio advertisers
for the most part are marketers of
packaged goods, the least likely
of all product groups to be affected
by priorities. A breakdown of the
56 current programs handled by
Chicago agencies on the three
nationwide networks reveals that
all but four of the products adver-

tised on these shows fall into one
of the following categories: food,
soap, proprietary, soft drink,
cigarettes, chewing gum, dental or
shave cream, candy, or cosmetics.
Although there is a possibility of
priorities affecting some of the
packaging materials, advertisers
queried, in each case, replied that
they had been experimenting with
substitute packages, and were con-
fident that the withdrawal of their
conventional package because of
priorities would not deter their
distribution.

The market potentialities for
radio advertisers in the midwest-
ern farm market will, according
to all available estimates, be
greater in 1942 than ever before.
Today the American farmer has
emerged as a producer with the
latest scientific applications to

Daylight Saving Time Proposal

Again Receives Serious Study

White House and OPM Mull Various Proposals;
House and Senate to Take Up Question Soon

LEGISLATION to establish day-
light saving time, probably on a
universal basis similar to that en-
forced during World War I, is to
be pushed soon after Congress re-
convenes Jan. 5. With the United
States at war, and a premium
placed on efficient production and
conservation of electrical power,
Congressional interest in DST took
a sudden spurt last week after a
lull of several months. Apparently
some form of DST is definitely in
the books as a defense matter, with
proponents urging early establish-
ment of “fast time”.

Wheeler’s Bill

DST legislation as a war measure
has been recommended to Congres-
sional leaders by President Roose-
velt, and last Tuesday Senator
Wheeler (D-Mont.), chairman of
the Senate Interstate Commerce
Committee, introduced a proposal

BROADCASTING ¢ Broadcast Advertising

(S-2160) which would authorize
the President, during the war
emergency and for six months
thereafter, to advance or retard
the nation’s clocks by not more
than two hours. This bill resembles
one introduced in the House late
in June by Rep. McLean (R-N.J.),
providing for universal DST during
a seven-month period.

A half-dozen other DST bills
have been introduced in the House
during the last year. The one get-
ting the most attention was intro-
duced by Chairman Lea (D-Cal.),
chairman of the House Interstate
& Foreign Commerce Committee.
The House committee several
months ago held public hearings
on the Lea proposal, which would
give the President power to set up
DST in specific regions or all
over the country at his discretion.

(Continued on page 35)

farming; as a business man with
a complete knowledge of farm mar-
kets, and as a potential customer
for radio advertised products.

Advertisers are intensifying
their coverage in rural markets
through the use of additional sta-
tions on network hook-ups or by
adding stations on spot schedules.
This intensified rural coverage is
not confined to the midwest, it is
reported, but is evident in all parts
of the country.

Rural Markets Lively

Direct mail accounts placed out
of Chicago have enjoyed a success-
ful year. These accounts have been
placed primarily in the rural mar-
kets. In most cases the distributor
buys the time on a station at regu-
lar card rate and allots a percent-
age of the selling price for adver-
tising costs, usually up to 50%.
He drops off the station when per
inquiry costs goes above that figure.
Fountain pens, jewelry, patent
drugs, vitamins, books, instruction
courses, and rural journals have
been sold successfully by this
method. The Pen-Man, Chicago,
for example, reports 131,000 pens
were sold by direct mail in three
months on WLS, Chicago. The
volume of direct mail accounts are
expected to increase during 1942.

In the early part of 1941, it was
thought by many advertising exec-
utives that increased corporate
taxes would mean larger advertis-
ing appropriations, particularly by
those corporations who as defense
made greater demands on their
productive capacity, would step
into the institutional field.

This trend has not occurred in
radio. Although magazines and
newspapers are being utilized for
institutional copy, radio has not
received any institutional advertis-
ing to speak of. Advertising
sources in Chicago are doubtful
as to the extent of institutional
advertising by automotive com-
panies and heavy goods manufac-
turers. It has been pointed out,
however, that the airplane manu-
facturers such as Lockheed, and
Vultee are using considerable
magazine space.

Studebaker Plans

Studebaker Corp., South Bend,
said it has not formulated adver-
tising plans for 1942. The 13-week
basic radio contract was not flex-
ible enough for advertisers who
wanted from time to time to get
institutional messages to the pub-
lic, it was stated.

P. X. Wrigley, president of the
Wm. Wrigley Jr. Co., Chicago, was
confident that the country would
adjust itself after the first impact
of the war. While not inclined to
make any predictions, Mr. Wrigley
pointed out that three programs
sponsored by his company have
adopted a defense theme. A Thurs-
day evening half-hour period has
been donated to the Navy, Scatter-
good Baines is now designed to
build civilian morale, while the
Gene Autry Melody Ranch has
added a weekly 20-minute drama-
tization of history of the U. 8.
Cavalry.

(Continued on page 44)
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Industry Cooperates

Ryan Conferring
With Federal
* Officials

RECOGNIZING war censorship
as its No. 1 problem, the broad-
casting industry is pitching in with
the recently created Office of Cen-
sorship toward evolution of a full-
scale voluntary code which will
change the complexion of many
programming practices, not re-
stricted to the pure news field.

Working with Director of Cen-
sorship Byron Price and his as-
sistant director in charge of radio,
J. Harold Ryan, industry repre-
sentatives last week set in motion
machinery designed to produce a
new wartime code, which would be
invoked at the earliest possible
time.

Ideas of Government agencies
identified with war operations, as
well as those of industry leaders,
will be submitted to Mr. Ryan with
a view toward placing in immediate
effect standards to govern opera-
tions of stations domestically and
probably internationally. The al-
ternative would be a mandatory
set of rules and regulations drafted
by the Office of Censorship.

Ryan Confers

While high praise already has
been voiced by Government officials
for the voluntary cooperation of
the industry in steps to prevent use
of broadcasting facilities for sub-
versive purposes, it nevertheless
is recognized that additional re-
straints must be imposed. By the
same token, it is realized that im-
position of extreme restraints
might tend to hamper the useful-
ness of radio and affect public
morale.

Mr. Ryan, vice-president and
general manager of the Fort In-
dustry Co., who was named as-
sistant director of censorship for
radio on Deec. 26 by Mr. Price, con-
ferred practically all last week
with representatives of the indus-
try. He was delegated by Mr. Price
to cover all preliminary ground on
evolution of a new code. Mr. Ryan’s
plan, it is understood, is to confer
with all Government agencies iden-
tified with the war operations and
obtain their ideas. The NAB and
other groups likewise will solicit
the industry on similar factors and
the results will be pooled.

The NAB wartime code, pro-
duced a fortnight ago, will be used
as the base, though it is felt that
the document, thrown together
quickly, is not sufficiently compre-
hensive.

Some of the knotty problems that
confront the industry, totally aside

_from handling of news broadcasts
and commentaries, involve coverage
of stations along the borders and
use of request numbers on net-

works and outlets having more
than local or regional range. Use
of request programs as vehicles for
transmission of intelligence outside
the country is regarded as a dis-
tinet danger.

Army Order

Some confusion has developed
over issuance of orders regarding
censorship. One incident last week
was as an order from a West Coast
Interceptor Command that network
programs carrying request num-
bers and testimonials be not fed
to the coast. [See separate story
below].

This Monday (Jan. 5) represen-
tatives of the news departments of
the three major networks were to
meet with Mr. Ryan to discuss
problems that have developed since
the war. This session is to be fol-
lowed by other meetings with in-
dustry representatives, all geared
toward the production of the re-
vised and enlarged code.

in Censorship Plan

The intention of Mr. Price’s or-
ganization, it has been clearly in-
dicated, is to accomplish as much
on a voluntary basis as possible.
Censorship at the source of all mili-
tary information already is in full
effect. Little difficulty has been ex-
perienced in the handling of news
broadcasts despite one or two un-
toward instances. The most diffi-
cult problems appear to be en-
compassed in non-news programs
and in the coverage of stations
along the borders. Every effort is
being made, obviously, to plug all
possible leakage of espionage.

In evolving the new code, empha-
sis is expected to be placed upon
self-policing operations. Stations
along the borders will be called
upon, it is expected, to eliminate
all types of requests, open micro-
phone (man-on-the-street, ete.)
programs and other features where
intelligence might be conveyed by
subterfuge.

Mr. Price’s operating board,

Army Command on West Coast Forbids
Net Testimonials and Request Programs

TESTIMONIALS and request
numbers on network programs re-
layed to the West Coast were
banned, probably temporarily, last
week as a result of a sudden order
from the Fourth Interceptor Com-
mand in Los Angeles, because
of possible coded espionage which
would give aid and comfort to the
enemy. Simultaneously, many sta-
tions along the Coast have agreed
to forego request programs and any
other “communications from the
public” for the same reason and
were said to have been threatened
with shutdown if they did not com-
ply.

The matter immediately was
taken up with J. Harold Ryan, as-
sistant director of censorship for
radio, and the War Department
Radio Branch. Mr. Ryan and Ed
Kirby, chief of the Radio Branch,
promptly decided to dispateh R. C.
Coleson, administrative chief of the
Radio Branch and a former West
Coast broadecaster, to Los Angeles
to adjust the matter and eliminate
confusion.

Time Lag Involved

Orders to stations and to the net-
works came from the FCC inspec-
tor on the Coast, it was learned,
following instructions from the In-
terceptor Command. The networks,
it was reported, decided last Tues-
day to comply promptly, but un-
dertook steps to remedy the situa-
tion. Misunderstanding of the man-
ner in which testimonials are
handled in commercial programs
was ascribed as the basis for the
summary order.

From the war’s start, the mili-
tary establishment has felt that
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testimonials and request numbers
might be employed as a means of
coding intelligence to the enemy,
either to submarines off the Coast
or on direct pickup from higher
powered stations. The fact that tes-
timonials in commercial programs
clear through at least three hands
—advertiser, agency and network,
as well as the party whose testi-
monial is used—apparently had not
been conveyed to military authori-
ties with sufficient clarity to pre-
clude issuance of the order.

Time Lag a Factor

Moreover, the essential time lag
in such presentations, which may
run several weeks or months, would
appear to dispel any possibility of
subversive use. Request numbers
on network programs are at a mini-
mum and their deletion is not ex-
pected to cause any hardship, even
though the element of danger
there, too, may be entirely second-
ary.

With the issuance through the
FCC inspector of the orders to
stations not to carry any announce-
ments from the public to West
Coast stations, confusion promptly
was provoked. Such intelligence,
in the first place, falls within the
purview of the Office of Censorship,
rather than the FCC field force, it
was pointed out.

One of the first repercussions
following issuance of the order de-
veloped when a clear-channel West
Coast station carried a network
testimonial. This brought a prompt
reprimand from the Interceptor
Command and the FCC inspector,

made up of officials from govern-
mental agencies identified with war
activity, is rapidly being organized.
E. K. Jett, chief engineer of the
FCC, has been designated the
member for that agency. Herbert
E. Gaston, Assistant Secretary of
the Treasury and a member of
DCB, already has been appointed.
Among other members are Maj. W.
Preston Corderman, War Dept.
censor; Capt. H. K. Fenn, of the
Navy, in charge of Naval censor-
ship, and Wm. Hinze, supervisor
of national defense of FBI.

The code eventually evolved will

Executive Praise

WHITE HOUSE Secretary
Stephen T. Early, speaking,
he said, on behalf of Presi-
dent Roosevelt, last Monday
publicly praised radio and the
newspapers for their observ-
ance of voluntary censorship.
Mr. Early extended what he
termed ‘“a well deserved, be-
lated orchid” to the two news
media. He said the Chief Ex-
ecutive was delighted and has
commented several times on
the fact that no newspaper or
broadcaster released in ad-
vance the news of Prime Min-
ister Churchill’s trip to
Washington when this fact
had been more or less an open
secret among the news corps.
The same was true, Mr. Early
pointed out, in connection
with Mr. Churchill’'s de-
parture from Washington for
Ottawa.

be an all-industry proposition,
rather than one bearing the NAB
imprint, it became evident. Dis-
agreement in industry circles over
some NAB operations appears to
have dictated this policy. The Ra-
dio Coordinating Committee, which
met Dec. 22-23 at the call of George
B. Storer, interim NIB president,
was instrumental in nominating
Mr. Ryan for the censorship post
and in taking other concrete steps
toward establishment of an overall
industry liaison in Washington.

Regulations Discussed

The regulations, when evolved,
will be applicable to all stations,
networks, and international sta-
tions, though the latter already
voluntarily have been subjected to
censorship for several months,
largerly through the Navy and the
Office of the Coordinator of In-
formation.

Whether the coordinating Com-
mittee of five will again be
convened on war matters is not defi-
nitely determined. It was thought,
however, that the committee would
funetion probably as the forerun-
ner of a revised trade structure
for the industry. The NAB board
of directors, which meets in Wash-
ington Thursday and Friday,
among other things will canvass
this entire situation. ’
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“THE BIG ONE
MUST BE RIGHT!”

Young and dashing as you undoubtedly are,
perhaps you can still remember the days before
standardized road-marking, when every competing
township tried to lure you past its doors, regardless!
Well, today’s situation in radio sort of reminds us
of those “good” old days. Whether it boasts five
listeners or five million, every station naturally

feels that it’s your main road to success!

BROADCASTING e Broadcast Advertising

Here at WHO, we’ve probably done more research
than all other Iowa stations combined, to gather the
real facts of our coverage and listening audience,
and to base our “road signs” on proven facts. Each
year for four years, for instance, we’ve helped pub-
lish the largest and most authentic annual audience

Surveys in the Middlewest.

Perhaps, being human, we wouldn’t be so energetic
if practically every research one can make didn’t
support our contention that WHO is the “main
road” to advertising success in Iowa Plus. But the
facts not only support that contention—they prove
it. Let us send you some examples—or if you pre-

fer, just ask F&P.

WHO

== for 1OWA PLUS!

DES MOINES . . . 50,000 WATTS
J. 0. MALAND, MANAGER

FREE & PETERS, INC. . . . National Representatives
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NewCompanytoOperate BluePlanned 23

Charter Will Be Asked:
Slated Executives

Study Duties
FORMATION of a new coinpany to
operate the Blue Network and the
filing of incorporation papers in
Albany for the new organization
which, for the beginning at least,
will be a wholly-owned subsidiary
of RCA, is expected within the next
few days.

Meanwhile, although no appoint-
ments of personnel can be made offi-
cially until the new company is
formed, those NBC executives who
are slated to hold key jobs in the
new Blue operations have already
begun to devote at least a portion
of their time to. consideration of
their new duties. ,

Owners Listed

Executive lineup, as tentatively
set up in NBC-RCA conferences, is
the same as forecast in the Dec. 8
issue of BROADCASTING. Mark
Woods, NBC vice-president and
treasurer, will be president, with
Edgar Kobak, now vice-president of
NBC in charge of Blue sales, as
executive vice-president and gen-
eral manager. Lunsford P. Yandell,
former assistant treasurer of RCA
and more recently active in NBC’s
international division, is named as
treasurer and vice-president of the
new Blue organization.

Other scheduled officials include
Fred Thrower and George Benson
of the present Blue sales staff as
general and eastern sales manager,
respectively. Phillips Carlin, who
has headed the Red program staff,
will be program manager. Keith
Kiggins, now sales manager of the
Blue, will become manager of sta-
tion relations. Robert Saudek con-
tinues as assistant to Mr. Kobak.

E. P. H. James, now Blue pro-
wotion director, will have charge of
all advertising, promotion, pub-
licity and research for the new com-
pany. Dorothy Kemble, assistant
continuity acceptance editor of
NBC, will head the new Blue con-
tinuity acceptance staff. Earl Mul-
lin, assistant manager of NBC’s
press department, will be manager
of the press department of the
Blue Network.

John H. McNeil, of the Blue sales
staff, is reported slated to become
manager of WJZ. Philip 1. Merry-
man, coordinator of facilities, de-
velopment and research in NBC’s
stations department, under Vice-
President William S. Hedges, will
have a similar post in the station
relations division of the new Blue
operation. William Burke (Skeets)
Miller, director of talks of NBC,
was understood to be under con-
sideration for the post of director
of news and special events of the
Blue.

Name of the new company is un-
decided, but whatever the corporate
designation, the network will con-
tinue to be known as the Blue, it
was learned. Although the belief is

" HTEREST

NEW NBC TRADE MARK de-
signed by Edward de Salisbury, o
the NBC General Promotion Divi-
sion, under the direction of Ken R.
Dyke, promotion director. The trade
mark will be used in NBC adver-
tising, stationery, ete.

that a new company will be organ-
ized, there is still a possibility that
this step will not be taken imme-
diately but that RCA may operate
the Blue Network as a department
of its own. A final decision is ex-
pected momentarily on these mat-
ters and certainly before the
general meeting of all stations af-
filiated exclusively with the Blue
which has been called for Jan. 15
in Chicago.

Advisory Sessions

Meanwhile the separation of the
Red and Blue networks is expected
to be a major topic of discussion
at the meetings of the advisory
committees of the Red and Blue
networks to be held during the next
ten days. Each committee consists
of six affiliates of the particu-
lar network (Red or Blue), one
representing each geographical
zone of the country. The Red com-
mittee will meet Jan. 6, the Blue
committee Jan. 14 in Chicago.

In Chicago, Edwin R. Borroff,
currently Blue sales manager there,
is slated to become general man-

Carlin to Blue

PHILLIPS CARLIN, pro-
gram manager of NBC-Red
network, has been transferred
to the same position with the
Blue following the resigna-
tion of William Hillpot from
that post last week. It is un-
derstood Carlin has been
slated to become the Blue net-
work program head with the
reorganization of this net-
work as a separate company
outside of NBC, so the move
is merely occurring a little
sooner than had been antici-
pated. Clarence L. Menser,
who became manager of all
NBC programs Jan. 1 follow-
ing the transfer of Sidney N.
Strotz to Hollywood as NBC
vice-president in charge of
Pacific Coast operations, will
assume Carlin’s duties in con-
nection with Red network
programs.
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ager of the Blue, but there has
been no decision as yet about per-
sonnel in other division offices, it
was stated. The new network or-
ganization for the present at least
has made no plans for maintaining
a staff in Washington. There will
undoubtedly be a Pacific Coast divi-
sional office, but any speculation
about personnel there was labeled
premature.

BMI-SBAT Pact

THROUGH an agreement with the
American Performing Rights So-
ciety, BMI has been assigned ex-
clusive rights to grant licenses for
the performance of music composed
by members of the Sociedade Bra-
zileira de Autores Teatrais (SBAT-
Brazilian society). The contract,
to run three years on a perform-
ance basis starting Jan. 1, is re-
newable year after year on notice
of either contracting parties, and
is similar to agreements signed
with the Argentine, Mexican and
Cuban societies. In cases where
Brazilian composers are publishing
with U. 8. publishers not affiliated
with BMI, it will be necessary to
hold a BMI license to play the
Latin-American compositions in-
volved, of which more than 1,000
are now available.

Writers to Serve

AUTHORS of leading national pro-
grams have volunteered to serve on
the Radio Writers War Effort Com-
mittee which is being formed in re-
sponse to a request from the Office
of Emergency Management, ac-
cording to a release from the Au-
thors League of America. Those
who have offered to serve include
Eric Barnouw, Gertrude Berg, Clif-
ford Goldsmith, Katherine Seymour
and Kenneth Webb of New York;
True Boardman, John Boylan, Hec-
tor Chevigney, Paul Franklin, Carl-
ton E. Morse, Don Quinn and Jerry
Schwartz of Hollywood. In addi-
tion a Chicago group is being or-
ganized. Bernard C. Schoenfeld,
chief of the Redio Section of OEM,
will address a general meeting of
til(le lfastern writers Jan. 6 in New
ork.

Wrigley Defense

WM. WRIGLEY JR. Co., Chicago,,
on Jan. 1, in the halfhour period
Thursday evening period at 10:15-
10:45 on CBS, donated to the U. S.
Navy, started First Line of De-
fense, a program dramatizing tales
of heroism in the Naval service.
Program originates from Chicago
under the direction of Bobby
Brown, supervisor of Wrigley-CBS
programs and is written by Mr.
Brown, Ray Wilson, and Willis
Cooper. Agency is Arthur Meyer-
hoff & Co., Chicago.

Beechnut Renews

BEECHNUT PACKING Co., Ca-
najoharie, N. Y. (gum), during
January is renewing its campaign
of chain breaks on a large number
of stations throughout the country.
The company also has renewed its
five-minute thrice weekly Beechnut
musical program on WJZ, New
York. Agency is Newell-Emmett
Co., New York.

NORMAN LIVINGSTON

VERSATILITY is the word for
Norman Livingston, whose time-
buying activities with Redfield-
Johnstone, New York, are but one
part of his job. Norm, many in the
industry will recall, helped put the
idea of cooperative network radio
on a successful, practical basis.

Writer, producer, idea man and
director, Norm for a long time
toyed with the possibility of using
a high-priced live variety or dra-
matic show on a coast-to-coast net-
work for sale to local sponsors.
Such a program, he argued, would
give the small advertiser the ad-
vantage of a show he could never
afford to put on alone, together
with a local audience equal to any
commanded by a regular network
show, sponsored by a national ad-
vertiser,

Firmly convinced of the sound-
ness of the idea, Norm went ahead
with it and in 1935 Morning Mati-
nee featuring some of the greatest
names in the entertainment field
went on the air. The idea took hold
and the program was repeated the
next year. In 1937 Thirty Minutes
in Hollywood, starring George Jes-
sel, was presented. Show of the
Week followed in 1939 and 1940
and this year it’s Bulldog Drum-
mond, all aired on MBS.

Strange paths led Norm into ra-
dio. After attending Columbia U he
became a runner for a brokerage
house, deserting that job to form
his own Travel Agenecy in 1926.
Business thrived and Norm opened
a Paris office and spent some time
in the shadow of Eiffel Tower. Then
another show reared its head. Came
1929 and business began to sag.
Norm turned to writing to help pay
the rent, but it wasn’t quite enough,
as the travel trade fell to pieces.

Using his writing as an entrance
to radio, Norm set himself up as
an independent producer, accepted
a position with Rccke Productions,
program builders. In 1935 he became
associated with Donahue & Coe, in
the radio department, moved the
next year to Dorland International
and in 1937 became Radio Director
and timebuyer for Redfield-John-
stone.

A native New Ycrker, Norm was
born June 29, 1903.
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up to Rudo’s giant warehouse . . . and haul away

AND NOT just talking about famous-brand foodstuffs.

. but bringing it!
Interestingly, B. H. Rudo & Brother’s selling area

coincides largely with WBAL'’s effective coverage
area. But the similarity does not end here. As
progressive merchants, the Rudo Brothers are
keenly aware of WBAL's advantages to its many
national advertisers of foodstuff .. . and keenly

B. H. Rudo & Brother trucks
leave Baltimore daily for retail
3, destinations throughout Mary-

B. H. Rudo land, the District of Columbia,
slices of Pennsylvania, Virginia and West Virginia.

Since 1909 B. H. Rudo & Brother has been show- enthusiastic. As B. H. Rudo, president, puts it:
ing national manufacturers what effective distri- ""WBAL'’s powerful voice creafes the demand . . .
bution really means. Together with its subsidiary, and we fill it.”

The Atlantic Wholesale Grocery Co., it is recog-
nized as one of the East’s foremost grocery dis-
tributing outlets—contacting over 7500 retailers.
Sixteen sales representatives and a weekly
merchandise circular serve as advance guard for
fleets of food-filled trucks.

Two forward-thinking institutions . . . B. H. Rudo
& Brother and WBAL . . . both bringing business
to Baltimore!

Too, the firm is singularly fortunate in being
‘located in Baltimore, the South’s largest wholesale
center. This makes for an unique arrangement S oS W 50000 WATTS
whereby retailers from all over the East and South o~ BALTIMOR

"*go to market’’ in Baltimore . . . back their trucks

NBC RED—The Network Most People Listen To Most

This adiery
U)EIHEIII T
Prepared by Theodore 4 Newhos
OfFf Adverisip,
© Agency
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FCC Rejects Petition to Defer

Press-Radio Case for Duration

A PROPOSAL that the FCC’s in-
vestigation of newspaper owner-
ship of broadcast stations be ad-
journed for the duration, made by
the Newspaper-Radio Committee,
was rejected by the FCC last
Wednesday, but resumption of the
protracted hearings was postponed
from Jan. 8 to Jan. 21.

Without formal or written opin-
ion, the Commission denied the re-
quest of Harold V. Hough, chair-
man of the committee, presumably
on the ground that the war does not
involve suspension of regular pro-
cedure. While there was no formal
vote, it is understood that four of
the Commissioners present indi-
cated the desire to carry on the
proceedings to completion as ex-
peditiously as possible.

The fifth member present—Com-
missioner Craven — is understood
to have maintained his past posi-
tion in opposition to the entire pro-
ceedings. Commissioners Case and
Payne were absent.

Thacher’s New Post

Mr. Hough suggested to the
Commission that in light of the
war, the proceedings be suspended
indefinitely. He pointed out that
former Judge Thomas D. Thacher,
chief counsel for the newspaper com-
mittee, had been appointed chair-
man of the Second Alien Enemy
Hearing Board of the Immigration
District of New York, at the re-
quest of the Attorney General; that
many of the key witnesses formerly
available are now identified with
the war effort, and that transporta-
tion and housing conditions in
Washington are difficult.

Moreover, Mr. Hough pointed

out that the cooperation of stations

and newspapers is essential in the

war effort from the standpoint of

public morale and that these im-

portant duties should not be inter-
|

CLASP OF THE HAND between
Don Searle, vice-president and
general manager of KOIL, KFAB,
KFOR, Omaha and Lincoln, and
G. W. (Johnny) Johnstone, chair-
man of the radio committee of the
Committee for the Celebration of
the President’s Birthday, starts
the ball rolling in Nebraska. Mr.
Searle is chairman of the Nebraska
radio committee for the celebration.
Mr. Johnstone was in Omaha to
discuss plans for Nebraska’s par-
ticipation in fund raising cam-
paign.

‘AN

rupted by continuing the investiga-
tion. He proposed that all news-
yaper applications, whatever their
nature, now in the suspension file,
be removed and considered on the
same basis as other applications.

The Newspaper-Radio Committee
would continue in existence and
would be available to the FCC at
any time, Mr. Hough declared. He
suggested that the hearing be ad-
journed subject to the call of the
chairman, and that if any develop-
ments required immediate handling,
proceedings could promptly be re-
instituted.

The FCC, it was learned, consid-
ered first an informal request made
by attorneys for the committee at
an earlier meeting last week, after
which it set the Jan. 8 hearing date.
When the formal request came,
similar action was taken with the
vote overwhelmingly in favor of
continuing the proceedings.

In announcing the postponement,
the FCC reiterated “its determina-
tion to expedite completion of this
hearing and will, accordingly, de-
vote three days a week to it instead
of the two days a week as hereto-
fore.”

KGLO Awarded Boost

In Its Power to 5 kw.

INCREASE in power from
1,000 to 5,000 watts fulltime on
1300 ke. was authorized for KGLO,
Mason City, Iowa, by the FCC in
a decision announced last Tuesday.
The station, a CBS outlet, is owned
by the Mason City Globe Ga-
zette Co.

KTRB, Modesto, Cal, was
granted a modification of construc-
tion permit to operate with 1,000
watts day and night on 860 ke.,
with a directional antenna for
night use. The station now oper-
ates with 250 watts day.

‘Penny a Plane’

ENTHUSIASTIC listener response
to the suggestion by Hershl Levine,
Yiddish commentator on WHOM,
Jersey City, that all listeners send
in one penny every time an official
communique announces that United
States forces have shot down an
enemy plane, has started the
“Penny a Plane” campaign on
WHOM. The station now announces
the campaign on programs in eight
foreign languages, requesting
listeners to send the pennies to the
station which turns it over to the
Treasury Dept. for use in any
phase of the war effort.

Sohio Aids Treasury
STANDARD OIL_ Co. (Ohio),
through its agency, McCann-Erickson,
and in cooperation with the Treasury
is now devoting a greater share of its
commercials to the sale of Defeuse
Bonds and Stamps in its 16 daily
spots over WTOL, Toledo. All dealers
for the company are also selling
Defense Stamps.
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Army Weather

JIM FIDLER, staff meteorol-
ogist of WLW, Cincinnati,
has joined the Army Air
Force as a weather forecast-
er. Mr. Fidler’s functions at
the station were eliminated
by the ban on weather broad-
casts. WLW had just in-
stalled special meteorological
equipment to facilitate com-
plete weather coverage, and
plans to maintain the appar-
atus until the weather service
can be resumed after the war.

KFRE, in Fresno, Cal.,

In Debut, Joins Don Lee

KFRE, new Fresno, Cal., 250-watt
fulltime station operating on 1340
ke. following tests, went on the air
Jan. 1 and on that date joined Don
Lee Broadcasting System, MBS
West  Coast network affiliation.
KFRE was authorized last Oct. 14
when the FCC issued a construe-
tion permit for a new local outlet
to J. E. Rodman, Fresno Chevrolet
dealer. Grant was for the facilities
vacated by KARM, Fresno, now
operating on 5000 watts on 1430 ke.

Paul R. Bartlett, in radio since
1933, is general manager. One-time
program director of KERN, Bak-
ersfield, Cal., he started as an an-
nouncer on KMJ, Fresno, and later
was on the NBC New York, and
KOA, Denver, staffs. Robert L.
Stoddard, formerly manager of
KERN, has joined the new station
as commercial manager. Sheldon
Anderson, formerly chief announc-
er and engineer of KTKC, Visalia,
Cal,, has been appointed KFRE
chief engineer. Martha Cram is
traffic manager. She was for sev-
eral years on the KMJ staff.

RCA-equipped, the studios as
well as executive offices are located
in the T. W. Patterson Bldg.,
Fresno. The 264-foot tower and
RCA transmitter plant are located
on a 10-acre tract at Clinton and
First Sts.,, two miles from the
center of town.

VICTORY NETWORK
San Diego Hookup Designed
To Assist Defense

AFFORDING San Diego a broad-
casting system which gives blanket
coverage on short notice, the tele-
phone hook-up known as the Vie-
tory Network [BROADCASTING, Dec.
29] was started Dec. 18, 6:30 p.m.
and featured George Bacon, organ-
ist; Bailey Warren, soloist; Mayor
Benbough, dedicating the new net-
work; Lieut. Max Black, Defense
Council chief; Ben Sweetland, con-
ductor of Beating Boredom, and
network officials of KGB, KFSD
and KFMB, stations making up
the network.

Designed as morale-builders,
programs of the network originate
simultaneously each Tuesday and
Thursday from the three stations
with origination of the programs
passing from studio to studio. Full
talent staffs of the stations are
made available with all rules, regu-
lations and orders being cleared
through the local defense council.
In the event of an emergency mes-
sage, time is cleared on all three
stations which simplifies the pro-
cedure of handling official bulletins.

DCB Urged to Call

Labor Conference

Advisory Committee Pledges
Workers’ Cooperation

PLEDGING labor’s full coopera-
tion in the wartime operation of
communications, the Labor Ad-
visory Committee of the Defense
Communications Board, after a
two-day meeting last Monday and
Tuesday, forwarded a request to
DCB-FCC Chairman James Law-
rence Fly that DCB immediately
call a conference of management
and labor representatives in the
communications industry.

The call would be made “for the
express purpose of considering
some of the most immediate prob-
lems confronting the industry and
of establishing demacrotic ma-
chinery for continued consultation
and cooperation”.

The letter, unanimously approved
and signed by nine labor-leader
committee members, was brought
to the attention of members of the
board at a meeting last Friday.

Need of Efficiency

“The communications industry is
a most vital part of the nation’s
war effort, and a great responsi-
bility rests on the shoulders of Gov-
ernment, industry and labor to do
everything possible to guarantee
the maximum efficiency of opera-
tion,” the committee’s letter stated.

“This can only be attained if
labor is permitted and encouraged
to make its maximum contribution.
Labor in the communications in-
dustry pledges its utmost coopera-
tion toward the achievement of this
end. Government, industry and
labor, in the recent historic Wash-
ington conference, have declared
for the elimination of strikes and
lockouts, the peaceful settlement of
all disputes, and maintenance of all
the rights of collective bargaining,
and the creation of a War Labor
Board. Labor in communications
fullv supports this policy.

“The vital importance of the
workers in the communications in-
dustry to the war effort makes it
necessary that labor be accepted as
a partner in the determination of
all policies affecting the industry.
Some important problems are:

“The protection of communica-
tions facilities from attack or seiz-
ure; the maintenance of high
morale among communications
workers; the determination of the
skills and availability of communi-
cations personnel and their rela-
tionship to the armed forces and
the civilian defense; the determina-
tion of the condition and avail-
ability of equipment and plant in
the industry; the determination of
the effect of auxiliary services in
the industry on the rapid flow of
live traffic, the provision for the
utmost protection of communica-
tions workers against attack, the
maintenance of healthful conditions
of work, the training of employes,
the recognition of special services
and exceptional valor—all these and
many other aspects of the prob-
lem must be examined.”
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Katz Drug to Use
Radio Extensively

Becomes a Major Medium as
Tests Prove Successful

AS A RESULT of a successful 10-
week trial of spot announcements,
Katz Drug Co., Kansas City, has
decided to employ radio hereafter
as a major advertising medium.

Henry Gerling, advertising man-
ager, disclosed that Katz has
signed contracts for the 1942 first
quarter with Kansas City’s WDAF,
WMBC, KCKN and WHB for a
heavy spot announcement schedule,
3 days weekly for 13 weeks. Katz
has also signed a full year’s con-
tract of spot announcements with
KEEQ, St. Joseph, Mo., where it
operates a store.

Recent Campaign

The original 10-week trial ex-
tended from Oct. 26 to Dec. 24 dur-
ing the Katz Million Dollar Anni-
versary and Pre-Christmas sales,
using a total of 1,540 spot an-
nouncements over the four Kansas
City stations.

Katz accounts are handled
through Ferry-Hanly Adv. Agency,
Kansas City with M. H. (Mouse)
Straight as account executive and
continuity writer. Live announce-
ments will be used in St. Joseph
with 15-second and one-minute
transcriptions in Kansas City. In
addition to the spot announcements,
Katz will continue its full-hour
show on KCKN five nights weekly
and its 15-minute program on
WHB, six days weekly.

Carter Shortwave

CARTER PRODUCTS, New York
(liver pills), on Dec. 29 started a
new series of thrice-weekly quarter-
hour news programs titled Noticias
Confidenciales by Senor Victor
Hugo-Vidal, Latin American au-
thority, on WLWO, Cincinnati
shortwave station owned by WLW.
WLWO will send the series Mon-
day, Wednesday and Friday at 8:30
p. m. to eight Latin American
countries, some of whose stations
will pick up the broadcast direct and
others rebroadcast. Countries are
Puerto Rico, Venezuela, Cuba, Co-
lombia, Costa Rico, Mexico, Guate-
mala and Peru. Agency for the
company’s foreign advertising is
gational Export Adv. Service, New
ork.

Serutan Promotes Book

SERUTAN Co., Jersey City (pro-
prietary), as part of an extensive
advertising campaign for the book
You Are What You Eat bv Victor
H. Lindlahr, nutrition writer, has
purchased Peter Grant, Tuesday,
Thursday, Saturday, 10:30-10:45
p.m. on WLW, Cincinnati. Book
will also be plugged on Lindlahr
quarter-hour transcribed talks on
Journal of Living programs five
times weekly on 15 stations. Special
announcements may also be in-
cluded in the Pearson & Allen pro-
gram on 17 NBC-Blue stations
Sunday, 6:30-6:45 p.m., Raymond
Spector, agency in charge indicated.

Networks and FCC File More Briefs
Prior to Hearing on Injunction Pleas

COMING as an anti-climax, follow-
ing the Justice Department’s action
in filing antitrust suits against
RCA-NBC and CBS in Chicago
last Wednesday, lengthy briefs
were filed last Monday on behalf
of the two networks and the FCC
with the U. S. District Court for
the Southern District of New York,
ir. the NBC-CBS move to secure a
preliminary injunction to block en-
forcement of the FCC’s chain-
monopoly regulations.

Briefs supporting their motion
for temporary injunction and op-
posing the FCC’s motion to dismiss

the complaint and grant summary -

judgment were filed by CBS, NBC
and Woodmen of the World Life
Insurance Society, operating WOW,
Omaha, and Stromberg-Carlson
Telephone Mfg. Co., operating
WHAM, Rochester. An obpposition
brief also was filed for the FCC,
whose position was supported in
still another brief filed in mid-De-
cember by MBS, as intervenor.

The three-judge Federal court,
which previouslv had postponed ar-
guments from Dec. 15 to Jan. 12,
also has ordered that counter-affi-
davits be filed by Jan. 5 and reply
affidavits or briefs by Jan. 10—
two days before the arguments on
the motions [BROADCASTING, Dec.
15].

Right of Appeal

Advancing its standing to appeal
the FCC’s order. NBC in a brief re-
plying to the FCC declared that
any claim that the rule of the San-
ders case limits the right of appeal
under Section 402 (b) (2) to those
who plead financial injury is with-
out basis. NBC maintained that
both the history of the case and the
Supreme Court opinion itself
showed that the Court decided that
a financially interested party could
appeal under that section, but not
that others could not.

A joint brief on behalf of NBC,
Woodmen of the World and Strom-
berg Carlson held that the Com-
munications Act of 1934 precludes
the asserted power of the FCC in
its chain-monopoly regulations,
pointing out that non-assertion of
this power by the FCC for the pre-
ceding 15 years and the dissents of
Commissioners Craven and Case
were “significant”.

The brief also maintained that
the FCC, as a matter of law, must
apply the prescribed standard of
the public interest, convenience or
necessity to each license applica-
tion on its own facts, and that the
chain-monopoly order is “arbitrary
and capricious because it bears no
reasonable relation to the public
interest, convenience or necessity’.

Pointing out that plaintiffs will
suffer immediate and irreparable
injury unless a preliminary injunc-
tion is granted, and that no public
injury will result from the grant-
ing of such relief, the joint brief
held that the statutory three-judge
court possesses jurisdiction over the
case and that the plaintiff’s com-
plaint states a claim upon which re-
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lief validly may be granted. The
FCC’s motion to dismiss the com-
plaint should be denied, along with
the motion for summary judgment,
the brief declared.

The CBS brief maintained also
that the chain-monopoly order ex-
ceeded the authority of the Com-
munications Act, asserting that if
the Act were construed to authorize
the FCC to make such an order, it
would be unconstitutional as an in-
valid delegation of legislative
power contrary to Article I, Sec-
tion 1, of the Constitution. CBS
held that the Commission’s regula-
tions serve no public interest which
the FCC was authorized to protect,
that thev are “arbitrary and un-
reasonable”, and that the FCC un-
lawfully is attempting through a
“misuse of its licensing power to
regulate contracts over which it
has no authority”.

Declaring that CBS has a right
to challenge the order, on grounds
that it invades the network’s legal
rights in the form of propertv and
contract rights and the right to
freedom of contract, the brief held
that the networks’ suit was not
premature. as argued by the FCC,
and that CBS has no adequate rem-
edv at law.

The FCC in its brief supporting
the Government’s motion to dis-
miss the CBS-NBC complaints or
enter summary judement, and op-
posing the motions for preliminary
injunction, declared that the court
is without jurisdiction in the case.

FCC counsel held that the suit
was premature, since the chain
broadcasting regulations them-
selves do not constitute the FCC’s
ultimate determination and are
“wholly without present lezal ef-
feet”, and because plaintiffs have
still “an adenuate remedy before
the Commission which they have
not exhausted”.

FCC’s Position

The Government contention, as
evidenced in the brief, is that even
if the court has jurisdiction, the
motions to dismiss or for summary
judgment should be granted, since
the FCC is validly exercising au-
thority within provisions of the
Comunications Act. Paralleling
this stand. the brief declared that
the plaintiffs are not entitled to a
preliminary injunction, commenting
that “a preliminary injunction is
not process to be granted as a mat-
ter of course, but onlv where it
is probably the plaintiff will ulti-
mately prevail”.

“The position taken by the plain-
tiffs,” said the FCC, “is essentially
that, in applving the public interest
standard, the Commission is limited
to considering physical and techni-
cal matters, and perhaps the ‘moral’
and financial qualifications and
prior experience of applicants.
Thus they may construe Section
303 (i) as emvowering the Com-
mission to regulate only the engi-
neering aspects of chain broadcast-
ing operations by stations. As a
corollary, the plaintiffs dismiss

SPECIAL television program show-
ing defense applications of tele-
vision was presented last Wednes-
day in Chicago before Mayor Ed-
ward J. Kelly (right), assistant
national civilian defense coordin-
ator. The 45-minute program, tele-
cast on WI9XBK under the super-
vision of William C. Eddy (left),
station director, consisted of Red
Cross first aid demonstrations, a
brief talk by Chicago Fire Chief
Anthony J. Mullaney, commen-
taries by Alan Scott and Hugh
Studebaker, and a short lecture on
nutrition by food demonstrator
Mary Holmes. Also telecast was a
British film showing defense opera-
tions during an actual air raid.
John Balaban (center), president
of Balaban & Katz Corp., Chicago,
operators of the station, has of-
fered the entire facilities of the sta-
tion to the National Civilian De-
fense Committee.

matters pertaining to competition
or concentration of control as out-
side the Commission’s ken.

“Such a view sits uneasily beside
Supreme Court pronouncements
that the Communications Act is a
‘simple instrument for the exercise
of discretion by the expert body
which Congress has charged to
carry out the legislative policy’,
that Congress moved under the
‘spur of widespread fear’ of mon-
opolistic domination of broadcast-
ing and sought to maintain ‘a grip
on the dynamic aspects of radio
transmission’, and that the broad-
casting field is one ‘of free compe-
tition’.”

Supporting the FCC position, a
brief filed in mid-December by
MBS, as intervenor, reviewed the
background of network operations
and competition from which arose
MBS’ sympathies for the FCC’s
stand. Holding that the court is
without jurisdiction, the MBS brief
urged that the complaint should be
dismissed insofar as the action of
NBC and other plaintiffs was
brought under the “general equit-
able jurisdiction of this court”,
maintaining that the FCC chair-
monopoly order is not an “order”
subject to review by the court.

MBS also contended that the
FCC’s regulations of May 2, 1941,
as amended Oct. 11, 1941, are
valid, and that they did not invade
any legal right of the network or-
ganizations. The Commission does
have jurisdiction under the Com-
munications Act to promulgate the
chain-monopoly regulations, the
brief continued, laying emphasis
on the point that the scope of ju-
dicial review of the FCC’s rule-
making power is limited narrowly.
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Advertising Flaws
Outlined on CBS

Consumers Union Spokesman
Explains What’s Wrong

WHEN Colston E. Warne, presi-
dent of the Consumers Union, be-
gan his CBS broadcast the
night of Dee. 27 by giving “a
thousand thanks and cheers to CBS
for 13 minutes to tell them what
Consumers Union thinks is wrong
with the deluge of advertising they
and their fellow broadcasters pour
out daily,” he was paying a high
tribute not only to CBS but to the
American system of broadcasting.

No comment regarding his
broadcast has been forthcoming
from CBS, but it is presumed he
was given time for his condemna-
tion of advertising because on Nov.
27 CBS had broadecast an inter-
view with Dr. L. D. H. Weld, re-
search director of McCann-Erick-
son, who discussed the social and
economic role of advertising in a
democratic economy.

Sick of Superlatives

After his opening sentence, Mr.
Warne got right down to cases.
“For years,” he stated, “American
radio broadcasts have been punctu-
ated on the quarter-hour by reso-
nant and insincere bleatings on be-
half of alkalizers, cigarettes, soaps
and beauty lotions. I confess I am
sick of it and I believe I voice the
conviction of other harassed citi-
zens in frequently wishing to choke
these intruders who pant so ex-
citedly about roads to romance and
the superlative quality of mouth
washes.”

Declaring that people “no longer
believe the bulk of the ads they
hear or read,” Mr. Warne de-
nounced advertising as a “blending
of downright lies, slippery superla-
tives, psuedo-science and irrelevant
appeals,” instead of being em-
ployed ‘“to furnish an accurate,
straightforward, nonrepetitious and
significant message.”

In a 10-point indictment of cur-
rent advertising practice, Mr.
Warne said: “We feel that adver-
tising, by frequent abuse, has: 1,
Stressed inconsequential values; 2,
brought a false perspective as to
merits of products, often bewilder-
ing rather than informing; 3, low-
ered our ethical standards by the

Rambeau Expands

WILLIAM G. RAMBEAU Co., sta-
tion representative, has opened two
West Coast offices, in addition to
enlarging Chicago headquarters.
The San Francisco office 580 Mar-
ket St. is headed by William S.
Grant, for the past several years
representative of several Pacific
stations, including the MeClung
group, which he will continue to
serve. Fred Allen, formerly com-
mercial manager of KLZ, Denver,
is in charge of the Los Angeles
office in the Markham building.
Four stations have been added to
those represented by the company:
KFWB, Los Angeles; KJBS, San
Prancisco; KBUR, Burlington, and
WIL, St. Louis.

insincerity of its appeals; 4, cor-
rupted and distorted the press; 5,
wasted much good timber and
chemicals and spoiled much land-
scape and radio enjoyment; 6,
blocked the speedy use of correct
medication; 7, created many paren-
tal problems by abominable radio
programs for children; 8, turned

style, fashion and ‘keeping up
with the Jones’; 9, retarded the
growth of thrift by emphasizing
imnmediate expenditure; 10, fos-
tered monopoly through its large
scale use by only a few financially
favored companies.”

Stating that these opinions are
shared by “millions of Americans

by advertising twaddle,” Mr.
Warne continued: “We realize that
on occasion ads are valuable and
that advertising furnishes revenue
for our radio and press. But we
would gladly pay in one lump sum
the true cost of keeping good pro-
grams on the air and of having the
news if we could be spared the

our society into one dominated by

who resent being pestered to death

bother of wading knee-deep in ads.”
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here's a Schiaparelli creation for Phila-
delphia! A brilliant original, for both day
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And what a fitting the Philadelphia market
takes! It's nearly twice as long as wide:
twenty counties directionally arranged, pre-
senting a neat coverage problem.

KYW has tailored a coverage pattern
which includes every county,of the Philadel-
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phia trading area...beams 50,000 watts over
this market with a directional antenna . . .
and then brings more power to bear by cut-
ting signal strength in areas outside Phila-
delphia influence.

Spot advertisers recognize KYW'’s direc-
tional advantage. A call to NBC Spot Sales
will bring to light further advantages...of
the Red Network station in Philadelphia

. . reaching 10,000,000 potential listeners.
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America on the Alert; Radio on the Pan—an Editorial

ALL AMERICA is on the alert! We are
warned to be prepared for the worst. There are
practice black-outs. Listen to your radio; read
your newspapers; be prepared!

That, and properly so, from the Commander-
in-Chief to the deputy air warden in Peewee-
ville.

So Assistant Attorney General Thurman
Arnold institutes sweeping monopoly suits
against the networks, and strikes at every af-
filiate of NBC and CBS. The FCC, in another
corner, continues the newspaper-divorcement
inquiry, and other so-called “social reforms”,
irrespective of war, economies or end results.

We don’t wish to belabor the issues of the
new Department of Justice trust-busting cru-
sade, or its timing in relation to the pending
injunction proceedings instituted by the net-

works against the FCC’s chain monopoly rules.
Perhaps the Sherman Act proceedings should
have been started a dozen years ago. Maybe
the networks have been too ambitious, and
should have been clipped.

But the fact remains they have led the way
to establishment of the world’s best radio sys-
tem. And today all radio is serving as the nerve-
center of war operations in relation to public
morale.

Then how conceivably can the nation’s broad-
cast industry perform at peak efficiency with
anti-trust suits, dissolution suits, life-and-death
rules, divorcement proceedings and what not
hanging over their heads? Ideals and social
reforms, experiments and guess-work are risks
even in normal times. But to toy with American
morale, through radio, when the whole Ameri-

can economy is dislocated, seems to be going
too far.

This would appear to apply to everything
outside the war category. Government, public
and radio have gotten along well enough for
radio to be the world’s best, with all these pur-
ported evils. And it still hasn’t cost the publie.
or govermment, a thin dime.

It’s quite true, as we have heard so often
in official quarters, that the civil statutes
haven’t been suspended for the duration. But
plain common sense seems to dictate that,
rather than keep a vital industry in an uproar
over regulatory reforms, national interest
would best be promoted by buoying radio’s
spirit to keep it on the alert to perform inspired
peak service.

TEXT OF JUSTICE DEPT. CHARGES

FOLLOWING is the text of
the body of the complaint (in-
troduction and deseription of
industry deleted) filed by the
Department of Justice Dec. 81
against RCA, NBC, David Sar-
noff, Niles Trammell, William
S. Hedges, Mark Woods and
George Engles, in the District
Court of the United States for
the Northern District of Illi-
nois, Kastern Division. The
complaint against CBS was
virtually identical insofar as
allegations of purported mo-
nopoly were made under con-
ditions prevailing as to each
network. The complaint below,
however, goes beyond that filed
against CBS, by wvirtue of
NBC’s dual network operation
and in certain other secondary
particulars:

Position of Defendants in the Radio
Broadcasting Industry.

10. That defendant RCA conducts
its broadcasting business through de-
fendant NBC; that NBC operates two
nationwide bmmlc.\stmg networks,
known as the "‘Red” and the “Blue”;
that both the *“Red” and the “Blue”
networks are composed of radio sta-
tions which form the *basic” network
and others which are known as ‘“‘sup-
plemental” affilintes; that the basic
“Red” network is comnposed of 23 sta-
tious either licensed to or affiliated
with NBC aud its key station is sta-
tion WEAF, owned by NBC and lo-
cated within the city and State of
New York; that in addition there are
more than 100 stations affiliated with
NBC which are not assigned to either
basic network and which are supple-
mental to either the “Red” or the
“Blue” network and are available to
either of such networks at the option
of the advertiser; that the affiliation
contracts (o not specify to which of
the two networks any station is to be
assigned: that NBC reserves the right
to move any station from one network
to the other even though affiliation
with the “Red” network has proved
much more remunerative to a station
than affiliation with the “Blue” net-
work ;

11. That of 82 existing clear chan-
nel radio stations in the United States
NBC owns, controis or has affiliated
with it 32. and CBS 18, that most of
the fulltime regional stations are like-
wise affiliated with either NBC or
CBS; that excluding low-powered
local stations, more than half of all

the stations in the country are affili-
ated with NBC and CBS; that of the
92 cities in the United States with
more than 100.000 population, less
than G3 have three or morve fulltime
stations and less than 37 have four or
more fulltime stations; that there are
more than 45 cities in the United
States with a population in excess of
50,000 served by NBC or CBS or
both, in which no other network can
procure an independent fulltime broad-
casting station outlet because of the
control exerted by NBC and CBS;
that in over 20 cities of the United
States, including Cleveland, Indianap-
olis, Houston, Birmingham, Prori-
dence, Des Moines, Albany, Charlotte
and Harrisburg, other networks can
procure only limited access to the ex-
isting radio broadcasting facilities;

12, That NBC is the direct operator
and licensee under licenses issued by
the IFCC, of the following broadeasting
stations, having the call letters, power,
and location as set out below:

Call
Letters Location Power
WEAF New York 50,000 w.
WJZ New York 50,000
WRC Washington 5,000
WMAL ‘Washington 5,000
WTAM Cleveland 50,000
WMAQ Chicago 50.000
WENR Chicago 50,000
KOA Denver 50,000
KPO San Francisco 50,000
KGO 8an Francisco 7,500
-~ “

13, That for the years 1938. 1939
and 1940, the net time sales for the
entire radio industry were $117.379,-
459, $129,968,026, and $154.823,787,
respectively, as compared with $335.-
611,145, $37.747.543. and 41.683,341
for NBC; $25.450.351. $30.961.499,
and $35.630.063 for CBS ; and $2.272,
662,  $£2,610,969, and $3 600,161 for
MBS;

14. That the power and dominant
position of NBC and CBS are further
shown by comparing the net operating
income for the entire broadeasting in-
dustry with that of NBC and CBS;
that for the years 1938. 1939 and
1940, the net operating income for the
entire broadeasting industry was $18.-
854,784, $23,837,944, and $33,296,708,
respectively, as compared with $4,137.-
503, $4,103,909. and $3.834.772 for
NBC; and $4,329.510, $6,128,686, and
$7,431,834 for CBS;

Profits Compared

15. That the relative positions of
NBC and CBS in the radio industry
are apparent from the fact that in each
of the years mentioned NBC and CBS
have each enjoyed net profits in excess
of the gross revenues of their only com-
petitor in national network operations ;

16. That broadeasting stations affili-
ated with NBC have in excess of 50%
of the total combined night-time power
of all stations in the United States;
that stations affilinted with NBC and
CBS have over 85% of the combined
night-time power; that by reason of
the dominant position in the industry

e
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KISSES FOR KOBAK, were presented by girls in the NBC Blue Net-
work Sales Division to Edgar Kobak, Vice-President in Charge, as a
Christmas greeting. Each young lady imprinted a kiss on this large card.
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of NBC and CBS, and because of the
Iarge volume of business controlled by
them and the many advantages af-
forded radio stations through affilia-
tion «with theni a metwork affiliation
or a continued network affiliation with
either NBC or CBS is desired by prac-
tically all commercial radio broadeast-
ing stations;

Tying Clauses

That NBC and CBS have exercised
the power inherent in their dominant
position by imposing upon their re-
spective affiliated broadcasting stations
certain identical tying eclauses which
have prevented such stations from deal-
ing with other competing network sys-
tems and have prevented NBC and
CBS from dealing with radio stations
other than their regular network affili-
ated stations; that both NBC and CBS
have optioned all, or a part. of their
respective affilinted stations’ time on
the air, a substantial portion of shich
is never used by either network; that
CBS as well as NBC, has entered into
contracts of several years duration
with each of its affiliated stations, and
is the owner, operator and licensee of
radio stations located in lucrative mar-
keting areas;

Jurisdiction and Venue.

17, That this complaint is filed and
the jurisdiction of this court invoked
to obtain equitable relief against de-
fendants RCA, NBC, and certain of
the officers and members of the boards
of directors thereof, because of their
violations, jointly and severally, as
hereinafter alleged, of Sections 1 and
2 of the Sherman Act;

Interstate Activities

18, That the unlawful combination
and conspiracy hereinafter described
to restrain commerce among the sev-
eral States of the United Ntates has
been carried on in part within the
Northern Distriet of Illinois, Eastern
Division, and many of the unlawful
acts pursuant thereto have been per-
formed by defendants and their repre-
sentatives in said district; that the
interstate commerce in radio broad-
casting, electrical transcriptions and
talent, as hereinafter described, is car-
ried on in part within said district;
that both said corporate defendants
have usual places of business in said
district and there transact business
and are within the jurisdiction of this
court for the purpose of service:

Interstate Commerce.

«. Radio Broadcasting.

19. That radio broadeusting sta-
tions. including network broadeasting
systems in the United States, are en-
gaged in commerce among the several

(Continued on page 41)
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FCC Protests Proposals for Transfer
Due to Close Tieups in Defense Work

DECLARING that the FCC
already has carried decentraliza-
tion of its organization as far as
possible, Theodore L. Bartlett,
principal legal administrator, last
Tuesday told a subcommittee of
the House Committee on Decen-
tralization that because of its criti-
cal functions in the defense and
war effort, it is imperative that
FCC headquarters, fully staffed,
be maintained in Washington.

Mr. Bartlett appeared for the
FCC at the subcommittee hearings,
which have been going on for sev-
eral weeks, on HRes-209, designed
to effect the removal of certain
Federal agencies from Washington
to provide space for new and ex-
panded defense organizations.

Following recent Budget Bureau
action in ordering removal of a

dozen Government offices and agen-
cies from Washington, there also
was revival of official reports in-
volving creation of a department
or bureau of transportation and
communication, which presumably
would embrace the FCC, ICC,
CAA and other agencies identified
with regulation in these fields
[BROADCASTING, Dec. 29]. How-
ever, such reports are still talk,
although the war hubbub was
thought to increase the possibility
of such a move.
Tied to War Effort

Appearing before Rep. Downs
(D-Conn.) and Rep. Manasco
(D-Ala.), Mr. Bartlett pointed out
that although the FCC is entirely
in sympathy with any decentrali-
zation move having an advantage-

Raid Wage Ruling

APPLYING to periods of
station silence, Acting Ad-
ministrator Baird Snyder, of
the Wage & Hour Division
of the Labor Department, de-
clared recently that time
spent by employes on the
premises of any employer
covered by the wage-hour law
during blackouts or air-raid
alarms, where no work is
done, need not be compen-
sated for as “hours worked.”

ous effect on the war effort, it
nevertheless was indispensable that
the central offices of the FCC re-
main located in Washington. He
cautioned that the FCC’s work,
both independently and through its
close association with the Defense
Communications Board, was an in-
tegral part of the overall war
effort and described the FCC as
primarily a service agency, prob-

BLANKET

% This network of 31 aggres-
sive local stations gives you county by
county coverage of the rich area in the
Upper Mississippi Valley. You get this
coverage at lower cost than any single or
combination of media available. A valu-
able plus is the active cooperation of 5,000

the North

Central States . . .
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retail outlets who promote merchandise
advertised over NCBS. This promotion in.
cludes distribution, window displays, and
half a million hand-bills each month. (If
your product is sold by both food and drug
stores hand-bills will run more than a mil-
lion). Investigate NCBS rates now!

WLOL, Minneapolis, Minn.
WDSM, Duluth, Minn,
KVOX, Moorhead, Minn.
KATE, Albert Lea, Minn.
KWNO, Winona, Minn.
KGDE, Fergus Falls, Minn,
KWLM, Wilmar, Minn,
KGCU, Mandan, N. D.
KLPM, Minet, N. D.
KDLR, Devils Lake, N. D.
KRMC, Jamestown, N. D,
KABR, Aberdeen, S. D,

31 AGGRESSIVE RADIO STATIONS

WEAU, Eau Claire, Wisc.
WMFG, Hibbing, Minn,
WHLB, Virginia, Minn.
WHBY, Appleton, Wisc.
KFIZ, Fond du lac, Wisc.
WHBL, Sheboygan, Wisc.
WSAU, Wausau, Wisc,
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© enTRAL

Executive Offices
Commodore Hotel
St. Paul, Minn.
Write for free Folder
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WFAR, Wisc. Rap., Wisc.
KVFD, Fort Dodge, fowa
KTRI, Sioux City, lowa
WATW, Ashland, Wisc.
WIMS, Ironwood, Mich
WHDF, Calumet, Mich,
WDMJ, Marquette, Mich
WDBC, Escanaba, Mich,
WCLO, Janesville, Wisc.
WEMP, Milwaukee, Wisc,
WRIN, Racine, Wisc,
WIBU, Poynette, Wisc,
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JOHN W. BOLER
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ably unique in its situation in the
defense picture.

In its Washington headquarters,
housed in several different build-
ings but mainly in the New Post-
office Bldg., the FCC has approxi-
mately 100,000 square feet of
space, Mr. Bartlet said, adding
that recently the FCC has been
forced to ask for substantial addi-
tional space to house the new OPM-
DCB communications priorities
setup. He indicated there were
841 FCC employes in Washington.

With decentralization practiced
to the limit, Mr. Bartlett said, the
FCC now has 23 principal and 91
suboffices in the field, with about
900 persons now employed in field
operations and this number in-
creasing rapidly.

Arguing that transfer of any
other parts of the FCC operations
to another city would impede im-
portant defense work, Mr. Bartlett
declared that such a transfer
would effect no saving, either in
rentals or traveling expenses, and
that it would dangerously inter-
fere with the close coordination
necessary during wartime between
the FCC, the Army and Navy and
other defense agencies.

Need of Local Contacts

Asked about the FCC’s consid-
eration of doubling-up on office
space, working more than one shift,
he said this was being done and
that most FCC employes were
working substantially longer than
regular hours, although a survey
conducted in the Foreign Broad-
cast Monitoring Service indicated
a 30% loss in efficiency resulted
from crowding. He declared the
FCC has as aggravated a condi-
tion of housing as any agency in
Washington.

Responding to a query by Rep.
Downs, Mr. Bartlett stated flatly
that the FCC could not function
properly in Chicago, New York,
or even Baltimore, since its main
work in the defense picture lay
with other Federal defense agen-
cies, with personal and local tele-
phone contacts necessary.

Asked if the FCC had given any
thought to what it would do if this
country were invaded and Wash-
ington threatened, he said the FCC
probably would evacuate to wher-
ever the Army and Navy Depart-
ments might go, adding that con-
ceivably, in such event, they might
be “going around in cars”.

With some talk about housing
the FCC in a temporary building
to be erected across the river from
Washington in Virginia, he was
asked for the FCC’s reaction to
this possibility. He answered that
the FCC was so pressed for space
that it would strain every effort
“to accommodate ourselves”.
NATIONAL DAIRY PRODUCTS
Corp., New York (Sealtest), signed
Joan Davis, film actress, as featured
comedienne on its weekly NBC Rudy
Vallee Show. Contract of 13 weeks,
effective Jan. 1 is result of several
guest appearances by Miss Davis.
%ge;cy is McKee & Albright Inc,

BROADCASTING ¢ Broadcast Advertising



PLAQUES, presented by the Jackson Brewing Corp., were awarded these
New Orleans gentlemen for their “public service” in coverage of the war.
The brewery sponsors Enjoy Life on WWL. Left to right are James Gor-
don, manager of WNOE ; Howard Summerville, manager of WWL; James

J. A. Fortier, conductor of the program;

K. Ewing, manager of

WDSU, and Harold Wheelehan, manager of WSMB.

Japanese Cut-Ins
Interrupting KGEI

San Francisco Attacks Are
Claimed in Enemy Flashes

RESORTING to an old propaganda
dodge, a high-powered Japanese
shortwave station on Dec. 28 cut
in periodically on the frequency of
KGEI, General Electric interna-
tional shortwave outlet in San
Francisco, tying in simulated news
bulletins of a purported Japanese
air-raid on San Francisco with a
regular program of KGEI, beamed
to Philippine listeners.

The technique employed by the
Japanese station made it appear
that KGEI was interrupting its
own broadcast with last-minute de-
tails of the “attack” on San Fran-
cisco.

Although the attempted misinfor-
mation campaign, apparently de-
signed to create panic among Amer-
icans in the Philippines, immediate-
ly was nipped by Philippine and
American officials as a lie, the Gov-
ernment is taking steps to correct
the situation, according to Buck
Harris, manager of KGEl. FCC
Chairman James Lawrence Fly, at
his press conference last Monday,
indicated that the FCC will “look
into” the matter.

Busy Schedule

Mr. Harris stated that KGEI
broadcasts news and informatory
matter from San Francisco on a
17-hour daily schedule. He added
that since the war in the Pacific
started, the station had sent short-
wave programs on two beams,
broadcasting from 3 to 10 p.m.
daily on a bi-directional beam to
Latin America and Asia, and from
10 p.m. to 3 a.m. on a undirectional
beam to Asia, the Antipodes and
Africa.

Describing the situation, an offi-
cial statement from Twelfth Naval
District headquarters in San Fran-
cisco said:

“Naval intelligence authorities
at Manila reported that the regular
early morning Far Eastern broad-
cast from KGEI, San Francisco,
was cut into three or four times.
Each time an English-speaking an-
nouncer would present a ‘flash’

ALIENS DIRECTED
TO YIELD RADIOS

UNDER an order by Attorney
General Francis Biddle, all “enemy
aliens” in the United States—from
Germany, Italy and Japan—have
been ordered to register and sur-
render to Federal authorities, for
the duration, all radio apparatus
and cameras in their possession.
The confiscation order, originally
aimed at aliens on the West Coast,
was extended last Wednesday to
apply to all enemy aliens in the
country, with a deadline for com-
pliance set for 11 p.m. Jan. 5.

In carrying out its drive to round
up radios and cameras that could
be used against America or the
Allies in the war effort in one way
or another, the Justice Department
explained that the move was “as
much for their (aliens’) protection
as ours”’. Although the Justice De-
partment could not reveal how
many radio sets actually were
taken in, it was indicated that there
are an estimated 1,100,000 non-citi-
zens in the United States from the
three Axis countries.

According to Dr. O. H. Caldwell,
editor of Radio Today, there are
about 34,000,000 receivers in this
country capable of getting short-
wave reception, based on a figure
of 60% of the total of between
56,000,000 and 57,000,000 sets. For
several years most receivers have
included a shortwave band. It was
thought there would be roughly
about one shortwave radio per
alien.

EXCEPTIONAI  opportunities  for
more than 200 gualified young men in
the Army’'s Seattle-Alaska radio com-
muications system  were announced
Dee. 29 at I'ort Mounmouth, Signal
Corps headquarters, Enlistment re-
quirements include ability to send and
receive International Morse code mes-
sages, typewriting skill and a high
xchool edueation or cquivalent. Allow-
anees of $£2.35 a day at Seattle aund $4
a day in Alaska. in addition to pay,
rationy and yuarters are offered.

detailing more ‘news of the San
Francisco disaster’.

“The interference obviously came
from a powerful Japanese station
deliberately intruding on the KGEI
wavelength. In view of this first at-
tempt, radio listeners are warned
to be on the alert against any fu-
ture attempts by the enemy to con-
fuse listeners by feeding false re-
ports into regular broadcast wave-
lengths.”
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TWO VALUABLE NEW FEATURES
HAVE BEEN ADDED TO THIS
PRESTO RECORDER!

Here is a more versatile recording turntable, a recorder with
variable cutting pitch, one that can%ne quickly adjusted for discs
of varying thickness, a machine that will operate “‘faster” in
busy control rooms. It’s the new Presto 8-C recorder with . ..

INDEPENDENT OVERHEAD CUTTING MECHANISM: The cutting
mechanism of the 8-C is rigidly supported at one end by a heavy
mountin%1 post 214" in diameter. The other end is free of the
table so that the alignment is independent of the disc thickness.
A thumbscrew above the cutting head carriage adjusts the angle
of the cutting needle while cutting for any direct playback or
master disc from .030" to Y4" in thickness. The cutting mechan-
ism swings clear of the table for quick change of discs.

r

VARIABLE CUTTING PITCH: The buttress thread feed screw is
driven by a belt and two step pulleys benecath the table giving
accurate cutting pitch adjustments of 96,112, 120, 128 or 136
lines an inch. Changing the cutting pitch is a matter of seconds.
A hand crank and ratchet on the feed screw spirals starting and
runout grooves up to 14" apart.

Other specifications are identical with the well-known Presto
8-N recording turntable described in our complete catalog.
Copy on request. Cabinets are available for mouating single or
dual turatable installations. If you are planning to improve your
recording facilities write today for price quotations and detailed
specifications.

PRESTO

In Other Cilisr, FPhora . .. ATLANTA, Jack. 8377 «  BOSTOM, Bel 4580
CHICAGO, Mu 4340 « CLEVELAND, M 1565 « DALLAS, 3PO93 « DENVER,
Ch 4377 « DETROIT, Univ. 1-0185 = WOLLYWOOD, KL 133 = KANSAS

CITY, Wit 4631 + MINMEAPOLS, Alluris 4316 » MONTREAL, Wel 4218
IEI:M!I]IHI tuHF' FHILADELFHIA, Penny. @342 « EOCHESTER, Cul. 3548 = SAN PRASCS-
242 WEST G5th 8T N.Y. co veoaat o+ SEATTLY Sen 2580+ WASHIMGTON, D.C., Shep, 4303

Warldv Larges! Manwlacfurers of Intfostanssue Soued Begerding Egulpmest snd Diis
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Coast Sign-off Signal

SIGN-OFF warning for blackout
periods called by the FCC or the
Fourth Interceptor Command has
been set up by the four Los An-
geles area monitoring stations,
KHJ, KFI, KNX, KFAC. Signal
consists of a 1,000-cycle tone, 1009
modulated, sounded 30 seconds be-
fore going off the air. Automatic
tripper, which will ring a bell or
flash a light, will be installed by
some stations as precaution against
failure to hear official tone signal.

WEN NILES, Hollywood announcer
on the weekly CBS Al Pearce & His
Gang, sponsored by R. J. Reynolds
Tobacco Co. (Camel cigarettes), has
been signed for a narrator’s role in
the Republic Productions film, “Par-
don My Stripes”.

Busy Districts

STARTING Oct. 9 and con-
cluding Dec. 17, a total of
762 radio executives of 450
stations attended the 16 NAB
district meetings held this
fall, according to figures com-
piled by the NAB from in-
dividual attendance lists. The
group included principally
owners, sales managers, pro-
gram directors and news edi-
tors. In addition, representa-
tives of the War Department
attended 14 of the 16 ses-
sions; two music licensing or-
ganizations attended all the
meetings and a third was rep-
resented at five. NAB Presi-
dent Neville Miller attended
the first 14 meetings.

As Lemuel Q. Comatose clearly indicates, there's more
than one way to thumb a ride! But there’s only one
way to reach all the radio listeners in the Roanoke-
Southwest Virginia area. That's with WDBJ—the only
station serving the whole territory with a strong, clear
signal at all times. If you're interested in this area’s
$285,000,000 effective buying income, drop us a line.

ROANOKE

CBS Affiltate . . 960 K.C.

Owned and Operated by the TIMES-WORLD CORPORATION

VIRGINIA

5000 Watts Full Time

Fiee & Prrens. e

Exclusice Nusional Represencarives
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War Emergency Plans Slated
On Agenda for NAB’s Board

Executive, Finance, Code Committees to Meet;
Naming of Industry Liaison to Be Discussed

WITH MANY war emergency
measures demanding its attention,
the NAB Board will hold its first
meeting of 1942 in Washington
Thursday and Friday (Jan. 8-9)
at the call of President Neville
Miller.

The general board session will
be preceded Wednesday by meetings
of the executive, finance and code
committees, the latter to appraise
NAB code provisions in connection
with war activities and with parti-
cular emphasis upon limitations
within which news commentators
should function.

War Liaison

Topping the agenda for the di-
rectors’ session is the selection of
an industry liaison officer to head-
quarter in Washington as key
Government contact for war activ-
ity. Walter J. Damm, director
of WTMJ, Milwaukee, tentatively
has been named for this post by
the Radio Coordinating Commit-
tee, which met in Washington Dec.
22-23 at the call of George B.
Storer, interim president of Na-
tional Independent Broadcasters.

Mr. Miller, at these sessions,
pointed out that under NAB pro-
cedure he was not in a position to
ratify such a liaison appointment,
but said the NAB would cooperate
with anyone designated by FCC
Chairman James Lawrence Fly for
this work.

Mr. Fly, however, has stated it is
not his function, nor that of the
Government, to name such an in-
dividual, but he personally felt it
would be desirable to have on hand
in Washington a representative of
the industry familiar with overall
station operations who could coun-
sel with Governmental agencies on
war measures [ BROADCASTING, Dec.
29].

The NAB Board also will take
up the preliminary agenda for the
annual convention to be held at
the Statler Hotel in Cleveland,
May 11-14. In addition to war nieas-
ures, it will be called upon to fill
two vacancies on the board. C. W.
Myers, KOIN-KALE, Portland,
former NAB president and direc-
tor-at-large elected at the last con-
vention, has resigned owing to the
pressure of other activities and
in the light of the fact that he has
been an officer or director for a
dozen years.

William H. West Jr.,, former
general manager of WTMYV, East
St. Louis, Ill., director for the
9th district, comprising Illinois
and Southern and Eastern Wiscon-
sin, relinquished his NAB post along
with his association with the sta-
tion. The Myers term runs until
the next NAB convention. That of
Mr. West does not expire until
1943.

Preceding the board session the

code committee will meet Jan. 7
to consider a number of problems
that have arisen in connection with
war programming activities. Most
important, it is understood, is the
imposition of voluntary restraints
on handling of news commentaries
by staff announcers and commenta-
tors. Enforcement of NAB code
provisions in this regard will be
a prime consideration.

Ryan to Participate

J. Harold Ryan, named Dec. 26
as assistant director of censorship
for radio, is a member of the
board. It is expected he will parti-
cipate in both the board and code
committee discussions, with particu-
lar regard to handling of news and
commentaries.

Members of the code committee
scheduled to meet are Earl J. Glade,
KSL, Salt Lake City; Edgar L.
Bill, WMBD, Peoria, Ill.; Gilson
Gray, CBS, New York; Hugh A. L.,
Halff, WOAI, San Antonio; Henry
P. Johnston, WSGN, Birmingham;
Janet MacRorie, NBC, New York;
William B. Quarton, WMT, Cedar
Rapids; Edney Ridge, WBIG.
Greensboro, N. C.; Calvin J. Smith,
KFAC, Los Angeles.

The executive committee like-
wise will meet on Wednesday, pre-
paratory to the general board ses-
sion. Members of the committee, in
addition to President Miller, are
James D. Shouse, WLW-WSAI,
Cincinnati; Paul W. Morency,
WTIC, Hartford; Don S. Elias,
WWNC, Asheville, N. C.; John J.
Gillin Jr., WOW, Omaha, and John
Elmer, WCBM, Baltimore. A va-
cancy also exists on the executive
committee, since Mr. West was a
small station member, along with
Mr. Elmer. Following custom, it is
expected Edward Klauber, CBS
executive vice-president, and F. M.
Russell, NBC Washington vice-
president, will sit with the execu-
tive conmittee.

Another Wednesday meeting
scheduled in advance of the general
session is that of the finance com-
mittee, of which Mr. Ryan is chair-
man. Other members are Frank
King, WMBR, Jacksonville, and
Howard Lane, KFBK, Sacramento.
The 1942 budget will be considered.

CAB To Hear Shirer

ANNUAL CONVENTION of the
Canadian Association of Broad-
casters, scheduled for Feb. 2-4 at
Montreal. has been postponed a
week and will be held in Montreal
Feb, 9-11. A big agenda has been
lined up to include a number of
sessions with American broadcast-
ers who are to be invited to Canada
to discuss mutual problems with
Canadians. Guest speaker at the
formal dinner on Feb. 10 will be
William L. Shirer, CBS commenta-
tor, CAB has announced.
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Whoi Wheo at the DCRB

BRECKINRIDGE LONG

LENDING the diplomatic touch to
DCB is one of the nation’s best-
known lawyer-diplomats, Breckin-
ridge Long, Assistant Secretary of
State for the last two years. Well-
versed in international affairs,
against a background of good,
practical lawyering in his native
state of Missouri, Mr. Long also
has had experience in communica-
tions dating from World War I,
when as Third Assistant Secretary
of State under President Wilson,
he was top man in supervising
international communications for
the State Department.

Representing the Department of
State on DCB, Mr. Long is in
charge of the State Department’s
International Communications Di-
vision, and through long experi-
ence has acquired a practical
working knowledge in the field of
communications, although it never
directly has been his profession.
He himself has not attended meet-
ings such as that in Havana which
evolved the North American Re-
gional Broadcast Agreement, but
he has been in close touch with all
(evelopments along this line.

Mr. Long entered the diplomatic
service after a successful career
as a practicing lawyer, and in the
last decade he has become one of
the best-known American diplo-
matic names. A former U. S. am-
bassador to Italy, he also has been
active in developing the Good
Neighbor Policy in Latin America.
The latest phase of his ecareer
started Jan. 16, 1940, when he
was named Assistant Secretary of
State.

Listed in Who’s Who as a law-
yer, Breckinridge Long was born
May 16, 1881, in St. Louis, the son
of William Strudwick and Mar-
garet M. Long. An alumnus-
trustee of Princeton U, he received
his A.B. from that school in 1903,
following up with an M.A. degree
in 1909. Meantime, from 1904-
1906 he attended and was grad-
uated with a law degree from St.
Louis Law School (Washington

U) in St. Louis, receiving an
honorary LL.M. degree from the
university in 1920.

Admitted to the Missouri bar in
1906, he began practice of law in
St. Louis the following year. In
the next 10 years he became a
prominent figure in Missouri legal
circles, particularly the State and
St. Louis bar associations. In 1914
he served as a member of the Mis-
souri Commission on Revision of
Judicial Procedure.

On Jan. 22, 1917, President Wil-
son appointed Mr. Long Third
Assistant Seccretary of State, an
office he held through World War
I, until June 7, 1920. Returning
to his native Missouri, he was a
Democratic nominee for the U. S.
Senate in the 1920 elections. Dur-
ing the next years he practiced
international law.

He is the author of the book,
Genesis of the Constitution of the
United States, published in 1925.
In 1928 he was a Missouri delegate
to the Democratic National Con-
vention in Houston, Texas, func-
tioning on the committee on plat-
form and resolutions.

In 1933 President Roosevelt
named him Ambassador Extraor-
dinary and Minister Plenipoten-
tiary to Italy, a post he held until
resigning July 31, 1936. In 1938
he was named ambassador on spe-
cial mission to Brazil, Argentina
and Uruguay. The following year
he was named the American mem-
ber of a commission provided under
a treaty with Italy for the ad-
vancement of peace, and in Sep-
tember, 1939, was appointed
special assistant in charge of the
Special Division in the State De-
partment.

A Presbyterian, Mr. Long is a
member of the Metropolitan Club
and Burning Tree Country Club
in Washington, and the Maryland
Jockey Club, Baltimore. This last
evidences probably his favorite
hobby and great passion—horses
and racing, Others are golf and
sailing, and at his summer home
in Nantucket he has an enviable
collection of model boats.

Mr. Long on June 1, 1912, mar-
ried Christine Alexander Graham,
of St. Louis. He is the father of
one daughter, Mrs. Arnold Will-
cox, of Westmoreland Hills, Md.
The Longs’ home is Montpelier
Manor, Laurel, Md.

Parliament Mike

THE BROADCAST by Wins-
ton Churchill from the House
of Commons at Ottawa on
Dec. 30, marked the first time
that microphones had been in-
stalled for broadcasting in
Canada’s Parliament. Brit-
ain’s prime minister ad-
dressed a joint meeting of the
Canadian House of Commons
and the Senate in the House
chamber. The broadcast was
fed to all Canadian stations
as well as the networks of
NBC, CBS and MBS.
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THE RICHEST PEOPLE

IN THE WORLD
Live in the Valley
of Paradise -

1000 watts
Unlimited time

RIVERSIDE, CAL.

The richest people in the world is right—over one-hatf
million of them. The per capita wealth is $1928.00,
which is a record in itself. Here in the Valley of Paradise
are real people living in an “EDEN PARADISE" with real
money and the zestful desire to get the most out of
living in a climate that is beyond comparison. In addi-
tion, manufacturing, military population, and an aver-
age tourist population of 177,000 daily within the pri-
mary service area of KPRO, the only regional station
serving the “Valley of Paradise”, in Southern California.
Transmitter and offices, Riverside, California.

HOWARD H. WILSON COMPANY—REPRESENTATIVES
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Filene System Said to Educate Public

JaspertOutlines Progress
In New Technique

For Stores

THE FILENE technique of de-
partment store advertising as prac-
ticed by the Worcester, Mass.,
branch of the huge merchandising
firm is another pioneering effort
to build a comprehensive system
of Dbroadcasting, according to
George H. Jaspert, commercial
manager of WTAG, Worcester,
Mass.

Mr. Jaspert briskly defends the
store’s use of radio following pub-
lication in the Dec. 15 BROADCAST-
ING of a criticism written by Robert
Miller, of WGES, Chicago. Mr.
Miller criticized the Filene tech-
nique as unsound, and commented
sharply on the method as ex-
pounded in the Dec. 1 BROADCAST-
ING by Brooks Shumaker, manager
of the Filene store in Worcester.

NRDGA Program

Demonstration of radio tech-
nique for department stores will
be staged by the NAB at the con-
vention of the National Retail Dry
Goods Assn. to be held in New
York Jan. 12-16. The demonstra-
tion will occupy the entire morn-
ing session Jan. 15 and appears
on the program under the title
“Radio in a Wartime Market”.

The NAB is cooperating with
the NRDGA convention committee

in thé study of the broadcast me-.

dium. Feature of the morning
will be a portrayal of the radio
technique developed in Worcester,
Mass., by the Filene’s branch store
[BrRoADCASTING, Dec. 1, 8, 15].
Frank E. Pellegrin, NAB director
of broadcast advertising, is in
charge of the radio portion of the
NRDGA meeting and is to be as-
sisted by Mr. Shumaker, man-
ager of Filene’s Worcester branch,
and E. E. Hill, general manager
of WTAG, Worcester.
Talk by Pellegrin

Opening the program will be a
half-hour talk on radio advertising
by Mr. Pellegrin, with charts and
graphs. Next feature will be a
three-way interview about radio
and department stores, in which
Mr. Shumaker and Mr, Hill will
participate, along with George H.
Jaspert, commercial manager of
WTAG.

The Filene radio technique will
be portrayed by performance of a
quarter-hour transeription used in
the widely publicized Worcester
campaign. Winding up the morn-
ing session will be a question-
answer panel in which members of
the NAB sales managers executive
committee will participate. Mem-
bers are Eugene Carr, assistant
manager of WGAR, Cleveland;
John Outler, commercial manager
of WSB, Atlanta; E. Y, Flanigan,
commercial manager of WSPD, To-
ledo; Linus Travers, vice-presi-
dent of Yankee and Colonial net-

works; George Frey, NBC-Red
sales manager; Arthur Hull Hayes,
general manager of WABC, New
York.

“The so-called Filene technique
as introduced on WTAG—as de-
veloped with the cooperation of
WTAG—is but another pioneering
effort to build a more comprehen-
sive system of broadecasting, based
on the belief that the commercial
has educational, = entertainment,
and news value hitherto generally
buried and as yet largely unde-
veloped,” according to Mr. Jaspert.

Must Be Educational

“Naturally, we are still in the
experimental stage. Certainly,
many improvements must be made.
However, a formula that will make
broadcast advertising more welcome
to the department store, when
judiciously used, and at the same
time of practical benefit to the list-
ener, is worth consideration.

“We will all agree that radio
is primarily a means of communi-
cation—that it serves the second-
ary purpose of education and en-
tertainment. As a matter of fact,
for years we have prided ourselves
upon the fact that the American
system of broadcasting has enlight-
ened and edified the American peo-
ple as no other ONE factor has
done. Now, the Filene system pro-
poses to make a more intelligent
listening public a more intelligent
buying public — to give to every
listener—and every listener is a
consumer—a fuller understanding
and knowledge of the merchandise
or service he buys.

“It is a course of study which,
with adequate research, may tell a
story of economics, history, geogra-
phy, science. Properly written and
dramatized, it conforms to radio’s
aims: It is newsworthy for it pro-
vides information about something
before relatively unknown; it is
educational for it imparts knowl-
edge, informs and enlightens the
listener; and it is entertaining for
it CAN be made to pleasantly oc-
cupy one’s attention.

“In the final analysis, the list-
ener himself is the supreme judge.
The sponsor must please him or
lose money. We cannot ignore the
unusual and unprecedented results
which the Filene-WTAG effort has
achieved. The exceptional response
in sales offers convincing proof
that the public did listen—and that,
therefore, there can be little foun-
dation to the criticism that “there
would be few listeners as we under-
stand the term today.

Some Examples

“To digress for a moment; one
of the most interesting programs
that I have had the pleasure
of listening to, featured by NBC,
dramatized the story of rubber,
showing how Goodyear accidentally
discovered the vulcanizing process
which, in turn, led to the thousands
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of present-day usages of the prod-
uct. The Dupont program is an-
other instance. Are not these ex-
amples in other fields of the man-
ner in which we have attempted to
publicize and promote Filene’s mer-
chandise?

“This department store technique
is not a fallacy. Rather is it a
fallacy to believe we must follow
only the established or accepted
pattern, that we must do no pi-
oneering, or that we must demon-
strate no initiative. Broadcasting
is a new industry and can afford
to experiment. It cannot afford
to become stereotyped.

“The NAB Code itself, in its
preface, affirms that the purpose
is to ‘maintain it and to expand it
... the NAB Code must be a con-
tinuous evolution of interpretation
and policy to suit changing condi-
tions of taste and circumstances.’

“If the Filene programs as car-
ried on WTAG did not conform to
the letter of the Code, should we
not make provision for a wider in-
terpretation? There is room and
opportunity in a young industry for
growth and progress. There is room
for constructive and foresighted
thinking.

Automatic Brake

“Some there may be who will
hold that the ‘Filene technique’ is
at variance with the Code, but
it does not follow that the Code
as set up was to predetermine that
the elements of better broadcast-
ing are missing when the Filene
technique is applied. It is my opin-
ion, too, that the principle of
‘diminishing returns’ will enter into
the picture to keep the Filene
method from going beyond the
bounds of acceptability.

“As in man-in-the-street, ama-
teur hour, and quiz shows, a peak
of audience acceptance and re-
sponse will be reached which in
itself will prevent excessive use
of the formula. By that time de-
partment stores will have seen the
results radio ean bring and will
better understand how to use the
medium.”

‘Best Ever Bought’

A point brought out in some of
the discussions in the industry
about the Filene technique was that
thorough and careful follow-
through is necessary in department
store use of radio. Lack of this
factor has caused most of the
“failures” in department store
radio campaigns, due to feeling
among some advertising managers
that a radio campaign requires
little attention and that it oper-
ates by some sort of legerdemain.

Advantages of a well-rounded
campaign were stressed, including
such promotion as special bulletins
and instructions to sales people,
window and counter displays, tie-
ins with other media and, most im-
portant, the services of radio-
minded persons who know how to
use the medium.

A point not brought out by Mr.

Shumaker in his original articie
was the faet that Filene’s also
sponsors a five-minute news period
daily. This program, Mr. Schu-
maker says, is ‘“the best advertis-
ing the store has ever bought.”

The Filene’s promotion was
widely discussed at NAB district
meetings. It was pointed out to
sales managers that possible cur-
tailment in some advertising
budgets might be offset by new
sources of revenue such as exten-
sive department store campaigns.

Among a few other reactions
to the Filene’s article, supplement-
ing those excerpted in the Dec. 8
BROADCASTING, were such comments
as these:

“I believe the fact that all de-
partment stores in Pittshurgh are
now using radio . . . is a good sell-
ing point in itself for radio,” ac-
cording to Will Schroeder, sales
manager.

Says Vaughn A. Kimball, ad-
vertising manager of KGNO, Dodge
City, Kan.: “We are doing con-
siderable work at the present time
in an effort to land regular con-
tracts from two of our department
stores, and we believe this (re-
print) will be of immense help.
One of them is using ten announce-
ments daily on Christmas merchan-
dise and has expressed itself to
be interested in a regular 15-min-
ute daily feature after the first of
the year.”

An idea of the problem in some
cities is given by G. H. Highter,
president of WATN, Watertown,
N. Y.: “Frankly, we have had
little success in getting department
stores here to fully appreciate what
radio could do. We are doing a
peach of a job for other lines,
but these department stores sit
peacefully and prepare newspaper
copy by the ream, and notwith-
standing the fact that we are get-
ting something from most of them,
they cannot yet have confidence
enough in radio to really permit
us to do a well-rounded job for
them. We believe this reprint of
Filenes success will help us
tremendously.”

Adelaide Foerman, of Lee Ringer
Adv., Los Angeles: “Will you please
advise us by return air mail the
cost of 400 to 500 reprints of the
article ‘Filene’s Discovers the
Power of Radio’.”

Said Craig Lawrence, commer-
cial manager of Iowa Broadcast-
ing Co., operating the Cowles sta-
tions (WMT, KRNT, KSO and af-
filiated with WNAX) : “The Filene
name is a good one to have behind
such a rousing success as this. But
you certainly have to make sure
that (advertisers) thoroughly un-
derstand that the few programs de-
scribed in the article don’t consti-
tute a radio schedule.”

Melville Renews

FOR THE FOURTH -consecutive
year, Melville Shoe Co., Boston, has
renewed John Allen Wolf’s six
times weekly news program on
WABC, New York, heard in the in-
terests of Thom McAn shoes, 7:45-
8 a.m. The account is handled by
Neff-Rogow, New York.
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Vinks ..

and apprecnatlon

Z‘O “THE BILLBOARD"

for its Special Award for ““Most Consistent Exploitation” in
the Annual Radio Publicity and Exploitation Survey. This
treasured award is a constant inspiration for continuous alertness

in better service to our clients and agencies.

ZG“THE DAVIS AWARD BOARD"

for naming KOA’s Ed Brady top announcer in the Moun-
tain Time Zone. This selection of a KOA announcer further

indicates the care and attention given by this station to placing the
right people on the job for better service to customers and listeners.

lindl abvoe all...

Thanks lo cur Cuslomers - the . ay,
241 clients and agescied whao Ia ’
have made 1941 omn best year o 4

REPRESENTED NATIONALLY BY &#5 SPOT SALES UFFICES
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IN A MARATHON fund-raising
campaign for the Red Cross war
relief drive three Montana stations
raised their cities’ quotas in the
space of 24 hours. The stations—
KGIR, Butte, KPFA, Helena, and
KRBM, Bozeman — eliminated all
local programs with the exception
of news and started the fund rais-
ing task at 8 p.m. Dec. 13, announe-
ing they would remain on the air
until the money was collected. The
goal was achieved at midnight Dec.
14.

With the exception of NBC com-
mercials, most of the time, accord-
ing to Barbara S. Craney, station
executive and wife of Ed Craney,
operator of the outlets, was de-
voted to direct appeals and credit
for the contributors some of whom
telephoned pledges from California,
Oregon and Washington.

Songs Auctioned

In addition to direct appeals.
patriotic songs were auctioned to
the highest bidder. The first, the
Star Spangled Banner, got $100
with a starting bid of $25. The
next was America, which went for
$100 and the last was the Stars &
Stripes Forever which brought in
$250 for the Red Cross.

As soon as one town “went over
the top” listeners were asked not
to telephone in any more requests

This is
the ONLY
STATION
serving
ALL of
Western
North

Carolina!

WS
»70A Ke. 285 Affiliate

AS\-\E\I\LLE-N-C'

MARATHON DRIVE TO RAISE FUNDS

Montana Stations Toss Aside Everything Except News
In All-Out Red Cross Campaign————

and the time thus cleared was de-
voted to the towns still lacking

their quota. In addition to the
three larger towns of Butte,
Helena, and Bozeman, smaller

communities in the area made their
quotas as a result of the unique
campaign.

In a tieup with the Boy Scouts
it was arranged to have a Scout
call for each request over §5.
Gifts under $5 had to be turned
into Red Cross headquarters. The
Scouts were transported in cars
supplied by Butte residents.

Quota for the Butte area was
$20,000, those of Helena and Boze-
man less in accordance with their
population. Success of the 24-hour
campaign was attributed to the
fact that the stations have an iron-
clad rule forbidding solicitation of
funds except in cases of national
emergency.

Air Alarm Plan

AN AIR-RAID alarm system util-
izing the permanent lines which
local stations maintain into one of
the network stations to carry pub-
lic service features, has been sub-
mitted to the FCC by Peter Testan,
chief engineer of WBYN, Brook-
lyn, Testan’s plan calls for one
line from the Army Interceptor
Command, the sole authority for air
raid warnings, into each of the net-
work outlets, to be tapped by the
network, and continue over the
permanent lines already installed
into the local outlets. These lines
would terminate in a loudspeaker
in each control room and since they
would always be open, would give
the Interceptor Command a direct
line into each station. At a given
signal the engineer in each control
room plugs the line onto the air,
giving stations and listeners in-
structions from the same point in
the same fashion.

EDWARD M. KIRRY. tormer dirvee-
tor of public relations of the NAR.
now chiet of the Radio Branch of the
Burean of [ublie Relatious of the
War Department. on Juan, 4+ was feu-
tured guest on the NBC-Blue RBehind
the Mike program, heard Sundays at
4:30 p..

TOM MIX

FITCH’S BANDWAGON

ADAM HAT FIGHTS

THREE MORE REASONS
THEY LISTEN TO

e WING

THE DAYTON, O. STATION

NBC Red
and Blue
Nets

Nat. Rep., Paul H. Raymer
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PORCINE PREROGATIVE of wal-
lowing in the mud was heartlessly

ignored in this scene with Ken
Church, director of national sales
and promotion of WKRC, Cincin-
nati, applying unfamiliar (to the
grunter) soap and water in a con-
test at the recent stag testimonial
dinner extended Hulbert Taft Jr.,
WKRC’s general manager. Right-
eously indignant, the little pig es-
caped and Church went home
empty-handed and soaking wet.

FCC to Hold Hearing
On 500 kw. WLW Unit

CONTINUED operation of W8XO,
highpower adjunct of WLW, Cin-
cinnati, which operates from mid-
night to 6 a.m. with 500,000 watts,
will be the subject of a hearing
scheduled by the FCC for Jan. 8
in Washington. The FCC Dec. 29
announced the hearing date, with
WOR as intervenor. At that time
a petition to reconsider and grant
a renewal was pending but this
was denied last Tuesday. The
original application requested au-
thority to make changes in the
transmitter and increase the maxi-
mum operating power from 500,000
to 700,000 watts for the early
morning period.

The hearing does not apply to
the pending request of WLW for
authority to broadcast during reg-
ular hours with power of 650,000
watts. A half-dozen applications
for power in excess of 50,000 watts
and up to 750,000 watts still are
pending before the Commission,
and would entail a revision of the
present rules. It has been indi-
cated the whole matter may be set
for hearing at some future date.

Pabst Carries Game

PABST BREWING Co., Chicago,
on Jan. 4 sponsored the charity
football game between the Chicago
Bears and Professional All-Stars
from the Polo Grounds, New York.
The game was described by Dick
Fishell and Bert Lee, and proceeds
went to the Naval relief. Agency is
Lord & Thomas, Chicago.

Block Named for Ball

MARTIN BLOCK. conductor of the
Make Believe Ballroom program oun
WNXNEW, New York, has been named
vice-chairman of the Dance Orchestra
Leaders Division of the Committee for
the Celebration of the President’s
Birthday for the National Foundation
for Infantile Paralysis. to he cele-
brated nationally Jan. 30.

Col. Davis Retires

As RCA’s Counsel

Sarnoff Names Cahill Firm;
Hennessey Set Up Offices

RETIREMENT of Col. Manton
Davis as vice-president and gen-
eral counsel of RCA and as chief
counsel for its subsidiary opera-
tions was announced last week by
David Sarnoff, RCA president and
chairman of the board of NBC.
Simultaneously, Mr. Sarnoff an-
nounced appointment of the firm
of Wright, Gordon, Zachary, Parlin
& Cahill as counsel for the parent
company, with John T. Cahill, chief
NBC counsel in the network mon-
opoly proceedings, as director of
the law department of RCA.

The Cahill firm already has
opened law offices in Washington,
in the Union Trust Bldg., to handle
RCA-NBC matters. Mr. Cahill
continues as a member of the New
York firm, but all company mat-
ters involving legal policy will he
referred to him.

Hennessey Leaves

For the last year the firm of
Hogan & Hartson, of Washing-
ton, has handled NBC legal mat-
ters, Mr. Cahill, however, was
retained several months ago as spe-
cial counsel in connection with the
network monopoly proceedings. The
Hogan & Hartson firm will discon-
tinue its representation of NBC
on a regular basis. Duke M.
Patrick, partner in the Hogan &
Hartson firm, it is understood,
will continue to represent NBC
on certain unfinished matters.

P. J. Hennessey Jr., Washington
attorney, who for the last year has
been of counsel to Hogan & Hart-
son in connection with NBC mat-
ters, has left that firm and estab-
lished law offices in the Bowen
Bldg., continuing his specialization
in radio practice. Mr. Hennessey
is jointly occupyng a suite with
William A. Porter, radio attorney.
but is not associated with him in
a partnership.

Prior to coming to Washington
several years ago as NBC coun-
sel, Mr. Hennessey was staff at-
torney for RCA in New York un-
der A. L. Ashby, vice-president
and general counsel. The entire
relationship with NBC has been
severed.

Col. Davis, who has headed the
RCA legal staff for more than a
decade, will still be available to
the company as a legal consultant,
Mr. Sarnoff announced. He paid
tribute to Col. Davis for his many
years of outstanding service.

AFRA Signs KOIN-KALE

CONTRACT with the American
Federation of Radio Artists was
concluded Dec. 22 by the man-
agement of KOIN-KALE, Port-
land, Ore., bringing the stations’
announcers under the union’s wing.
Signing of the contract brought the
local membership to some 70 mem-
bers including announcers of KGW-
KEX, signed previously.
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KEEPING PACE with swiftly moyving
events, both at home and abroad, the
Canadian Broadeasling Corpm-ation
has geared itself to the increased
demands for information on world
conditions.

Daily program schedules include a
wide variety of authoritative broad-
casts, carefully selected to bring
listeners intelligent commentaries by
qualified observers. The CBC operates

its own complete news service, main-

taining full-time bureaux in each of

five regions, in addition to collaborating
with leading world-wide news-gathering
organizations. Overseas and Canadian
broadcasts dealing with world happen-
ings also are presented regularly.*

This comprchensive coverage of
the international scene is but one of

many reasons why Canadians listen
consistently 1o CBC network stations.

A Few of
CBC’s Broadcasts
on World Events

CBC News
BBC News
Britain Speaks
Week-End Review
BBC War Commentary
World Affairs
We Have Been There
Wilson Woodside
Talks of The Times
BBC Radio News Reel

*The modern fucilities of the CBC national network make these features
available to 93.67°c of Canada’s radio homes.

CANADIAN BROADGASTING CORPORATION

55 York St., Toronto . COMMERCIAL DEPARTMENT . 1231 St. Catherine St. W., Montreal
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Tomorrow’s Economy

EACH DAY of war brings fresh trials for
American industry. A ban on automobile pro-
duction one day; tire sales limited the next;
price ceilings and the dislocating effect of
priorities for war production in other lines.
And so it goes.

Thus far advertising volume has not been
seriously affected, though all advertisers and
all media appear nervous. Costs have sky-
rocketed. The drain on personnel is serious.
And this, it is recognized, is just the beginning.

Radio, newest, brightest and most effective
medium for most products and services, is look-
ing forward to another unprecedented year.
That is revealed in the 1942 survey published
in this issue, It’s true there is greater uncer-
tainty than at any other time in radio’s history,
but it’s equally true that radio listening is at
its highest peak.

As the war economy stiffens there will be
the temptation to cut appropriations because
war requirements are consuming practically all
production. If the last war is any criterion,
some panicky advertisers who haven't been
through the mill will drop out. Thus many
trade names well-known in the pre-war era
will be forgotten in the post-war economy. It
happened in World War L

Radio’s effectiveness as an institutional
medium, aside from its tested ability as a direct
sales-getter, has been amply demonstrated. It
can Kkeep alive brand-identity and good-will
without apology to any medium. It has that
personalized, living-room aspect. Wiser ad-
vertising heads know it, just as they know
(as do we) that the printed page performs its
own particular sales and institutional function.

The story of tomorrow’s economy has been
broached by sellers of advertising since the
emergency developed. Most of it has been
tongue-in-the-cheek stuff; some of it intelligent
and worthy. An effective and constructive ap-
proach is that of WLW in its current national
campaign. It doesn’t undertake to sell its facili-
ties alone, but makes an all-inclusive case for
advertising.

“Industry’s yellow pages,” says WLW in a
current Fortune display, “turn up scores of for-
gotten names of honest products—forgotten be-
cause their makers failed to realize that the
public is fickle only because its memory is
short.

“Yes, tomorrow’s business faces fact—not
fiction. Tomorrow’s management will be con-
fronted once more with the problems of a buy-
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er’'s—not a seller’s market. Tomorrow’s sales-
men will be forced to meet the hard-hitting
rivalry of small competitors grown rugged and
healthy through defense expansion. Tomorrow’s
advertising must produce, as never before, more
effective results from every last penny of the
advertising appropriation.”

That, we echo, is radio’s sales story for to-
morrow’s economy.

Toward Unity

AT NO TIME in history has unity and team-
work been more essential. Broadcasting as an
industry, up to the present, hasn’t had it.

Fortunately, during the few weeks since the
stunning effect of war, there has been no
open evidence of disunity in broadcasting
ranks. Events of the preceding months, which
saw dissension and disorder rife in trade
circles, practically evaporated.

Steps have been taken toward proper recog-
nition of broadcasting on the Washington
scene, through the war-born informal Radio
Coordinating Committee, made up of the heads
of five trade groups. The manner in which that
committee, which sprung into spontaneous ac-
tion, performed may have not been entirely to
the liking of all in the industry. But it got
results.

Stemming directly from that Committee’s
work was the designation by Director of Cen-
sorship Byron Price of J. Harold Ryan, of
Toledo, as radio censor. That accomplished
something of importance for the industry, for
a practical broadcaster, familiar with the prob-
lems and vicissitudes of station operation, is on
the Washington scene to tackle the toughest
war problem radio faces, possibly aside from
unforeseen economic factors. He can and will
deal sympathetically, but firmly, with station
news problems.

There will be rules and regulations govern-
ing news broadcasting. Whether they are
evolved by the industry on a voluntary basis,
with the approval of the Director of Censor-
ship, or by government mandate remains to be
determined. The industry, through the NAB
Wartime Broadcasting Code, took prompt and
praiseworthy initiative in the direction of self-
regulation. But those guideposts will require
alteration—probably stiffening—as the war
tempo increases. The industry again should
take the initiative,

Other moves, revolutionary in scope, will
have to be taken. Designation of an industry
liaison officer is considered desirable, to serve

The RADIO
BOOK SHELF

EIGHTH EDITION (1942) of The Radio
Handbook has been released by the editors of
Radio, published by Editors & Engineers Ltd.,
1300 Kenwood Rd., Santa Barbara, Cal. Hand-
book is a general compilation of information
on the practical aspects of radio, with contents
divided into three classifications, concerning
the basic theory of electricity, constitutional
information on the building of a wide variety
of types of high frequency and uhf transmit-
ters, receivers for phone and c.w. use, refer-
ence charts, graphs and a collection of formu-
las useful to the practicing radioman.

DELVING further into radio broadcasting
facets of American college and university cur-
ricula, Dr. Carroll Atkinson, well-known writer
and authority on educational radio, has writ-
ten two new volumes, American Universities
and Colleges That Have Held Broadcast Licen-
ges and Radio Extension Courses Broadcast for
Credit [Meador Publishing Co., Boston, $1.50
each]. In the former Dr. Atkinson describes
the struggles of 124 American schools that
have held standard broadcast licenses since
1922. In the latter he explains the attempts of
13 schools to broadcast correspondence-exten-
sion courses for academic credit, discussing
approaches to the problem made by other insti-
tutions of learning. Dr. Atkinson also is the
author of Education by Radio in American
Schools, Development of Radio Education Poli-
cies in American Public School Systems, and
other volumes.

all radio—from independent 250-watters to the
clear channel outlets. This is a matter requir-
ing prompt action. And facts, not ideals, must
be dealt with.

Until a better set-up is devised, the Co-
ordinating Committee plan should be continued.
Perhaps the committee should be more repre-
sentative—possibly there should be an industry-
wide convention to revamp the trade group
operation so that it can be streamlined for
wartime functioning.

One thought should be kept uppermost. This
is war. The ordinary amenities don’t apply.

Seeing Daylight
COMPULSORY daylight saving time looms
as a war measure, possibly on a year-round
basis. A longer daylight work-day as a means
of conserving electricity is one of the basic con-
siderations. Another factor, involving safety of
the people, is to get them home earlier.

Legislation now is pending to empower the
President to establish DST in his discretion.
He probably has that power anyway under the
broad authority invested in him under the War
Powers Act.

Optional daylight saving time has been a
headache for the broadcaster, the listener and
the advertiser for years. But compulsory, uni-
versal, year-round DST, horizontally moving
the clock an hour faster in each time zone,
would result in little foreseeable hardship, after
the initial shakedown period.

We hope that if and when the Administra-
tion decrees “fast time” as a war measure, it
will do so nationally and without exception.
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KENNETH REED DYKE

ENNETH REED DYKE,
Director of Advertising and
Promotion for NBC, is that
rare combination of in-

dividualist and organization man,
able to get the most out of his staff
because he never asks them to do
anything he is not able or willing
to do himself.

This strong personal individual-
ism expresses itself in imagination
and ideas, acts as a stimulus to
himself and to others, but is subli-
mated to his passion for team work
and getting things done “in chan-
nels”.

When he took over the top promo-
tion job he made it clear to his
staff that he wanted everyone to
run his own job, to be his own
executive in all matters, to exert
his own imagination. Dyke’s func-
tion, as he saw it, was to mold all
these myriad efforts into a product
that would represent a good overall
job for NBC.

Dyke’s many and varied experi-
ences in selling, merchandising and
advertising over the years before
he joined NBC give him the ad-
vantage of knowing radio’s prob-
lems from the other side of the
fence, the timebuying side. In pro-
moting sales now at NBC he knows
the angles that interest timebuyers.
He knows what radio can give a
client, as well as what a client ex-
pects from radio, and can com-
promise difficult situations out of
this two-edged experience.

Dyke, in his early 40s, weighs
not a pound more than when he
was an AEF top sergeant in 1917.

He has worked as an oil rigger
in the fields near Tulsa and Hous-
ton. He did a month’s turn in a
hard coal mine near Scranton, Pa.;
was one of a thresher crew on a
farm in Kansas; lumberjack in
Caribou, Me., near the Canadian
border.

Not any of these was part of his
growing - up - and - earning - his -
way - through - college period. A
New Yorker by birth (March 12,
1897, for the record), the first of
a long line of New England sea
captains and farmers to be born
outside New England, he is a prod-
uct of private schools and the Uni-
versity of Pittsburgh.

His closest brush with death was

when a German gunner in a plane
swooped down on a convoy of
doughboys and picked off the three
in front and two behind Dyke. He
was left alone, the only man alive,
with a string of machine gun bul-
let holes through his mess kit and
the conviction that he was a very
lucky guy.

He went to Germany with the
American Army of Occupation
after the Armistice and returned to
New York in 1919. He had always
planned to go to the Far East and
went with the U. S. Rubber Co. in
its training section for foreign
service in Sumatra. His yen to
write ruined that ambition, for in
his spare time he got out a news-
paper which was posted on the
bulletin board in the laboratories.
Someone gave it to the advertising
manager and Dyke was moved into
that department to write copy.
Later he was sent to Pittsburgh
as sales promotion manager. He
returned to New York in 1923 and
worked under Ralph Starr Butler.

In 1928 he became advertising
manager of Johns-Manville and
bought their first radio program.
He was made vice-president in 1932
and in 1933 left to join Colgate as
advertising director. In 1936 he
quit to take a trip around the
world. He did it the hard way,
on freighters, by camel, donkey
and on foot. He was one of a small
expedition that went up to the
Thibetan border and back through
the Khyber Pass into Afghanistan,
after sorties into the Dutch East
Indies to see if it’s true, what they
say about Bali, He visited all the
noteworthy spots in Japan, in Man-
chukuo, China and wayposts.

Dyke joined NBC in May, 1937,
as Rastern Division Sales Manager.
Two years later he was made sales
promotion director and a year ago
Frank Mullen gave him new and
enlarged duties and responsibili-
ties by appointing him Director of
Promotion in charge of all promo-
tion and advertising.

He is a member of the Circum-
navigators’ Club, past president of
the Alpha Delta Sigma Fraternity
(1940), and was one of the original
group which laid the base for the
Advertising Research Foundation.

Dyke was elected chairman of

BROADCASTING ¢ Broadcast Advertising
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FRAZIER REAMS, president of
WTOL, Toledo, has been named di-
rector of the Fifth Corps Area office
of civilian defense headquarters at
Columbns, O. He will supervise full-
tie the coordination of civilian de-
fense in Oliio, Indiana, West Vivginia
and Kentucky.

HERB HOLLISTER, president and
weneral manager of KANS, Wichita,
Kan., on New Year’s Day is slated to
become 1942's lone initiate into the
exclusive Pikes Peak AdAmAn Club,
famed mountain-climbers organization.
The club adds one member each New
Year's Day. For 20 years members
have climbed Pikes Peak each TJan. 1
and set off fireworks.

MARVIN ROSENE, national sales-
man of W.HBF, Rock Island. Ill., late
in December left to start active service
in the Army. Kemper Wilkens, also of
the WIIBI sales staff, is the father of
a girl born Dee. 10.

JOHN SWALLOW, NBC Western
division program director has returned
to lhis Hollywood headquarters fol-
lowing a brief eastern trip during
which he conferred with New York
network executives. and supervised
broadeast of the Oregon State-Duke
U New Year's Day football gnme held
in Durham., N. C.

BILL CARLEY. promotion-publicity
director of WBT, Charlotte, is the
father of a boy, born Dec. 23.

GEORGE FASS, formerly in person-
nel work, has joined the sales staff of
WBYN. Brooklyn.

FRANK S. DANIELS. formerly of
the announcing staff of WBYN, Brook-
Ivn, has joined the sales staff of For-
joe & Co.. New York, station represen-
tatives,

J. J. MANGITAM Jr., general man-
ager of \VGO\;, Valdosta, Ga., is the

father of a girl.

HERB SHERMAN, commercial man-
ager of WAIT, Chicago, broke a bone
in his foot on Christmas day when he
tripped over a rug,

the board of the Association of
National Advertisers in 1930 and
served several times. Closely allied
with advertising as he was for so
many years, it seemed as strange
to many asg it seemed natural to
Dyke to want to apply that knowl-
edge to radio.

The job is the overall coordina-
tion of all the varied promotional
activities of the company. There
are 17 of these separate promo-
tional setups in NBC, not count-
ing those of the M & O stations.
These 17 operations were function-
ing smoothly and efficiently but it
was management’s idea that a
top man over them all would stimu-
late them not only to greater ef-
ficiency but to a bigger “cut for
the house.” In just a year Dyke
has proved the correctness of the
managenient’s hunch.

On the personal side, he reads
three books a week, runs through
trade papers absorbing everything
he needs to know with express train
speed, and keeps trying to win at
poker, gin rummy and craps.

He wears only one kind of tie,
diagonal stripes; quiet clothes, and
drives a rakish black Packard.

He is a bachelor, which probably
accounts for a reported perverted
taste in breakfasts—one frosted
chocolate, summer and winter.

CAPT. EDWIN P. CURTIN. for-
merly director of radie publicity of
BBDO, New York, and sinee May 1
puhlic  relations  oficer of  Camp
Wheeler. Ga,, has been transferred to
the Radio Branch of the War Depart-
ment’s Burean of Public Relatious in
Washington.

ELAINE ADAMS, formerly a buyer
fur the gown shop of the H & S Pogue
Co., Cincinuati, has lLeen named as-
sistant director of the WLW Consumer
Ifoundation. Miss Adams replaces Ruth
Wood who has become a dietitian at
Fort Custer, Mich.

GEORGE 1I. WOODWARD. who has
beenr with the Westinghouse Electric &
Mfg. Co. since 193G, has been ap-
pointed manager of the new products
division of the company, it was an-
nonuced by F. ID. Newbury, vice-presi-
dent.

CHARLES 8. HOLBROOK, former-
ly vice-president and advertising man-
ager of the publishing firm of Yaulkee
Ine. (Yankee Magazine, Old Farmers
Almanac, American Cookery), on Jan,
1 joined the sales staff of NBC-Blue.
Mr. Holbrook was previously with
McGraw-Hill Publishing Co., where he
represented Engineering News Record
and Construction Methods, and prior
to that with the New York Hercld-
Tribune.

Beelar, Russell Named

Partners by Law Firm

DONALD BEELAR and Percy H.
Russell Jr., attorneys in the Wash-
ington law offices of Kirkland,
Fleming, Green, Martin & Ellis,
Jan. 1 became resident partners
of the firm, according to an an-
nouncement by Louis G. Caldwell,
senior resident partner in Wash-
ington.

Mr. Beelar, formerly an attor-
ney in the Department of Justice,
has been with the Caldwell firm
since 1933. Mr. Russell has been
a member of the firm since 1936.
Other resident partners, in addi-
tion to Mr. Caldwell, are Hammond
Chaffetz, Howard Vesey and Reed
T. Rollo.

WWRL Changes

WWRL, New York, through Rob-
ert A. Catherwood, recently named
general manager of the station,
has announced several personnel
shifts. Edith Dick, office manager,
has been named assistant general
manager. Dudley Connolly becomes
program director; Walter Kaner,
director of publicity and promotion;
Adolph Gobel, musical director and
Fred Barr, formerly an announcer
becomes night studio manager, a
newly-created post.

White Directs GE Lab

WILLIAM C. WHITE, formerly
engineer in charge of the vacuum
tube division of the radio and tele-
vision department of General Elec-
tric Co., has been appointed by
J. M. Howell, manager of the
Schenectady works, to. direct an
electronic laboratory which the
company has set up for the cen-
tralization of all its activities in
this field.

Lee Millar
LEE MILLAR, 53, Hollywood radio
actor, died Dec. 26 at Glendale (Cal.)
Sanitariom following a stroke. A radio
veteran, Millar began his broadcasting
career at NBC San Francisco studios
more than a decade ago. With his wife,
Verna Felton, he was heard on many
network programs originating from
Northern California before coming to
Hollywood several years ago. Besides
Mrs. Millar, surviving is a son, Lee Jr.
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RICHARD KROLIK, assistant to
Lester Gottliebh, MBS publicity direc-
tor, on Deec, 26 resigned to go into the
Army Air Corps at Montgomery, Ala.
At WSAY, Mutual’s Rochester affili-
nte, Announcer Paul Lorentz has
joined the Polish forces in Canada.
and Bill Rega, head of the WSAY
continuity department, has joined the
Army Signal Corps.

BILL BORTHWICK, former an-
nouncer of WWRL, New York, has
joined the Canadian Royal Air Force.

BERNICE CRANSTON, formerly of
Louis G. Cowan Co., Chicago advertis-
ing aud publicity representatives
handling the Quiz Kids program, has
resigned to be married to Dale Bur-
gess, staff writer of the Indianapolis
burean of Associated Press.

SHERMAN FELLER, formerly of
WMUR, Manchester, N. H., and
WLLH, TLowell, Mass., has joined the
announcing staff of WEEI, Boston.

KEN McCLURE, chief newscaster of
WBAP-KGKO, Fort Worth, has been
nanmed chairman of the radio news
editors of NAB Distriet 13.

ALLYN BROOK, annonncer of
WFPG, left the station Dec. 20 for a
short vacation before entering military
service.,

BILL PRANCE, farm director of
WSB, Atlanta, is the father of a girl
bhorn recently.

ARTHUR JACKSON, has been ap-
Y{oimed a staff announcer of WKZO,
alamazoo, replacing John Henry.

SAM BEARD, formerly a student an-
nouncer for the U of North Carolina,
has joined WPTF, Raleigh, as an ap-
prentice announcer.

LARRY DUPONT, staff announcer of
WLOL, Minneapolis, has resigned to
go into partnership with his brother
in the furniture business.

WOODRUFF BRYNE, announcer
and musie director of WIS, Columbia.
8. C., has accented a position as trans-
lator of Spanish and French for the
War Department in Miami.

BILI, SMITH. formerly chief an-
nouncer of WKNY, Kingston, N. Y.,
has joined WHAT, Philadelphia.

FRANK L, MILLER, continuity
writer of WOCB. West Yarmonth,
Mass.,, has resigned to become an

Army Air Corps flying cadet.
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Loyal Fan

ROBERT MULLINS, of Pen-
field, Ga., has a cat that
listens daily to Herbert
Harris’ 7:15 a.m. newscast
on WSB, Atlanta. A stool
about two feet high in the
middle of the room has a
the radio on it. On top of
the radio, perches the cat.
Invariably, when 7:15 am.
rolls around, the cat jumps
atop the radio and intently
listens with cocked ear to
Herbert’s news broadcast.

JACK BRINKLEY, freelance actor
and announcer, has joined the an-
nouncing staff of WLS, Chicago.

NORMAN PIERCE, annonncer of
WCI'L, Chicago, is the father of a boy,
Kenneth, born Dec. 14.

LARRY ROTHMAN, chief announcer
and continuity director of WALB,
Albany, Ga., has been named program
divector of the station, succeeding Pete
Whiting.

JOSEPH GRATZ, formerly on the
CBS production staff, has been placed
in charge of popular mnsic programs
for the network, under snpervision of
Douglas Coulter, CBS assistant direc-
tor of broadeasts.

IRVIN BORDERS, formerly adver-
tising manager of Citizens National
Trust & Savings Bank, Los Angeles,
and ouetime radio director and press
bureau manager of J. Walter Thomp-
son Co., that city, has joined CBS
Hollywood sales promotion staff. He
replaces Steele Morris, who resigned
to eﬁlter national defense engineering
work.

DORIS TURNER has joined W33PH,
FM adjunct of WFIL, Philadelphia,
us assistant program director to Ielix
Meyer. She will be in charge of all
musical programs.

BILL SMITH, who late in December
Juined the anvouncing staff of WHAT,
Philadelphia, coming from WEKNY,
Kingston, N, Y., also has been named
pubnaity director and music librarian
of the station. He succeeds Joe Grady,
who will devote his full time to an-
nouneing.

DOROTHY McCAIN, former pub-
licity director of KOB, Albuquerque,
has joined the Navy as a yeomanette
aut the Mare Island Navy Yard, Val-
iejo, Cal.

BOB  WEITZELL, announcer of
KCMO, Kansas City, on Dec. 24 mar-
ried Jackie Hallmark of Kansas City.

MANUEL AVILA, Spanish-language
aunouncer of WLWO, Cincinnati, is
the father of a boy born Dec. 26.
HENRY SULLIVAN, program man-
ager of WIBIG, Greensboro, N. C.,
has left for the Naval Aviation Train-
ing Base at Atlanta. He will be sue-
ceeded by Wally Williams. John Bos-
man, formerly of WMGB, Richmond,
Va., has joined the WBIG announcing
staff.

STANTON MOCKLER has joined the
news staff of KNXOK, St. Louis, re-
plucing Jim Brennan, now employed
by the St. Louis bureau of United
Press.

TOM MOORLE, announcer of WIBG,
Glenside, Pa., hus announced his en-
gagement to Mary Anne Robertson.

HARRY SCHLEGEL, former news-

paperman, has been named publicity

director of WPEN, Philadelphia, sue-

ceeding Ira Walsh, who resigned to be-
| come radio and television co-ordinator

for the Hale America program nnder
| civilian defense.

1TTARRY MARBLE, anuouncer of
CBS, New York, and Derig Havens,
head of the music department of
Wi CAU, Philadelphia, and studio gae-
companist, were married late in De-
cember.

JOHN REDDY, CBS Hollywood news
room_writer. and Nora MecDivitt of
San Francisco. were married Dec. 28
at Santa Barbara Mission. Cal.

WALTER WINCIIELYL., who holds
the rank of lieutenant commander in
the Naval Reserve, recently reported
for duty and was assigned to the pub-
lic velations office in New York. e
continues his radio and newspaper
work. devoting four days weekly to his
new duties.

BUD JACKSON, has been shifted
from the news depurtment to the an-
nouncing staf of KVO0O, Tulsa.
Frank Engle, who has done radio work
in Chicago, Florida and the West
Coast for more than 15 years hax
inined the news department.

HUGII HOLDER, announcer of
WXYZ. Detroit, hns joined the Mn-
rine Corps. Bill Morgan is the latext
addition to the station’s announcers.
JOE ALVIN, of NBC Hollywoond
press department, is the father of =2
boy born Dec. 23.

DELAMAR HARRELL., staff writer
at WSB, Atlanta, has joined the armed

forces, Al  Flanagan, formerly of
WRUF., Gainesville, Ga.. takes hix
nlace,

MURIEL EVANS of the news and
special features division of WOR, New
York, on Dec. 23 was married to
Thomas Newsam Doyle IIl of New
York.

MERCEDES McCAMBRIDGE, NBU
actress whose husband is William
Fifield, well-known radio writer and
producer, on Christmas morning be-
came the mother of a boy.

DON DUNPHY, sportscaster of MBN
and WINS, New York. was announcer
for the New Year's Day broadeast on
MBS of the Cotton Bowl football
game between Texas A&M and Ala-
bhama.

Milton _-Bacon Leaving
WCKY to Join CBS

MILTON BACON, good-will am-
bassador of WCKY, Cincinnati, and
conductor of the station’s series,
Cities Worth While & Folks Worth
Knowing, has signed a three-year
contract with CBS, to take up his
new duties in January.

Mr. Bacon for three years has
traveled through Ohio, Indiana,
Kentucky and other states in
WCKY'’s primary area, addressing
clubs and conventions and gather-
ing historical and human interest
stories of each community. His
CBS broadcasts, tentatively
planned, will be of a similar na-
ture with the entire country as
his field. The CBS series Look
Homeward America, will also in-
clude a folk song feature with a
cast including Burt Ives, Colum-
bia’s exponent of American folk
music.

CBS

Affiliate
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Thomson Opening
Outlets in Ontario

Peterborough, Kingston Are
Sites of New Stations

BRANCHING OUT into Southern
Ontario, Roy Thomson, of North-
ern Broadcasting & Publishing Co.,
Timmins, Ont., has bought a large
interest in two new Southern On-
tario stations scheduled to start
operations early in 1942,

First to open, about Jan. 15, is
CHEX, Peterborough, owned by the
Peterborough Broadcasting Co. and
affiliated with the Peterborough
Examiner. The second station, to
open about March 1 as CKWS, is
affiliated with the Kingston Whig-
Standard and is owned by Allied
Broadcasting Corp.

Thomson’s organization will
operate and manage the two sta-
tions which join the group in
Northern Ontario and Northwest-
ern Quebec comprising CFCH,
North Bay, Ont.; CJKL, Kirkland
Lake, Ont.; CKGB, Timmins, Ont.;
CKRN, Rouyn, Que.; CKVD, Val
d’Or, Que. This group of seven sta-
tions is claimed to be the largest
in Canada owned by private inter-
ests.

Headed by Davies

President of both new companies
is W. Rupert Davies, Kingston,
who also owns the two newspapers
and is president of the Canadian
Press, Canada’s AP. Vice-president
for both companies is Roy H.
Thomson, and general manager is
Jack Cooke, who holds the same
post with Northern Broadcasting &
Publishing. H. L. Garner, general
manager of the Peterborough Ezx-
aminer, is a director of the Peter-
borough Broadcasting Co. Other
officers have not yet been named.
Both are represented in Canada by
All-Canada Radio Facilities, and
the national sales offices of North-
ern Broadcasting in Toronto and
Montreal. Weed & Co. is American
representative.

Both stations will be RCA
equipped throughout, with twin Ca-
nadian Bridge Co. towers. CHEX
will operate with 1 kw. on 1430 ke.,
and CKWS with 1 kw. on 960 ke.
Because the CKWS transmitter
will be located on Wolfe Island in
the St. Lawrence River, a point-to-
point FM license has been granted,
direct lines not being possible.

The Kingston Whig-Standard
now operates CFRC, owned by
Queen’s University, Kingston.
When CKWS takes the air it will
become a non-commercial outlet
and the Whig-Standard will no
longer operate it. James Annand is
the present manager of CFRC.
CHEX will join the CBC sustaining
network, and CKWS will replace
CFRC as the basic commercial CBC
station in Kingston.

WBOC, Salisbury. Md.. on Dec. 25
joined MBS, bringing the total number
of Mutual affiliates to 193. Owned by
the Peninsula Broadcasting Co..
WBOC operates on 1230 ke.. 250
watts. unlimited time.

ADELE HUNT

POETRY WAS OUT when blonde,
blue-eyed Adele Hunt discovered
that though there is a good deal of
feminine interest in couplets, son-
nets and blank verse there is a
great deal more vital interest in
cooking recipes, household hints and
tips on sewing and crocheting.

Adele, who was having her first
fling at broadecasting with a weekly
poetry reading program on WPAT,
Paterson, N. J., was called upon to
pinch hit when the station recently
discovered it was without a wom-
en’s commentator.

Time for Women, Adele’s tenta-
tive title for her program, was an
instantaneous hit, registering high
on the time-tried thermometer—
fan mail. Adele’s background gives
her authority to speak on women’s
affairs and problems. She has had
considerable sales experience in
various departments of two of New
Jersey’s largest stores, for a time
served as New Jersey promotional
manager for a cosmetic manufac-
turer and does a great deal of re-
search. Adele specializes in recipes
whose goodness can be judged by
the fact that she receives consider-
able mail from male listeners.

Mother of three children, Adele
emphatically denies that they are
the heroic testers of every recipe
before broadcasting.

WITH AN INCREASE in power to
1.000 watts, CKNB, Campbellton,
N. B., has issned a new rate card, ef-
fective Jan. 1, 1942,

REX DAVIS

THREE TIMES DAILY
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New Shortwave Station

Opened Jan. 1 by CBS

AS PART of its New Year’s Eve
festivities, CBS dedicated WCRC,
first of its two new 50,000-watt in-
ternational stations, with a special
one-hour program for Latin Ameri-
ca starting at 12 midnight. WCBX,
the network’s sister shortwave sta-
tion, also shortwaved the program
southwards as it was presented
from new studios in CBS’ New
York headquarters.

William S. Paley, CBS president,
spoke in English on the program,
and Edmund A. Chester, director
of shortwave broadcasting for CBS,
gave a short talk in Spanish. Juan
Arvizu, CBS Latin American sing-
er, was m.c., while the talent was
all of South American origin.

New Year’s Resolution

A NEW YEAR'S resolution for
Canadians was broadcast three
times Jan. 1 over practically every
Canadian station. The resolution
was recorded in Montreal and dis-
tributed as a paid announcement to
Canadian stations by Cockfield
Brown & Co., Toronto agency, on
behalf of the Canadian govern-
ment’s Department of Munitions &
Supply. No mention of the govern-
ment was contained in the resolu-
tion, which dealt with the task each
Canadian can play during 1942 in
the war effort.

WILLARD PICTURES Iuc, New
York. making an educational short for
the Oxford University Press, used
Ntudio 6 of WOR. New York, to show
huw vews is handled by radio.

NOW READY FROM
WASHINGTON

Produced every Friday,
Delivered to you on
Saturday
°

A timely and expert 27

min. transcribed analysis

of the week's news of
the world

°
GOULD LINCOLN

The Nation's Foremost
Political Analyst

CLARENCE BROWN

Country Editor and
Member of Congress

LOTHROP STODDARD

Foreign Editor of the
Washington Star

HERBERT COREY

Syndicated Writer and
News Analyst
®

FOR EXCLUSIVE,
Phone, Wire or Wrile
BROADCAST SERVICE STUDIOS
1113-15 Denrike Bldg.
WASHINGTON, D. C.

Your Washington Stu-
dios for Direct Wire or
Transcribed Pick-ups

YOU'’RE NEVER BLUE
IF YOU USE THE RED

You just can’t be blue with results if you use
WMBG—the Red Network Outlet in Richmond.
Don’t take our word for it. Just ask for a list of

WMBG’s regulars year in and year out.

WMBG offers you the Red Network audience—
5,000 watts daytime—1,000 watts night and
equal density of coverage at lower rates. Before

vou buy—get the WMBG story.

RED NETWORK OUTLET - RICHMOND, VA.
JOHN BLAIR CO., REP.
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WALTER M. CRAMP, formerly of
the contact and copy departments of
BRDO. New York. has been appointed
executive of Ruthranff &
Ryan. New York.

JEANETTE MELNICK, secretary to
R. J. Scott of Schwimmer & Scott,
Clhicago, ou Dec. 21 was married to
Peter I, Passman.

WALSH ADVERTISING Co. Ltd,,
Toronto. is moving its office at the
end of January from 80 Richmond St.,
West, to larger quarters in the Con-
course Bldg., 100 Adelaide St., West.
D SCHNEEBERG, copy writer of
N. W. Ayer & Son. New York. has
joined Compton Adv,, that city, in a
stmilar eapaeity.

Helen Hayes Extended

HELEN HAYES, who was to
leave the air Dec. 28, has signed a
five-week contract to continue the
Helen Hayes Theatre on CBS Sun-
day, 8-8:30 p.m. until the program
concludes its 13-week cycle for
Thomas Lipton Inc. It was previ-
ously announced, through Young
& Rubicam, agency handling the
account, that after Dec. 28 the
half-hour period would be filled with
a news show when deliveries of tea
from Ceylon became uncertain with
the outbreak of the war [BROAD-
CASTING, Dec. 22]. Miss Hayes’
talent contract terminated with the
last broadecast in December and
she has agreed to sign the new one
for the short period through Feb. 1.

Joined

WKBH

LA CROSSE, WIS.

WKBH

LA CROSSE, WISCONSIN

NBC Red and Blue

January First

Need we say more?

HOWARD H. WILSON CO.
NATIONAL REPRESENTATIVES

ATMOSPHERIC conditions which are met in high altitude flight form the
basis for this broadcast from the Southeast Air Cox('lps Training Center’s

new l4-ton low-pressure chamber at Maxwell Fiel

Montgomery, Ala.,

which is used to familiarize cadets with conditions they will meet in
stratosphere flight. One of the weekly Wings for Defense programs of
WSFA, Montgomery, designed to show Alabamans some of the inner work-
ings of America’s pilot training program, this show presented: (1 to r)
Major Norman W. White, Air Corps expert on pressure chambers; An-
nouncer Bob Castle; Captain S. S. Sack, Army Medical Corps; and Bert
Ussery, WSFA technician. Wings for Defense is written and produced by
the Public Relations Office of the Southeast Corps Training Center.

Chase & Sanborn Back

At J. Walter Thompson

STANDARD BRANDS, New York
has rescinded its appointment of
Kenyon & Eckhardt, that city, to
handle all Chase & Sanborn adver-
tising which was to go into effect
Jan. 1 [BROADCASTING, Nov. 3] and
has announced the account will re-
main with J. Walter Thompson Co.,
New York. Company originally an-
nounced the agency shift Nov. 1,
and indicated the Chase & Sanborn
Program featuring Edgar Bergen
& Charlie McCarthy Sundays, 8-
8:30 p.m. on 82 NBC-Red stations
would move in toto to K & E.

Meanwhile a controversy arose
with Abbott & Costello, comedy
team co-starred on the program
with Bergen & McCarthy, and it
was reported the pair would leave
the program when the change-over
took place.

It is understood the comedy
team wanted a release from their
contract and took their case to the
American Arbitration Assn., but
later dropped the arbitration and
by mutual agreement out of court
decided to stay on the program.

JOIINSON & LLOUD FURNITURE
Co.. Denver, spousors of a five-minute
transeribed  Who's News, on KOA.
Denver. has renewed its contract for
52 weeks.

“Since she started listening to
beauty hints over WFDF Flint
Michigan, she’s outstripped all
the other girls.”
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Al Pearce to Red

R. J. REYNOLDS TOBACCO Co.,
Winston-Salem (Camel cigarettes),
sponsoring the weekly Al Pearce
& His Gang on 95 CBS stations,
Friday, 7:30-8 p.m. (EST), with
West Coast repeat, 7:30-8 p.m.
(PST), on Jan. 8 shifts the pro-
gram to approximately 80 NBC-
Red stations, Thursday, 7:30-8 p.m.
(EST), with West Coast repeat 7-
7:30 p.m. (PST)). Format of the
variety show, featuring Al Pearce
as Elmer Blurt, remains the same,
with Artie Auerbach and guest
stars included in the cast. Lou
Bring remains as musical director,
with Wen Niles retaining the an-
nouncing assignment. Ray Erlen-
born continues as sound engineer
and cast member. Wm. Esty & Co.,
New York, has the account. Bill
Gay is the agency’s Hollywood pro-
ducer.

Keystone Network Lists

Total of 152 Affiliates

AN AGGREGATE of 152 affiliated
stations is claimed by Michael M.
Sillerman, president of Keystone
Broadcasting System, in a year-
end statement released last week
by the transcription network. Dur-
ing its first year Mr. Sillerman
stated, Keystone was used by two
major advertisers — Miles Labs.,
for Alka-Seltzer, and Lever Bros.
for Swan Soap—in the secondary
markets covered by the group.

Included in the statement were
exchanges of telegrams with the
White House and the FCC in con-
nection with an offer by Mr. Siller-
man of the facilities of the Key-
stone stations during the war.

Fulton Lewis jr. Sponsors
FULTON LEWIS jr. DMutual’s
Washington news analyst. is now heard
on 33 stations under spomsorship of
31 local advertisers, as well as on a
sustaining basis on 150 stations. ac-
cordling to a recent survey. He is
heard on MBS Mondays through Fri-
days at 7 p.m., and also conducts the
weekly Your Defense Reporter pro-
grams on Mutual.

BROADCASTING ¢ Broadcast Advertising



Army Approves Plan for Station Discs
To Be Sent Troops Outside the Borders

BRIG. GEN. F. H. OSBORN, chief
of the Morale Branch of the War
Department, has endorsed a sug-
gestion made by Capt. Gordon Hit-
tenmark of the radio division of
the Morale Branch to provide spe-
cial transeribed programs for
troops stationed at posts outside
Continental United States.

Gen. Osborn termed the sugges-
tion “splendid” and said his office
would gladly forward the tran-
scriptions to their proper destina-
tion.

Under the plan stations are re-
quested to transcribe a 15- or 30-
minute program made up of station
talent and directed to the troops.
No specific post should be men-
tioned. It is suggested that the
mayor or some prominent civie of-
ficial be requested to make a few
remarks during the program, stat-

ing the interest of his city in the
troops. The program could be built
around the idea of the city of
Blank and station so and so greets
the men of the United States Army
stationed outside the States.

The Morale Branch has recently
purchased turntables similar to
those used in stations and which
play 33% dises. In the case of
Alaska the transcriptions may be
played over a local station with
due credit, of course, for the sta-
tion originating the transcription.

Acknowledgment of stations par-
ticipating in the campaign will be
made in the editorial columns of
BROADCASTING. Letters stating a
desire to participate should be ad-
dressed to Capt. Gordon Hitten-
mark, Morale Branch, War Depart-
ment, Washington, D. C., along
with the transeription.

Operation Proves Fatal

To Russell L. Ferguson

RUSSELL L. FERGUSON, one
of the best-known men in the com-
mercial field of the industry, died
- Dec. 22 in Bur-
lington, Ia., as a
result of a thy-
roid operation.

Mr. Ferguson
had wide experi-
ence in radio dat-
ing back to 1927
when he was a
member of the
sales staff of

Mr. Ferguson WOR, New

York. From 1929
through 1933 he was commercial
manager of WLW, Cincinnati, and
later was in the Chicago sales de-
partment of NBC. He was also
onetime manager of WINS, New
York, and WCLO, Janesville, Wis.,
and was associated with Weed &
Co., station representatives, Chi-
cago.

On Nov. 15, 1940, Mr. Ferguson
was appointed manager of the
radio department of the New York
office of National Research Bureau
Inc. He is survived by his mother,
Mrs. Mary F. Ferguson.

WILLIAM W. WELLS, for threc
years in the research laboratory of
Colonial Radio Corp., Buffalo, and
more recently head of that firm’s test-
ing department, has been appointed
production manager of Universal
Microphone Co., Inglewood, Cal.

$66,236,000
Annual drug store sales
in our z-millivolt day-
time area. WIBW domi-
nates this 206 county
buying market.

WIB

TheVoice. Kansas
in TOPEKA

Sacred Series Widened

VOICE OF PROPHECY Inc., Los
Angeles (religious), sponsoring the
weekly half-hour program, Voice
of Prophecy on 18 Don Lee Cali-
fornia and Arizona stations, Sun-
day, 9:15-9:45 p.m. (PST), on Jan.
4 expanded its list to 88 MBS sta-
tions, Sunday, 7-7:30 p.m. (EST),
with West Coast repeat, 9:15-9:45
p.m. (PST). Contract, marking the
program’s fourth consecutive year,
is for 52 weeks. Featuring H. M. S.
Richards, minister-lecturer, with
musical background provided by the
King's Herald’s quartet, weekly
broadeast emanates from KHJ,
Hollywood. Agency is Jack Parker
& Assoc., that city.

Luckies N. Y. Drive

AMERICAN TOBACCO Co., New
York (Lucky Strikes), on Jan. 5
will start a special promotional
campaign in the New York market,
on four local stations. Two-minute
transcribed announcements will be
aired 34 times weekly, on WMCA
[BROADCASTING, Dec. 8], 63 times
on WNEW, 76 times on WHN and
six times on WABC. Other stations
will be added, according to Lord &
Thomas, New York, agency han-
dling the account.

A-1 Programming!

A Full uhedule af
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STATION ACCOUNTS
sp—atudio programs
t—transcriptions
sa—8pot announcements
te—transcription announcements

WFAA-WBAP, Dallas-Fort Worth

Quaker Oats Co., Chicago (feeds), 18 ¢,
thru Sherman & Marquette, Chicago.

Rit Products Corp., Chicago (dyes), ta till
forbid, thru Earle Ludgin Inc., Chicago.

Agfa Ansco, New York (films), 44 ta
thru Young & Rubicam, N. Y.

Welch Grape Juice Co., Westfield, N. Y.
(grape juice) 13 ¢, thru H. W. Kastor
& Sons, Chicago.

Falstaff Brewing Corp., St. Louis (beer),
16 sa. thru Blackett-Sample-Hummert.
Chicago.

Railway Express Agency. New York
(service) 16 ¢, thru Caples Co., N. Y.

Fant Milling Co.. Sherman, Tex. (flour),
300 ap, thru Couchman Adv. Agency.
Dallas.

General Foods Corp., New York (Grape-
Nuts) 66 t, thru Young & Rubicam,

N. Y.

Greyhound Bus Lines, Dallas (service), 62
8¢, thru Beaumont & Hohman, Dallas.

Colonial Dames, Los Angeles (cosmetics),
52 ¢, thru Glasger-Gailey & Co., Los
Angeles.

Hecker Products Corp., New York (shoe
polish), 100 ta, thru Benton & Bowles,
N

Hulman & Co., Chicago (baking powder).
sa till forbid, thru Pollyea Adv., Terre
Haute.

National Biscuit Co.. New York (crackers),
l“! ;ill forbid. thru MecCann-Erickson.

WNEW, New York

E. Pritchard Inc., Bridgeton, N. J.
of the Farm tomato catsup),
weekly, 52 weeks, direct.

Adams Theatre, Newark (current feature),
weekly sa, thru Buchanan & Co.. N, Y.

K. Arakelian Inc.. New York {Mission
Bell wines). 6 sp. 30 sa weekly, 52
weeks, thru Firestone Adv. Service, N. Y.

American Cigarette & Cigar Co, New York
(Pall Mall). 42 sa weekly, 6 weeks. thru
Ruthrauff & Ryan, N. Y.

(‘ascade Laundry, New York, 6 ap weekly,
52 weeks. thru J. R. Kupsick, N. Y,

Simon Ackerman Inc., New York (retail

(Pride
12 sa

clothes), ap weekly, 62 weeks, thru
Ehrlich & Neuwirth, N. Y.
Knox Co.. Los Angeles (Cystex, 3 sap

weekly, thru Barton A. Stebbins, Los

Angeles.

WQXR, New York

J. B, Williams Co., Glastonbury. Conn.
(shaving accessories), two sa daily, 52
weeks, thru J. Walter Thompson, Co.,

N. Y.
Ward Baking Co.. New York (Tip Top

bread), 42 sz weekly, 26 weeks, thru
J. Walter Thompson Co., Vo
Blue Moon Foods, Thorp, W|s (cheese

spreads), sa 13 weeks, thru Reincke,

Ellis, Younggreen & Finn, Chicago.
Telephone Answering Service, New York,

;}), oyne week, thru S. T. Seidman & Co.,

WHN, New York

P. Lorillard & Co., New York {Muriel
cigars), sa daily, 52 weeks. thru L.ennen
& Mitchell, N. Y.

Lehn & Fink Products Corp., New York
{Hinds Honey & Almond Cream), ta
g‘ail{( five weeks thru William Esty & Co..

American Chicle Co., Long Island City.
N. Y. (gum), sa daily, 13 weeks. thru
Badger & Browning & Hersey, N. Y

Paul Kaskel & Sons, New York {(pawn-

brokers), sp weekly, thru J. R. Kupsick,

N. Y.

CKCL, Toronto

Ex<Lax Ltd.. Montreal (Droprietary), 2
daily. thru Cockfield Brown & Co..
Montreal.

Thomas J. Lipton Ltd., Teronto (soups),
53 sa weekly, thru Vickers & Benson,
Toronto,

WOR, New York

Barbara Gould, New York (cosmetics), 3
#p  weekly, 13 weeks, thru Lord

Thomas, N. Y.
William Underwood Co., Watertown, Mass.

(black bean soup), 2 #p weekly, thru
BBDO, N. Y.
Marlin Firearms Co.. New York (razor

blade di
Hedrick, N. Y

Olson Rug Co.. Chicago. Il 8 sp weekly.
thru Presba, Fellers & Presba, Chicago.

International Salt Co.. Scranton, Pa.
{Sterling salt) 5 ap weekly, thru J. M,
Mathes, N. .

Riggio Tohncco Co.. Brooklyn, (Regent
cigarettes), 3 sp weekly thru M. H.
Hackett Inc.. N. Y.

Wilke Pipe Shop. New York (pipes and
tobacco), 3 sa weekly, direct,

Peter Paul Inc., Naugatuck, Conn. (candy
and chewing gum), 6§ sp weekly, thru
Platt-Forbes Inc., N. Y.

Christian Feigenspan Brewing Co., New-
ark (PON beer., ale. Half and Half)
ap weekly, thru E. T. Howard Co., N.

WIND, Gary, Ind.

Florida Citrus Commission, Lakeland, Fla.
{lemons), 260 sa, thrm Blackett-Sample-
Hummert. N. Y.

Joy Candy Shoppes. Chicago (candy
chain). 12 sa. thru Malcolm-Howard
Adv. Agency. Chicago.

B. C. Remedy Co., Durham, N, C. (B. C.
headache tableu) 2 sa weekly. thru
Harvey-Massenzale Co., N. Y,

Sunway Vitamin Co., Chicago (vitamin
tablets), 7 ap weekly, thru Sorensen &
Co.. Chicago.

WNAC, Boston

New_ England Telephone Co., Boston, 2 sa
daily. thru Doremus & Co.. Boston.

Beachnut Packing Co.. Canajoharie, N. Y..
sa daily, thru Newell-Emmett Co., N. Y.

Ex-Lax Co.. Brooklyn. ae daily, thru Joseph
Katz Co., Baltimore.

Noxema Chemical Co.. Baltimore, ap
weekly, thru Ruthrauff & Ryan, N. Y.
Lehn & Fink Products Co., New York
(Hinds Honey & Almond Cream). =za

daily. thru Wm, Esty & Co.. N. Y.

KDYL, Salt Lake City

Rit Products Corp., Chicago, 300 sa, thru
Ear! Ludgin Inc., Chicago.
Standard Oil Co. of Cal, 3 sa daily. 52

iv.) 6 ap weekly, thru Craven &

weeks, thru McCann-Erickson, San
Francisco.

Simon & Schuster. New York, 26 ap,
thru Northwest Radio Adv. Co., Seattle.

Railway Express Agency, New York, 15
ta. thru Caples Co., N. Y.

Rainier Brewing Co., San Francisco, 35
sp, thru Buchanan & Co., Los Angeles.

WINS, New York

Commerce Insurance Agency, New York.
30 sp weekly, 13 weeks, thru Klinger
Adv. Corp., N, Y.

P. Lorillard Co.. New York (014 Golds),
26 sa weekly, 14 weeks, thru J. Walter
Thompson Co., N. Y.

KFI, Los Angeles

Bulovse Watch Co.. New York (watches).
13 sa weekly, thru Biow Co., N. Y.

KFRC, San Francisco

Euclid Candy Co., San Francisco, weekly
8p, thru Sidney Garfinkel Adv. Agency,
San Francisco.

Acme Brewing Co., San Francisco, weekly
8p, thru Brisacher, Davis & Staff, San
Francisco.

Castle Films Inc., New York (home mov-
ies), 30 sa, thru J. M. Mathes Inc., N, Y.

Standard Beverages, Oakland, Cal. (Par-
T-Pak), 3 se weekly, thru Emil Rein-
hardt Adv., Oakland, Cal.

P. Lorillard Co., New York (OId Gold).
7 sa weekly, thru J. Walter Thompson
Co., N. Y.

Seven Up Bottling Co., San Francisco, 5 s«
weekly, thru Rhoades & Davis Adv., San
Francisco,

Beneficial Casualty Co., Los Angeles (in-
surance), 2 t weekly, thru Stodel Adv..
Los Angeles.

KHI, Los Angeles

P. Lorillard Co., New York (0Old Gold
cigarettes), 5 ta weekly, thru J. Walter
Thompson Co.. N, Y.

Gallo Wine Co., Modesto, Cal.. (wines),
6 ap weekly, thru Raymond R. Morgan
Co., Hollywood.

Dougias Oil & Refining Co., Los Angeles.
6 ta weekly. thru H. W. Kastor & Sons
Adv. Co., Chicago.

CFAR, Flin Flon, Man.

Canada Starch Co.. Montreal (corn syrup).

2 ( weekly, thru Vickers & Benson,
Montreal.
Saks Joins the Air

SAKS 34th St., New York (de-
partment store), used radio fer
the first time Dec. 15 when it
started five half-minute live an-
nouncements, Monday through Fri-
day on WMAC, New York at 6
p. m. just before the New York
Times news broadcasts. Experi-
menting with flexible copy for
study in planning future radio ex-
pansion, the department store will
alternate between institutional ad-
vertisements, special sale items,
well-established items and the
patriotic theme, stressing articles
tieing in wth national defense.
Agency is Dundes & Frank, New
York .

New Industry Periodical

NEW MONTIILY publication on the
Canadian broadeasting industry is The
(lfanadian Broadcaster, which makes
its initial appearance in January. The
new trade periodical is published by
R. G. Lewis & Co., 104 Richmond
St.. West, Toronto.

r~| M[ﬂ. N
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Summer Listening

Is Studied by CAB

Baseball Holds Up Afternoon
Use of Radio in Summer

BASEBALL is America’s national
game and listening to baseball
broadcasts is apparently becoming
a national habit, according to the
analysis of sets in use during the
year ended Sept. 30, 1941, just
issued by the Cooperative Analysis
of Broadcasting.

Comparing the average listening
in the 83 CAB cities during the
Standard Time period, October
through April, with the Daylight
Time months, May through Sep-
tember, the CAB found that day-
time listening fell off less than half
as much as did evening listening
and cites the afternoon baseball
broadecasts in 30 of the cities sur-
veyed as the probable explanation.

Program’s Absent

During the 7 to 11 p.m. period,
29% fewer sets were in operation
per half-hour than in the winter,
the report states, whereas in the
daytime hours the average de-
crease was only 13.9%. The decline
in evening listening, the CAB ex-
plains, “may well be due in some
part to the absence from the air of
a good portion of that period of
the same outstanding programs”
which had produced so much eve-
ning during the preceding winter.

Based on data accumulated in
690,000 completed interviews with
set-owners, the report summarizes
“half-hour by half-hour, day by
day, by U. 8. totals and by geo-
graphical sections,” the use of ra-
dio sets for the year, devoting some
20 pages of charts and tables to the
various break-downs. Average eve-
ning and daytime listening, com-
pared for winter and summer, is
shown in the following tables (av-
erage half-hour % of sets in use):

7 to 11 p.m. N. Y. Time
Standard Daylight

Weekdays Time Saving
Monday __ 34.3 25.8
Tuesday - 33.9 23.1
Wednesday 33.2 24.8
Thursday - 35.8 24.1
Friday oo 30.8 21.0

Week-end
Saturday aomeo-oo- 28.0 19.4
Sunday __._____.__. 39.0 26.1

9:30 a.m. to 5:80 p.m.
Standard Daylight

Weekdays Time Saving
Monday 1178 15.4
Tuesday __.__. 19.4 16.3
Wednesday 19.0 16.4
Thursday - 18.5 16.2
Friday 18.7 16.0

News Disc Subscribers

TWENTY additional stations have
subscribed to the quarter-hour
transcribed series of commentaries
on the war by Sam Cuff, since Nov.
1, NBC Radio Recording division
which cuts the discs revealed last
week, Cuff does three records
weekly which are airmailed to sub-
scribers, New clients include:
WLBZ WBRW KEX WPAR
KARK KSAL WAAB WLAK
KTSM WGGM KGKO KLZ WDBO
WIBX WGBR WAKR WORD
WAOV WMBR WTRY.

BROADCASTING » Broadcast Advertising



Daylight Saving
(Continued from page 9)

Legislation along similar lines
(SJRes-122) was introduced Dee.
22 in the Senate by Senator Downey
{D-Cal.). The Downey resolution
would authorize the President to
establish daylight saving time “in
such areas and for such periods
of time as he shall deem necessary
or advisable in the interest of the
national defense.” Several weeks
ago Senator Downey declared there
was heavy support for DST on the
Pacific Coast.
1 Introducing his bill, Chairman
‘Wheeler said he expected the Sen-
ate Committee to consider the pro-
ijposal at its first meeting of the
new session. He said he planned to
Mpush the bill through”. Chairman
Lea has indicated that the House
committee will take executive ac-
tion in the matter early in January.
It is understood the committee plans
to survey the Presidential authori-
ties provided in emergency war
legislation to determine what type
of DST legislation might be neces-
sary.

Legislation Favored

Some Congressional leaders have
indicated they believe President
Roosevelt has all the power he
needs, under the recently approved
War Powers Act and other emer-
gency legislation, to establish and
enforce a DST system on a local,
regional or national basis, but they
have indicated also a preference to
establish such a system by legisla-
tion rather than Executive Order.

The DST proposition faded from
sight shortly after the hearings late
last summer, when testimony of
Federal Power Commission officials
gave indication that DST probably
would be necessary in only a few
regions, particularly in the South-
east, as things stood then. Follow-
ing recommendations of FPC and
OPM, the President subsequently
‘called upon Governors of the States
in that region voluntarily to estab-
lish daylight saving time, although
it was indicated there was small
desire to try and force DST in
other areas.

From the broadcaster’s view-
point, the proposed legislation did
little to remedy the perennial pro-
gramming headaches resulting
from a hodge-podge DST system
functioning spottily over the coun-
try. At the hearings on the House
bill, NAB plumped for a universal
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How to Sell Bonds

TOTAL OF $91,305.20
pledged by 435 phone calls is
the record chalked up Dec. 27
by Railroadmens Savings &
Loan Assn.,, Indianapolis,
which on Dec. 8 started a
daily half-hour program of
organ music at 10:30 p.m.
(CST) on WIRE, Indianap-
olis, to sell defense bonds and
stamps, changing to a weekly
schedule Dec. 20. Individual
sales ranged from 10-cent
stamps to one sale of $20,000
in bonds. Eugene C. Pulliam,
station’s general manager, is
state chairman of Indiana de-
fense savings campaign.

Returns to WOR

ALTHOUGH Paul Reveal, night con-
trol supervisor of WOR. New York,
was given an extended leave of ab-
sence last month to take up a special
communications job in South Amer-
ica, he’s back on his old job again for
the war cmergency. When the war
broke out. Reveal was heading south-
ward, bt wired J. R. Poppele, WOR’s
chief engineer. offering to return at
once if his services were needed. Pop-
pele’s answer was an immediate and
urgent “Yes”,

time system, either daylight saving
or standard time such as that used
by railroad systems, on grounds
that regional rather than national
observance would merely clutter up
further radio’s complicated pro-
gram schedule during the DST sea-
son.

GEORGE PUTNAM, NBC news-
caster, has taken over the six-weekly
news spot sponsored by Peter Paul
Ine.,, Naugatuck, Comnn.,, on WEAL,
New York. The sgot was fonmerly
handled by Robert St. John. who has
been transfered to NRBC’s
bureau.

London

Bub Burns on Discs
TRANSCRIBED campaign for R, J.
Reynolds Tobacco, Winston-Salem, N.
C., for Brown’s Mule chewing tobacco
features Bub Burns as talent, and unot
30b ldurns as stated in a photo ecap-
tion in the Dec. 20 13ROADCASTING.
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THE SYMPIHONY OF MELODY

The kind of music listeners want—

wait for—change stations to hear!

YNAMIC arrangements, running the gamut from

nursery rhymes to Tschaikowsky, come to life with
dash and spirit under Allen Roth’s magic baton—as he
directs his orchestra, the Roth Chorus and soloists.

“Symphony of Melody’

is just one example of the

colorful program variety offered in NBC THESAURUS.
Twenty-six top-name recorded shows are scheduled week-
ly, each complete with sparkling continuity covering 71
program periods (approximately 25 hours weekly).

With such variety, you can sell more advertisers the

“something different”
want to pay...

that they want at the price they
if your station has NBC THESAURUS.

Write today for the complete Thesaurus story. Audi-
tion samples of Allen Roth and other Thesaurus programs

available on request.

F‘.NBC; HESAURUS

“A Treasure House of Recorded Programs”
RADIO-RECORDING DIVISION

NATIONAL BROADCASTING COMPANY
A Radio Corporation of America Service

Radio City, New York
Merchandise Mart, Chicago

Trans-Lux Building, Washington

Sunset & Vine, Hollywood
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SCOTT HELT, chief engineer  of
WIS, Columbia. 8. (. is teaching a
radio engineering course at the U of
South Carolina for the War Depart-
ment. Rex Ilouser. transmitter oper-
ator has left for Camp Bowie, Tex.
where he will be a civilian radio tech-
nieian in the signal repair shop.

JACK R. WAGNER. formerly as-
sistant manager of KHUDRB, Watson-
vilte, Cal, and recently of KSRO,
Santa Rosa, has joined the engineer-
ing staff of KQW, San Jose.

HARVEY SENNETT, control engi-
neer of WOCB, West Yarmouth,
Mass,, has resigned to join the Army
Signal Corps. He is to be stationed at
t\geJSigllal Corps School, Monmouth,
AN, .

FRED FRYE. soundman of WXYZ,

Detroit. has joined the Army Air
Force as a flying cadet.
DAN BARLOW, engineer of WIDP.

Philadelphia, is the fathev of a daugh-
ter. Judith Aun, born Dec. 22 at the
Hahnemann Hospital.

IBS Convention

THIRD aunual convention of the In-
tercolleginte Broadeasting System was
Iield at the Interunational House, New
York, last Monday where panel discus-
sions ou programs. business functions
and the technical side of campus radio
were held.

Shapinski There!

DIME NOVEL coincidence
arose at a rehearsal recently
of the Milwaukee Through
the Years show on W55 M, Mil-
waukee Jowrnal FM adjunct.
In the secript, dealing with the
year 1917, the tragic crash-
ing of a water tank on the
deck of the whaleback steam-
er Christopher Columbus was
related. As this point in the
seript, George Comte. an-
nouncer, saw John Slupin-
ski, control operator, jump
from his chair and gesticu-
late wildly. Broadcast of the
show carried a note of reality
for John had been the wire-
less operator aboard the
Christopher Columbus and
had narrowly escaped death
by leaping into the water a
moment before the crash.

WLW, Cincinnati. discarded the regu-
lar New Year's Eve program format
again this year and ushered in 1942
with a pickup from the Cadle Taber-
nacle. The same procedure was used
last year upon orders of James D.
Shouse. vice-president of the Crosley
Corp. in charge of broadeasting. who
pointed out that a large portion of the
aundience would be thinking of the
solemu side of life instead of joining
in cafe celebrations.
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WICHITA, KANSAS IS BUUMING WIEHITA KANSAS IS BUUMING

\Conservatively Essitiated

llnbeluevable phenomenal, fabulous, fantastic . . .

«| Yes, the state cf affairs in Wichita,

America’s Number Two Boomtown, is all
of this. Statistics on the increase in de-
fense contracts, the growth of population
ond the upswing in retail sales are
staggering—but TRUE!

| And now, how does o time buyer tap
Wichita’s lush millions of new purchas-

ing power? No use hemming and hawing
. Consider the evidence . ., .

A survey by o competitive station says
956, of the folks in rich Sedgewick County
“listen to KFH regularly” . that 579,

of these same ‘‘listen to KFH most.’”’

9 New transmitter equipment and a night-
i | time power boost to 5000 watts give KFH
| | o better contour than ever before!

i KFH rates have no: been increased.

Putting it in o single phrase, — KFH
now reaches more geography; KFH en-

R st Wats Buy and Poght—ciber 111 tertains a home county nooulation whith

is nearly double that of 1940: and KFH sells people who have important meney to
spendl Write to—no, better phone or wire—Petry or us.

That Selling Station in Kansas’

Biggest, Richest Market

CBS o 5000 WATTS DAY AND NIGHT

KFH
WICHITA

®  CALL ANY EDWARD PETRY OFFICE

Radio and Defense
On Agenda of IRE

Engineers to Hear Progress
At New York Convention

RADIO’S expanding role in na-
tional and international affairs will
be the general theme of the princi-
pal addresses to be given at the
winter convention of the Institute
of Radio Engineers, Jan. 12-14, at
the Hotel Commodore, New York.

Following an introduction from
the incoming president of the IRE,
A. F. Van Dyck, radio talks at the
Jan. 12 session will include: “Half
a Year in Commercial Television”,
by Noran E. Kersta, NBC; “Auto-
matic Radio Relay Systems For
Frequencies Above 500 Mega-
cycles”, by J. Ernest Smith, RCA
Communications; “Automatic Fre-
quency & Phase Control of Syn-
chronization in Television Receiv-
ers”, by K. R. Wendt and G. I.
Fredendall, RCA Mfg. Co.,
“Color Television”, by P. C. Gold-
mark, J. N. Dyer, E. R, Piore, and
J. M. Hollywood, CBS, with a
demonstration.

Francisco to Speak

On Jan. 13, at the 30th Anni-
versary Banquet, Don Francisco,
director of Communications, Office
of the Coordinator of International
American Affairs, will speak on
“Radio’s Expanding Role in Inter-
national Affairs”, and Adolfo T.
Consentino, Director of Communi-
cations of the Argentine, will speak
to the engineers. During the day,
IRE members will inspect Major
E. H. Armstrong’s FM station at
Alpine, N. J.

At the final session Jan. 14 talks
will include: “Modern Techniques
in Broadcasting”, by J. V. L. Ho-
gan, Interstate Broadcasting Co.,
owner of WQXR, New York;
“Modern Developments In Elec-
tronics”, by B. J. Thompson, RCA
Mfg. Co.; “Demonstration of Fac-
simile Equipment”, by J. H. Hack-
enberg, Western Union Telegraph
Co.; “RCA 10-Kilowatt Frequency-
Modulated Transmitter”, by E. S.
Winlund and C. S. Perry, RCA
Mfg. Co.; “A Stabilized Frequen-
cy-Modulation System”, by R. J.
Pieracei, Collins Radio Co.; “The
Absolute Sensitivity of Radio Re-

and |

BREAKING all previous records,

KLZ, Denver, in its 1941 Christ-
mas Book Campaign collected thou-
sands of volumes to be given to hos-
pitals, community centers and
neighboring Army camps and hos-
pitals. KLZ plugged the drive on
the air, advising listeners on the
location of 14 collection boxes in
super-markets throughout the city.
Some also were mailed to the sta-
tions, and about 5,000 Boy Scouts
helped in collecting others in a
house-to-house canvass. And in the
midst of the drive Clayton Brace,
KLZ page, took to a ladder to pile
the stacks higher and higher along
an entire side of one of the sta-
tion’s studios.

ceivers”, by D. 0. North, RCA
Mfg. Co.; “An Analysis of The
Signajl-to-Noise Ratio of Ultra-
High Frequency Receivers”, by E.
W. Herold, RCA Mfg. Co.; “A New
Direct Crystal-Controlled Oscillator
For Ultra-Short-Wave Frequen-
cies”, by W. P. Mason and I. E.
Fair, Bell Telephone Laboratories,
and “An Ultra-High-Frequency
Two-Course Radio Range with Sec-
tor Identification”, by Andrew Al-
ford and A. G. Kandoian, Inter-
national Telephone and Radio Lab-
oratories.

10 REMIND the public of the neces-
sity of keeping radio receivers operat-
ing efficiently during present war con-
ditions, RCA Mfg. Co., Camden, is

running a series of full-pa"e, two-color
ads in consumer publications. Text of
the ads urges replacement of worn
tubes at regulav intervals, and routine
service checkups every year.
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Networks Sued
(Continued from page 7)
through appointment of receivers.
The Anti-Trust Division asked

the court to:

1. Restrain NBC and CBS
from entering into an exclusive
affiliation contract with any
station.

2. Outlaw all time options.

3. Limit affiliation contracts
to two years.

4. Allow transcribers reason-
able access to their studios for
off-the-line recordings.

5. Force NBC or RCA to se-
lect either the Red or the Blue
for operation and turn the other
over to a receiver for “liqui-
dation”.

6. Force the networks to di-
vest themselves of ownership
of stations in cities having
less than four fulltime outlets
(this presumably would require
disposition of WBT, Charlotte,
by CBS, and of WTAM, Cleve-
land, by NBC, through the re-
ceivership process).

7. Force complete severance
of talent bureaus from net-
work ownership, operation or
relationship.

8. Force complete divorce-
ment of transcription opera-
tions from the networks.

Familiar allegations heard
throughout the chain-monopoly
. proceedings that the networks,

through exclusive contracts, con-
trol time of nearly 300 stations,
were made in the separate com-
plaints. The complaints were vir-
tually identical in most particulars,
but that covering RCA-NBC was
- more exhaustive in view of the
Red-Blue operation.

While the complaints were filed
by Daniel B. Britt, special assist-
ant to the Attorney General, in
charge of the Chicago regional of-
fice of the Anti-Trust Division, the
papers were prepared under Mr.
Arnold’s direction by Mr. Waters.
The latter handled all of the AS-
CAP-BMI proceedings, which re-
sulted in last year’s consent de-
crees. Holmes Baldridge, chief of
the litigation section of the Anti-
Trust Division, likewise has been
identified with the preparation.

FCC Consulted

Last Oct. 29, Mr. Arnold con-
ferred with attorneys representing
all of the networks about possible
anti-trust proceedings. Then it was
not clear whether, if the Depart-
ment moved at all, it would do so
along criminal lines or civilly. If
the former course had been de-
cided upon, MBS, NAB and other
industry elements might have been
joined.

Since the Oct. 29 session, there
have been repeated reports [BROAD-
CASTING, Nov. 3, 17] that the De-
partment would act. FCC Chair-
man James Lawrence Fly and
members of his legal staff had
been in consultation with Anti-

“TOUCHE” cries Bob Elson when
Bill Anson gets past his guard as
the stars of An Hour With Elson &
Anson—sponsored on WGN, Chi-

cago, by P. Lorillard Co., New
York, through J. Walter Thompson
Co., that city—engage in a friendly
little duel. Masks, worn topside this
year, were sent by a listener who
apparently felt that the boys’ mike-
time rivalry was not enough.

Trust Division attorneys on paral-
lel litigation. Moreover, the De-
partment took the position it was
duty-bound to enforce the anti-
monopoly laws and that if there
had been transgressions, it had to
proceed. The networks have main-
tained that the FCC was without
jurisdiction in issuing the chain-
monopoly regulations, and among
other things cited the absence of
any Anti-Trust Division action
against them on monopoly litiga-
tion.

Possibility of triple - damage
suits by MBS against NBC, in the
light of the anti-trust suits, also
was foreseen. Reports were cur-
rent a fortnight ago that MBS
might institute proceedings against
NBC for $10,000,000 in damage, al-
leging that the time option clauses
are in violation of the anti-trust
laws and have resulted in substan-
tial loss to MBS. MBS has sup-
ported the FCC chain-monopoly
regulations from the start, and has
intervened in the New York three-
judge court proceedings to that end.

For the last several weeks the
question of anti-trust legislation
has been buffeted about in the De-
partment. The papers filed had been
drafted weeks ago, it is understood.
It was not until the go-ahead sig-
nal came from Attorney General
Francis Biddle that the suits were
filed. The matter evidently had been
up at the White House, according

365,000 people make the
Youngstown metropoli-
tan district the third
largest in Ohio.

WEMJ

Has more listeners in

this rich market than

any other station.
Headley-Reed Co.

National Representatives
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to reliable reports. It is deduced
that Administration officials took
the view that ecivil statutes should
not be suspended because of the
war.

Alleged Domination

Mr. Britt, coincident with filing
of the suits in Chicago, said the
main purpose was to break up the
system of ownership and licensing
through which the chains ‘“domi-
nate” broadcasting. He referred to
the makeup of NBC particularly,
pointing out that its affiliates have
no choice to take programs of either
the Red or the Blue and that if
they are requested to carry Blue
they must do so, “even though the
time from the Red Network is more
remunerative”.

“We ask in our suit that the
court allow the company to elect
which network it may keep and that
a receiver be appointed to take over
the assets of the other, which will
be sold.” The suit recited that there
were fewer than 37 cities in the
country having four or more sta-
tions with comparable facilities.

In attacking option time and ex-
clusive affiliations, it said that in
the 45 cities having populations
of 50,000 or more served exclusive-
ly by NBC or CBS, no other net-
work can obtain outlets. Cities
cited among those blocked because
of exclusive contracts were Cleve-
land, Houston, Providence, Des
Moines, Albany, Charlotte and Har-

wUS RED RIVERVALLEY FOLKS IS PLENTY
VERSATILE IN OUR SPENDING TOO, BY
CRACKY! AND WE GIT MOST OF OUR
BUY-DEAS FROM WDAY, AT FARGO!”

FARGO. N. D. 5000 WATTS-NBC

AFFILIATED WITH THE FARGO FORUM

FREE & PETERS, INC. NATIONAL REPRESENTATIVES
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risburg. The option time clauses, it
was contended, were designed to
“throttle competition” by virtue of
the 28-day notice provision.

Selection of Chicago, rather than
New York, for filing of the suits,
it is understood, was based upon
a request received by the Depart-
ment from the New York Court
that complaints which would be
filed in other jurisdictions be han-
dled in that fashion, because of the
clogged condition of the New York
docket. There were only three lo-
calities in which the suits might
have been filed, to procure service
on both networks, it was said—
New York, Chicago or Washington.
Washington was eliminated because
of the pendency of other litigation
here.

In some industry circles, it was
felt that many of the Government’s
contentions in the case against both

No. ! of a Sertes

That Fish Again

REMINISCENT of a stormy
visit to the NAB convention
in St. Louis last May, the
newest addition to the office
decorations of FCC Chairman
James Lawrence Fly is a
blue - and - white  cardboard
sign reading: “Committee to
Defend the Mackerel by Aid-
ing the Moonlight”. The work
of art was first exhibited at
a Dec. 21 party given by
Louis G. Caldwell, Washing-
ton radio attorney, for Judge
E. 0. Sykes, new president of
the FCC Bar Assn. Chair-
man Fly was unable to at-
tend the function, but the
sign was formally delivered
to him the next day by a
brother commissioner.

networks, and NBC particularly,
were moot. It was pointed out NBC

. has abandoned exclusivity; it has

taken steps to dispose of the Blue

* Network, and it has sold its artist

bureau. Moreover, it is allowing
off-the-line recordings from its
studios.

CBS, on the other hand, disposed

4 of its artist service some months

ago and has never gone into the
conumercial transcription business
as such. Through a subsidiary,

G Columbia Recording Corp., it man-

ufactures phonograph records.

NBC within the last week was

. authorized by the FCC to transfer

ﬁ 5’ alute 7'wm
Wova Seotia!

ROM the Province that was origi-
nally Britain's FIRST overseas pos-
session, and is now a partner in Canada’s

war effort, comes this salute.

In ungrudging admiration and gratitude
for Britain’s magnificent stand for de-
mocracy, we have fully pledged our
resources and our manhood. As soldier-
visitors during the last war and this, we
have learned to love her and her institu-
tions.

We, in Nova Scotia, love our beautiful
province. And we should like to share our
opportunities. To you, our cousins in the
United States of America, we also raise
our flag to salute your magnificent support
of the Mother Country.

RADIO BROADCASTING STATION

CHNS

HALIFAX, NOVA SCOTIA,
CANADA

U.S.A. Rep. - Jos. Weed & Co. - New York

the three owned Blue stations from
NBC to RCA, as a step toward di-
vorcement and ultimate sale of the
Blue Network. NBC is operating
the three stations and the Blue as
an agent for RCA, it is reported.

Since the shift, it has identified
the Blue Network with this an-
nouncement: “This is the Blue Net-
work operated by the National
Broadcasting Co.” Heretofore, the
announcement was: “This is the
Blue Network of the National
Broadcasting Co.”

Mr. Woods, cited in the NBC

complaint, is slated to become presi-
dent of the separate Blue Network
operation, with Edgar Kobak as
executive vice-president. This phase
of the separation, however, was ap-
parently regarded by the Govern-
ment as a “from one pocket to the
other” move.

These steps, however, have been
preparatory to sale of the Blue to
ownership outside RCA altogether,
it was said.

Mr. Paley, CBS president and
cbief stockholder, and Mr. Tram-
mell, bitterly denounced the suits
as interference with vital war com-
munications, and held the Depart-
ment should have waited until ad-
judication of the injunction suits
before the New York court.

“The confusion as to the purpose
of this new Chicago suit,” said
Mr. Trammell, “is heightened by
the fact that since the declaration
of war other high authorities of
the Government have expressed to
us their wish that nothing be done
to disturb the present network
structures of NBC, as the full fa-
cilities of these networks are urg-
ently needed to serve the Govern-
ment and the public during the
present war.

“I ean imagine nothing more
certain to destroy this vital national
asset than to follow the plan of
receivership and liquidation now
demanded by the Department of
Justice.”

Mr. Paley said the proceeding
was “evidently an outgrowth of
the persistent attempt by the FCC
to tear apart the present system
of network broadecasting in favor
of its own impractical theories”.
He added it was “unfortunate that
the networks should thus be ha-
rassed in wartime when their whole
energies should be bent to further-
ing the national effort”.

ENTIRE Jan. 7 broadcast of Big
Town, sponsored by Lever Bros., will
be devoted to promotion of Defense
Savings bonds and stamps. Title of the
special production is What You're Get-
ting for Your Aoney.

5000 WATTS Lrectional

OVER METROPOLITAN NEW YORK

Page 38 ¢ January 5, 1942

KROS Formal Opening

Jan. 3; Announces Staff

KROS, Clinton, Ia., operating on
1340 ke. with 250 watts power,
held its formal opening Jan. 3 and
4. Owned by the Clinton Broad-
casting Corp., the station officers
are Peter Matzen, president, Wil-
liam T. Oakes, vice-president, and
Marvin J. Jacobsen, secretary and
treasurer. Morgan Sexton, for-
merly of WOC, Davenport, and
WHBF, Rock Island, is general
manager.

The new KROS lobby

The rest of the staff consists of
Jack Hubbard, program manager,
formerly of KFBB, Great Falls,
Mont. Gilbert Andrew is chief en-
gineer, with Dale King as assist-
ant. Other engineers are Bob
Johnson, formerly of WKBB,
Dubuque, and John Hausler of
KWNO, Winona, Minn. Announ-
cers are Bob Irwin, of KFNF,
North Platte, Neb., Blake Lanum,
Garrett Jensen and Bob Fulton.
Continuity writers are Darlene
Gordon and Mrs. Mildred Leahy
while Lucille DeLeers is book-
keeper and traffic manager. Doris
Grey is cashier. The sales staff
consists of Vern Carstensen, Walter
Teich, Bob Wickstrom, and Herb
Heuer. Ethel Henry Murphy is
news editor.

The station operates full time
from 6 a. m. to midnight daily
and from 8 a.m. to midnight Sun-
days. It is a member of BMI,
ASCAP and SESAC and sub-
sceribes to the UP.

Gleason Joins CBS
RALPH J. GLEASON, formerly of
the news staff of Printers’ Ink, has
been aypointed CBS trade news editor,
succeeding Rohert S. Gerdy, who has

joined OCI [BROADCASTING, Dec. 22].

recent

Ask us about the
impartial survey of wire
services by an important ra-

dio station showing “INS
leading by wide margin™,

INTERNATIONAL NEWS SERVICE
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Purely PROGRAMS

OUNTABLE conference at
which the actual lead stor-
ies and editorials to be used
throughout the week in

newspapers of the Moreau Publi-
cations chain of Northern New
Jersey, is presented on a new se-
ries of 25-minute programs which
started Jan. 4 on WPAT, Pater-
son, N. J. Titled The Fourth Estate,
program features managing editors
of the five newspapers in an unre-
hearsed meetfng.‘

Colorado Reports

IN THE INTEREST of National
Defense, KLZ, Denver, has started
a new series, The State Reports.
Series, opened by Gov. Ralph L.
Carr, is under auspices of the Com-
mittee on Public Relations of State
Departments and is designed to
give citizens of Colorado an up-
to-the-minute picture of what the
various departments of State gov-
ernment are doing in relation to
the national gefer:se grogram.

News Analyses
NEW SERIES of roundtable dis-
cussions, Views on the News, is
heard Sundays at 2 p.m. on WLW,
Cincinnati. Featuring WLW’s staff
of international news analysts, the
half-hour program includes com-
mentaries by Peter Grant, leading
the discussions; Gregor Ziemer,
Carroll D. Alcott, William H. Hess-
.ler, H. R. Gross. Guest news au-
thorities are*schfdulid to appear.

Quotes From Quills
QUOTING editorials from 50 lead-
ing Georgia newspapers, WSB, At-
lanta, now presents weekly Quotes
From Georgia Quills. The station
points out that listeners now can
get a clear, concise summary of the
state’s editorial opinion at one sit-
ting. Program consists of short
summaries of leading editorials on
current topics.

* *

Psychic Tale
DRAMATIZATIONS of tales deal-
ing with the unseen world, involv-
ing psychic phenomena, started
last week on WHN, New York.
Under the direction of E. W.
Waldron, series is titled Immortal
Horizons, with a new play presented
each week by the Sapphire Players
headed by J zinet Payl'y.

Patrolman’s Activity
ACTIVITIES of patrolmen sta-
tioned at Dayton, as well as timely
warnings on highway conditions
and how to avoid accidents, are
highlighted on a special program
on WHIOQ, Dayton, on Friday, 3:45-
4 p.m. Corporal Urton of the Ohio
State Highway Patrol gives the
commentary.

IN PHILADELPHIA

LB

Poetry Series
MODERN POETRY, chiefly that
by contemporary Americans, will
be stressed on Out of the Ivory
Tower, a new weekly series to start
Jan. 8 on WQXR, New York. Each
program will be opened by an in-
terview with the poet whose works
are featured. Following the inter-
view, the poet will read selected
poems of his own, choosing those
which are suitable for the ear
rather than the eye, chiefly dra-
matic and lyrics. Eve Merriam,
poet and writer, conduets the series.

: * * *

Defense Help

NEW SERIES of defense pro-
grams, Help Wanted, was started
on a three-a-week schedule as a
public service feature by WFIL,
Philadelphia. Written by Don Mar-
tin, of the WFIL staff, the pro-
gram includes requests for men and
women to fill jobs in all categories
of the war effort. Industrial em-
ployment and volunteer -civilian
defense jobs will also be filed in
addition to the recruiting announce-
ments of the armed services.
* * *

More Good-Will

TO PROMOTE further neighborly
relations in the Americas, NBC’s
international division on Jan. 4
will start a series of programs to
give Latin American artists visit-
ing this country an opportunity to
broadcast their talents on WRCA
and WNBI. On Dec. 30, the division
started a Spanish Amateur Hour
on the shortwave station WRCA,
featuring members of the audi-
ence acting, singing and working
out charades.
* * *

Citizenship Problems

ADVICE on citizenship problems
confronting New York’s foreign-
born pogulation is given on Are
You a Citizen, on WWRL in co-
operation with the Department of
Justice. Listeners having citizen-
ship problems are invited to write
the station for advice and answers
are presented by the Justice De-
partment which clears all seripts
and questions before airing.
* » *

What People Do
DEVOTED to the human back-
ground of the news, particularly
“stories of the little people here
and abroad, and what they do and
feel as they take part in making
history”, is a unique type of news
commentary which started recently
on WQXR, New York. Program is
conducted by Roy de Groot, young
British commentator on the March
of Time staff.

sets rwrovey WEIL
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UP’s 10 Biggest

TEN biggest news stories of 1941,
selected annually through a poll of
editorial directors of United Press,
will be available for the first time
to radio via quarter-hour tran-
scriptions supplied without cost to
UP subscribers, now numbering
more than 370 stations. The series
is one of a group made up by UP
to give radio audiences a look
inside the methods involved in gath-
ering and distributing news.

A second program, also available
to UP subscribers, tells the story
of what wartime disruption of com-
munications means to a news-gath-
ering organization, and the part
currently being played by UP’s
radio listening post.

Joint Denver Program

ALL STATIONS in Denver par-
ticipated in an hour-long program
Dec. 20 titled Hi, Soldier. Stations
which donated talent for the pro-
gram were KFEL, KLZ, KOA,
KVOD, and KMYR. Purpose was
to greet soldiers gathered at the
City Auditorium and to induce the
public to invite men in service to
Christmas dinner. Each station
broadecast from its own studios.

WINN Staff Changes
G. F. BAUER, local sales manager of
WINN. Louisville. has been placed
in charge of all local and national
sales by D. E. (Plug) Kendrick,

WINN president. Clair J. Stone, of
WHBL, Sheboygan. Wis.. has been
named production manager.

PERSONAL CALLS ON DEALERS

Anything from a one-day survey to a full week of in-
tensive merchandising among retailers and wholesalers.

[
i

AW

RETAIL STORE DISPLAY

Permanent stands in 130 retail outlets for use of WCAE
advertisers. Exclusive display—minimum of 2 weeks.

STEADY NEWSPAPER PROMOTION

30 inch advertisement, or larger, daily and Sunday
promoting WCAE programs and sponsors.

Out of these and many other special services available (22 in all) &

full-fledged merchandising program can be arranged and executed.

The KATZ Agency

* National Representatives

New York Chicago Detroit Atlanta Konsas City San Froncisco Dallas

WCA

PITTSBURGH, PA.
5000 Watts .

1250 K. C.

MUTUAL

BROADCASTING
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Standards Bureau Adds

New Carrier Frequency

WITH temporary equipment still
in use while a new transmitter is
being built, the standard frequency
service of WWV, Washington, ad-
junct of the National Bureau of
Standards, has been extended to
include a new carrier frequency of
15 me. Broadcast is continuous on
1 kw. and carries the standard
musical pitch and other features
with frequencies ranging from 5
to 15 me.

Announcement periods of WWV
are synchronized with the basic
time service of the U. S. Naval
Observatory, it was stated in a re-
lease from NBS which gave the
carrier frequencies for winter and
summer day and night service.

Service from the temporary
transmitters will continue for some
months and will be continuous ex-
cept for such breakdowns as may
possibly occur because of the use
of temporary equipment. As rapidly
as possible, the bureau stated, it is
establishing a new station to pro-
vide more fully than in the past
standard frequencies reliably re-
ceivable at all times throughout the
country and adjacent -areas.

Concord, N. C., Grant

WAYNE M. NELSON, onetime
chief owner and general manager
of WMFR, High Point, N. C,
which he sold last year to its pres-
ent owners [ BROADCASTING, May 1,
1940}, has been authorized by the
FCC to construct a new 1,000-watt
daytime station in Concord, N. C,,
on 1410 ke. Grant is the sixth of
the year to North Carolina—five of
which have the status of regional
stations. The previously-authorized
new regionals are WAYS, Char-
lotte; WBBB, Burlington; WGBG,
Greensboro; and the recently-
granted station in Washington.
The sixth new Carolina station,
WHIT, New Bern, is a local. Con-
cord, with a population of ap-
proximately 12,000 is 19 miles
northeast of Charlotte.

FM SET FOR AUTO
REL Develops Special Outfit
For Walter Damm

BELIEVED to be the first of its
kind, Radio Engineering Labora-
tories has built a pleasure-car FM
receiver installed in the car of
Walter J. Damm, general manager
of radio for the Milwaukee Journal,
operating WTMJ and W55M, FM
adjunct.

Similar to the conventional car
radio outwardly, the FM set con-
sists of the receiver proper, speak-
er, antenna and control unit. The
antenna is a full quarter-wave of
the telescopic type, fed to the set
by a coaxial cable. The receiver is
fixed to the W55M frequency by
crystal control, and the control unit
contains a signal strength indica-
tor- calibrated in microvolts per
meter and a sensitivity control.

The main unit of the receiver
is installed in the luggage compart-
ment of the car, witﬁ the speaker
behind the rear seat. The control
unit is within easy reach of the
driver. Custom-built for Mr. Damm,
REL later may put the set into
general production, it was indi-
cated.

Video Package Show
FPIRST television package show to be
produced Dby  Telecast  1'roductions,
New York, was purchased by NIBBC and
presented recently for WINBT, the
network’s video station in New York,
Titled Menhattan Safari, the program
featured kHarry ershfield, Rube Gold-
herg, Russell Patterson and Otto Sog-
low, and four givls, described by My-
ron Zobel, TP presideut, as the "most
telegeuic girls in New York.™

Will Add Stations
WIIEN .lmerica’s Town Meeting of
the lir shifted back to its former time
on NBC-Blue of 9-10 pm. Jan. 1, a
total of 19 Blue stations were added
to the present network of 110 stations,
New statious to carry the Thuvsday
night torum program will be WCOL
WSAI WING WIZE WKBO WGKY
WELK WRDO WLBZ WIS WLIEU
KANS WDHAY KFYR WSFA KRIS
KRGV WJAC and WIFBG.

RADIO ENGINEERING LABS.. INC.

Long lsland City
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SOUND-PROOF room houses this
GE 3,000-watt transmitter in the
studios of W47NY, atop the third
highest building in the world, the
Cities Service Bldg., 70 Pine St.,
New York. W47NY, owned by the
Muzak Corp., is New York’s newest
FM station and represents a test of
the FCC service-for-fee idea, which
is an adaptation of the basic Muzak
operation of supplying continuous
musical programs uninterrupted by
speech to restaurants, hotels, ete.,
by wire on a fee basis.

New Cathode Tube

A NEW cathode-ray oscillograph. de-
signed for lecture-room demoustrations
and for more critieal Liboratory stud-
iex, has been aannounced by Allen B.
D Mont Labs. Knowa as Type 233,
thix instrument utilizex the Du Mont
20-inch  diameter  intensifier-type  ca-
thode-ray  tube with nedinm-presist-
euce green sereen. amplifiers for signal
defleetion along both X and Y-axes
and for Z-axis or intensity-modulation
signals, a  linear-time-hatse  generator
and associated power aud coutrol eir-
cuitx,

Jacksonville, York
Given New Outlets

Florida Regional Fulltime;
Day Pennsylvania Station

A NEW FULLTIME regional out-
let in Jacksonville, Fla., and a
1,000-watt daytime station in York,
Pa., were authorized by the FCC
last Tuesday in a continuation of
its policy of granting facilities
where service is regarded as neces-
sary.

The new Jacksonville station, to
operate on 1270 ke. with 5,000
watts fulltime and a directional
at night, is licensed to the Jack-
sonville Broadcasting Corp.

Holders of Stock

Stockholders are James R. Stock-
ton, president of Telfair Stockton
& Co., real estate and mortgage
company, president, with 28%;
Ernest D. Black, of Macon, part
owner of Central Cotton Oil Co.,
first vice-president, with 27%; E.
G. McKenzie, of Macon, also part
owner of Central Cotton Oil Co.,
second vice-president, with 28%,
and Robert R. Feagin, of Macon,
manager of WBML, that city, sec-
retary and treasurer.

The York station will operate
on 900 ke. with 1,000 watts daytime
only. It is licensed to the Susque-
hanna Broadcasting Co., of which
Louis J. Appell, president and
treasurer of the Pafltzgraff Pottery
Co., of York, is 100% owner. Mr.
Appell also is identified with the:
York Poster Advertising Co. and
is vice-president and director of
the York National Bank & Trust
Co. His wife, Helen B. Appell, is
listed as vice-president, and Philip
H. Kable as secretary.

FCC Suspends Operator Order

IN CONSIDERATION of the neces-
sity for creating an additional supply
of oxperienced radio operators during
the national emergency, the IFCC
Dec. 16, adopted Order 83-A which
suspends for a further period of six
months, beginning Jan. 9, 1942, the
provisions of Section 13,61 (e) (3) and
(d) (2) of the rules governing com-
merciil radio vperators which requived
that such operators possess six months’
previous ship service to be eligible for
cmployment as a single radio operator
on a cargo ship.

BARLE FERRIS Co.. New York, has
heen incororated and chavieved to con-
duct a general publicity agency out-
side of the radio field. already covered
by Mr. Ferris with his Radio Feature
Service Inc.

CRYSTALS by

HIPOWER CRYSTAL CO.

Sale an—20%5 W, Wetker TOrive, Chizagn

Street, Chizaps, 111
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Text of NBC-CBS Complaints

(Continued from Page 18)

states of the Uuited States, the Dis-
trict of Columbin and within the
Northern District of Illinois. Eastern
Division: that eaeh station is an in-
strumentality through which cuergy.
ideas aud entertainment are transmit-
ted across state or national houndaries
to radio listeners in the U'nited States.
the District of Colummbia, and foreign
countries ;

Disc Production

b. Blectrical Transcriptions,

20. That more thau 509% of the
electrical transcriptions produced in
the United States for the exclusive use
of radio broadecasting is produced or
manufactured in the States of New
York and California and shipped to
radio broadeasting stations located
throughout the United States. the Dis-
trict of Columbia and within the
Northern Distriet of Illinois. Kastern
Division ; that a substantial portion of
the time devoted to radio broadcasting
by the radio broadeasting stations is
consumed by the broadeasting of in-
telligence, entertainment and informa-
tion recorded upon electrieal transerip-
tions:

¢. Talent.

21. That a substantial portion of
radio stations’ time on the air, includ-
ing that of networks, is devoted to the
broadeasting of performances by artis.
tic talent, including musicians, virtuosi,
speakers. comedians, announcers. news
conuentators and actors; that the ra-
dio broadeasting of talent by radio
broadeasting stations and network sys-
tems is effected through performances
at the studios of particular broadeast-
ing stations or at places in close
proximity thereto and transmitted
across state or mnational boundaries
through the medium of radio signals
and telephone wires for rebroadecasting
purposes ;

22. That the creation of a public
demand for the services of any indi-
vidual possessing any form of talent
requires some medium of publie ex-
pression; that radio broadeasting is
one of the principal mediums through
which talent is brought to the atten-
tion of the public and a demaud for
such talent created thereby ;

Restraints Alleged

The Combination and Conspirucy.

23. That the defendants named here-
in together with affilinted broadeasting
stations, each well knowing the mat-
ters and things hereinbefore alleged.
for many years preceding the filing of
this complaint and continuing to the
date of the filing hereof. have been en-
gaged in the United States, and within
the Northern Distriet of 1llinois. East-
ern Division. in a wrongful and unlaw-
ful combination and couspiracy in re-
straint of the aforesaid interstate com-
mercee and in a wrongful and unlaw.
ful combination and conspiraey to at-
tempt to monopolize the aforesaid in-
terstate commerce in radio bhroadeast-
ing, electrical transcriptions and talent.
in violation of Sections 1 and 2 of the
Act of Congress of July 2. 1890, en-
titled “An Act to I'rotect Trade and
Commerce Against Unlawful Re-
straints and Monopolies” (15 U.S.C.A.
1 and 2). and have couspired to do all
acts and things and to use all means
necessary and appropriate to make
said restraints and attempts to mo-
nopolize effective. including the means,
acts and things hereinafter more par-
ticularly alleged;

24, That one of the purposes of the
conspiracy was to procure, monopolize
and keep within the control of the de-
fendants herein, to the greatest extent
possible and to the exclusion of uvther
persons and corporations. the business
of conducting national radio network
operations and to suppress competi-
tion in all phases of such operatious,
including competition in securing na-
tional radio advertisers; that as a part
of said combination and couspiracy the
defendants have arranged and agreed

among themselves tu do and have doue
the following things:

(n) To require radio stations affili-
ated with NBC to execute affiliation
contracts containing clauses which by
their terms have forbidden said broad-
casting stations from accepting any
programs from any other national net-
work (a copy of such contract clause
is attached ltereto as *‘IExhibit B” and
made a part hereof) ;

(b) To refuse to furnish NBC net-
work programs to radio stations not
yvegularly affilinted with NBC, even
though the regularly affiliated station
coveriug substantially the same area
is not broadeasting such programs,
thereby preventing many radio listen-
ers from hearing and enjoying NBC
network programs that would other-
wise be available;

Option Clauses

(e) To require radio stations affili-
ated with NBC to execute affilintion
coutracts containing so-called option
time clauses. These clauses usually
provide that upon 28 days’ notice the
network may exercise the option to
use part of specified hours of the affili-
ated stations’ time on the air as the
network may desire. The specified
hours optioned by NBC usually in-
clude substantially all of the more de-
sirable broadeasting time of the affili-
ated stations. A typical option time
cluuse is attached hereto marked “Ex-
hibit C”, and made a part hereof;

(d¢) To suppress competition among
radio networks in the sale to adver-
tisers of time on the air by optioning
all of the more desirable time of affili-
ated stations, which options may be
exercised upon 28 days’ notice. The
value of a program to a radio adver-
tiser depends largely on its continua-
tion for such period of time as to fa-
miliarize the listening public with the
program, the loeal station over which
it is broadeast, and the time of the
broadeast.

The necessary cffect. therefore, of
such option time contracts has been to
prevent auy other network from com-
peting with NBC in the furnishing of
network programs, or in arranging
network Dbroadeasts on behalf of net-
work advertisers to such stations dur-
ing the stations’ more desirable time
ou the air optioned to NBC, cven
though substantial portions of the af-
tilinted stations’ time optioned to N13C
has not been purchased by NBC for
the broadeasting of commercial pro-
grams;

(e) To suppress competition be-
iween NBC and its affiliated radio
stations in securing commercial radio
advertisers through N1B3("s practice of
optioning a substantial part of its at-
filiated stations’ more desirable time
on the air, thereby vesting in NBC
rather than in the aflilinted stations
the power to make satisfactory com-
mitments with radio advertisers as to

Associated '
Press News !
|'k{ Every Hour 2

OnTheHour ./ ‘lﬂ

Nat.Anps.: JOSEPH. HERSHEY MEGILLYRA
Boston Rep: BERTHA BANNAN, -
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EVERYBODY’S HAPPY as Michigan Consolidated Gas Co. signs a new
sponsorship contract for six evening quarter-hours of news by Lee Smits,
commentator of WXYZ, Detroit. Watching the proceedings, and partici-
pating, are: (1 to r) N. E. Loomis, of Michigan Consolidated Gas Co.;
Henry Montgomery, also of the company; Harold G. Trump, account
executive of Fred M. Randall Co., handling the account; Lee Smits; Tom
O’Leary, WXYZ sales representative.

the desired portion of the affiliated
stations’ time;

f) To prevent aflilinted stations
from entering into any commitments
with local radio spous or advertis-
ers for the more desivable lours for
periods longer than 28 days. even
thongh NBC does not exercise its op-
tion to use such tiwme;

(g) To suppress competition be-
tween NBC and clectrical transeip-
tion manufacturers in securing com-
mercial radio advertisers for stations

%

affilinted with NBC througlt exercise
by NBC of its option on the affiliated
stations’ time on the air in such man-
ner as to prevent electrical transcrip-
tion nmnu%‘uclurers or advertisers de-
siring to use clectrical transcriptions
for broadecasting purposes from secur-
ing satisfactory commitments as to de-
sired radio time and as to geographic
distribution direetly with the radio
stations affiliated with NBC;

(h) To suppress competition with
other network systems in securing net-
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work station outlets by requiring afiili-
ated stations to execute long term con-
tracts. The FCC issues liceuses for
station operation for periods not longer
than two years. The affilintion con-
tracts between NBC and its affilinted
stations are for periods of five years
or more, The stations affilinted with
NBC have been forced to sign these
long term contracts because of the
dominant position in the broadecasting
industry enjoyed by NBC. and because
CBS,. its chief competitor. forces its
affilinted stations to sign similavr long
term contracts.

(i) To suppress the development of
existing and potentinl radio network
systems by entering into the aforesaid
“tying” affilintion contracts with sta-
tions located in substantially all of the
more lucrative marketing areas where
the number of radio broadeasting sta-
tions avajlable for network systems is
limited. well knowing that their major
competitor, CBS, is pursuing a similar
policy ;

(j} To acquire complete ownershin
and control of radio stations located in
eertain cities and towns in which the
number of broadeasting stations haviug
comparable radio facilities is insuffici-
ent to permit other national network
operations to use exclusively the fa-
cilities of oune of such statiousx:

Price Fixing

(k) To fix the price to he charged
radio advertisers aiud advertising agen-
cies for the sale of their nffiliated sta-
tions’ time on the air;

(1) To make station outlets un-
available to other networks and to sup-
press the developmeut of additional
national network systems by operating
two of the four existing national net-
work systems, thereby monopolizing
many of the limited number of radio
stations available for network systems ;

(m) To operate two of the four ex-
isting national network systems in a
noncompetitive manner under the joint
ownership, control and management of
defendants ;

(n) To refuse to designate in the
contracts of affilintion with radio sta-
tions whether said_stations will be af-
filiated with the “Red” or the “Blue”
networks of NBC; to discriminate
against the operations of the “Blue”
and the stations receiving programs
therefrom by routing to the greatest
extent possible all commercial pro-
grams over the facilities of the NBC
“Red”, thereby making the operations
of the “Red” and an affiliation there-
with far more lucrative than the opera-
tions of the Blue” and an affiliation
therewith, and vesting in the defend-
ants the power to shift a station from
the far more remnmerative “Red to the
far less remunerative "Blue” or vice
versa at any time, regardless of the
station’s wishes;

(o) To use the power tu xhift an
affiliated station from the far mwore
remunerative “Red’ to the less re-
munerative “Blue” as a threat against
affilinted stations not operating ac-
cording to the wishes of the de-
fendants;

TEXT OF PALEY

STATEMENT

WILLIAM S. PALEY, CBS presi-
dent, made the following statement
relative to action instituted in Chi-
cago against the network under the
anti-trust laws:

The Chicago proceeding, which
is a civil action under the anti-
trust laws, is evidently an out-
growth of the persistent attempt by
the FCC to tear apart the present

system of network broadeasting
in favor of its own impractical
theories.

The Commission has issued a
series of new regulations which it
describes as the promotion of com-
petition and which we deseribe as
the promotion of chaos. We argue
that this chaos will be at our ex-
pense and more importantly, at the
expense of the listening public and
that freedom of the air will be
destroyed if the Commission is able
to seize powers which will make all
broadcasters completely subservi-
ent to it.

Monopoly Denied

CBS has challenged the Commis-
sion’s right to make such regula-
tions, and the regulations them-
selves, before a statutory Federal
court in New York and this case
is to be argued on Jan. 12. And

now, in the Chicago action, the
Department of Justice apparently
has adopted the Commission’s phil-
osophy in toto.

We regard it as unfortunate that
the networks should thus be ha-
rassed in wartime when their whole
energies should be bent to further-
ing the national effort. However,
we believe that in any court we
can show that we are not monopo-
lists.

We believe, further, that we can
prove that the present arrange-
ments betwen us and our affiliated
stations are lawful and are essen-
tial to the kind of practical net-
work operation which enables CBS
to function as a responsible organ-
ization with a long-range interest
in building both audience and pub-
lic goodwill.

We believe we can show that the
Commission’s theoretical system.
on the contrary, will make good
network broadeasting impractical.
and will compel the introduction of
wholly commercial and opportunis-
tic program standards. The inevi-
table result will be that programs
themselves must deteriorate and
the non-profit sustaining programs
particularly will be imperiled.

{p) To suppress  competition  be-
tween defendauts and the other two
national networks in the sale of time
to radio advertisers and advertising
agencies through the operation of two
network systems by so manipulating
the two networks as: To allow dis-
counts to advertisers based upon the
amount of business such advertisers
do over hoth networks of NBC, thereby
ziving the “Blue”, for example, =a
marked advantage over the other net-
works in securing the business of a
national  advertiser who isx already
spousoring a nrogram over the fucili-
ies of the "Red”: to allow NBC to

rrange certain of its most attractive
facilities iuto one combination in the
event an advertiser cannot otherwise
he satisfied ; and to allow NBC an ad-
vintage over other networks in terms
of programming <ince NBC has a-
proximately twice as many hours at
its disposal ax either of the other two
networks;

Tying Up Stations

tq) Tuo utilize the “Blue” to fore-
stall competition betweeu the “Red™
and other networks in securing net-
work outlets by tying up two of the
hest radio stations in luerative mar-
kets through the ownership of stations,
or through long term contracts con-
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tnini.ng exclusive and optioned time
provisions;

(r) To refuse to allow electrieal
transeription manufacturers to connect
with radio studios for recording pur-
poses other than the studios of the sta-
tion originating the network program
even though the advertiser in whose
belialf the program is being broadeast
desires and has contracted for the
services of the electrieal transeription
manufaeturers ;

Management Contracts

(s) To enter into management con-
tracts, either directly or through affili-
ated companies, with many artists, in-
cluding a substantial number of the
best known and most popular broad-
casting artists in the United States.
Sueh coutracts usually provide that
the managing company shall have the
exclusive right to determine the use to
be made of the services of such artists.
and that the managing company shall
receive a specified percentage of the
revenue paid for the artists’ services
from any aud all sources, including
services not related to radio broadeast-
ing. The artists have submitted to the
terms of such management contracts
and have refused to contract with so-
called independent concert or artist
managenent agencies hecause of de-
fendants’ power to popnlarize talent
through performances over radio net-
works to a degree not enjoyed by any
other management services;

Use of Talent

(t) To utilize tbe power of popu-
larization of talemt through performn-
ance over radio to the detriment of
talent not under their control and of
other talent management services,
through performance of their exelusive-
ly managed and controlled talent over
the two networks operated by de-
fendants to the greatest extent pos-
sible, and by insisting that the adver-
tisers and advertising agencies using
time on defendants’ networks likewise
use the services of talent under con-
tract to defendants;

(u) To engage in the manufucture
and sale of electrical transcriptions to
affiliated stations over which they have
acquired power to control in competi-

tion with others who are similarly en-
gaged in the manufacture and sale of
electrical transcriptions to said sta-
tions.

Effect of Conspiracy.

25, That the defendants have adopt-
ol the means and engaged in the ac-
tivities aforesaid. with the intent, pur-
poxe, and effect of unreasonably and
unlawfully suppressing competition in
the conduct and development of na-
tioual radio network systems, and have
otherwise unreasonably restrained and
attempted to monopolize interstate
commerce in radio broadeasting, elec-
trical transeriptions and talent; that
their aectivities aforesaid have pre-
vented unknown thousands of radio
listeners from hearing and enjoying
radio network programs that other-
wise would have been available and
have affected the quality of radio net-
work programs which could be ex-
pected to flow from a competitive radio
hroadeasting industry ;

26. That there are unknown thou-
sands of iudividuals in the United
Ntates possessing talent of unique
nature mauy of whom would no doubt
rise to national prominence if given
au equal opportunity for populariza-
tion over the radio; that the number
aud importance of talent management
services existing in the United States
are gradually diminishing because of
the competitive advantages in the tal-
cut management field enjoyed by de-
fendants through the joint operation
of talent management services and ra-
dio network systems;

Restraint Cited

27. That the radio stations affiliated
with defendants in the operation of
national networks huve substantial in-
vestments of money, credits and prop-
erty in their businesses and said in-
vestments and businesses would be
greatly reduced in value or destroyed
if defendants, because of their domi-
nant position in the indusfry, refused
to allow such stations to continue a
network aflilintion;

28. That the ownership by defend-
ants of an eleetrical transeription com-
pany constitutes in itself an unrea-
sonable restraint of trade insofar as
their affiliates are concerned because
defendants control a substantial por-
tion of the limited radio facilities of
the nation, and effectively control sub-
stantially all the operations of their
affilinted stations.

Power of Defendants

29. That the power of defendants.
the competitive advantages enjoyed by
them, the unreasonable restraints of
interstate commerce inherent in the
ownership and operation of two na-
tional network systems and of radio
stations located in cities and towns in
which there are less than four radio
stations with comparable facilities, the
ownership of an electrical transcrip-
tion company. and the ownership of a
talent management service, are such
that they are subject to abuses which
can be corrected only by a severance
of these ownerships and controls.

Prayer,

Wherefore, the complainant prays:

1. That summons jssue to each of
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the defendants, commanding said de-
fendants to appear herein and to an-
swer the allegations contained in this
complaint and to abide by and per-
form such orders and decrees as the
court may make in the premises;

2. That upon final hearing of this
cause, the court order, adjudge and
decree that the conspiracy and wrongs
herein described exist and constitute
an unreasonable restraint of trade and
commerce among the various states and
the District of Columbia ;

3. That the defendants be required
to elect which of the two national net-
works, the “Red” or the “Blue”, they
desire to continue to operate, and that
a receiver be appointed to receive
forthwith any stock and share capital
owned by RCA, NBC, any subsidiary
company or any officers thereof, which
represents the ownership of the net-
work which defendants elect not to
operate, including any stock of defend-
ants representing the ownership of ra-
dio stations located in cities and towns
in which there are less than four radio
stations with comparable facilities, in-
cluding electrical transcription and
talent management operations, and
that defendants be thereupon ordered
forthwith to transfer the aforesaid
stock and share capital to the afore-
said receiver; that the aforesaid re-
ceiver upon receiving the aforesaid
stock and share capital offer such oper-
ations for sale and sell the same, hold-
ing the proceeds subject to the order
of the court;

That in the event there is no stock
and share capital of a severable nature
representing ownership of the above
named operations, the court require
defendants to sever their ownership,
operation and control of the above
named properties in such manner and
form as the court shall deem just and
proper ;

4. That the defendants and each and
all of their respective officers, man-
ngers, agents, employees, and all per-
sons acting or claiming to act on be-
half of defendants be enjoined and re-
strained from entering into any con-
tract, agreement, conspiracy, or other-
wise to do the following acts ond
things:

Effect on Affiliates

(a) To exercise any right or power
to prevent affiliated radio stations from
accepting any program from any other
network during such stations’ time on
the air which is not being used by de-
fendants ;

(b) To refuse to furnish NBC .net-
work programs to radio stations cover-
ing substantially the same area as the
regularly affiliated stations in a non-
diseriminatory manner, when the regu-
larly affilinted station does ot broad-
cast such programs;

(c) To prevent or hinder the affili-
ated stations from scheduling pro-
grams before the defendants finally
agree to use the time during which
such programs are scheduled, or from
requiring the station to clear time al-
ready scheduled for use, either through
the medium of live talent or electrieal
transeriptions, when the defendants
seek to use the time;

(d) To enter into or assert any con-
tract of affiliation with any radio sto-
tion for a period longer than two
vears ;

{e) To prevent or hinder their affili-
ated stations from fixing the price at
which said stations shall respectively
sell or offer for sale time on the air,
free from any influence or pressure
exerted by defendants;

(f) To refuse to allow electrical
transeription manufacturers reason-
able access to radio studios, including
the studios of the stations not origi-
nating the network program, for re-
cording purposes when desired by the
advertiser in whose behalf the program
is being broadeast;

5. That the complainant recover the
costs and disbursements of this suit;

6. That the complainant shall have
such other and further relief as the
court shall deem just and proper.

NOTE: Appended to the complaint
as exhibits were the affidavit of Victor
0. Waters, special assistant 1o the At-
torney General, who drafted the com-

TEXT OF TRAMMELL STATEMENT

COMMENTING on the suit filed
Dec. 31 in the Federal court in Chi-
cago by the Department of Justice
against NBC, Niles Trammell,
president, said:

As yet I have seen no copy of
the bill of complaint in the ecivil
suit filed today by the Department
of Justice in Chicago. My informa-
tion is based solely upon reports of
the suit furnished by the press.

Substantially these same matters
are already in suit in a case
brought by the NBC against the
FCC in the Federal court in New
York which is already set for
hearing during the next two weeks.

Federal Confusion

Why another suit was brought
in Chicago on the same matters
prior to the determination in New
York of the powers of the FCC,
we are at a loss to understand.

The suit in Chicago, I am told,
asks “liquidation” of one of the
two networks operated by NBC. It
is inexplicable to me why one
branch of the Government should
seek to compel liquidation of one
of our networks when another
branch of the Government only re-
cently suspended indefinitely its
prior rule in that regard.

Contrast the Justice Depart-
ment’s action in Chicago with the
last public statemment on this sub-
ject wherein the FCC said, “Any
policy requiring the sale of sub-
stantial properties should be ap-
plied with due regard for the pres-
ervation of fair values, and the
Commission wishes to avoid the
semblance of pressure on NBC to
effect a forced sale.”

The FCC also said:

“The Commission is desirous of
seeing that the network which is
disposed of by NBC is transferred
to a responsible new owner as a go-
ing organization with its person-
nel, talent, programs and stations
intact as far as possible. NBC’s ex-
isting affiliation contracts and those
that it may negotiate in the future

plaints; an ezxhibit showing e sum-
mary of metropolitan districts in the
United States having a population in
excess of 50.000 1with three or less
fulltime commercial stations and show-
ing the population and total numbher
of fulltime outlets in each; an exhibit
covering the typical exclusive clanse
in NBC contracts, and finally an ex-
hibit showing a typical option time
provision in NBC contracts. Similar
erhibits were appended to the CBS
complaint.
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will be an important factor in the
continued profitable and efficient
operation of its networks. There-
fore, pending the disposition of one
of the NBC networks as a unit, the
Commission has deemed it wise to
suspend this regulation.”

The confusion as to the purpose
of this new Chicago suit is height-
ened by the fact that since the
declaration of war other high au-
thorities of the Government have
expressed to us their wish that
nothing be done to disturb the pres-
ent network structures of NBC as
the full facilities of these networks
are urgently needed to serve the
Government and the public during
the present war.

Keenest Competition

I can imagine nothing more cer-
tain to destroy this vital national
asset than to follow the plan of
receivership and liquidation now
demanded by the Department of
Justice.

The American public knows only
too well that no monopoly exists in
radio broadcasting. On the con-
trary, there is the keenest competi-
tion for stations, for artists, for
programs, for advertising eclients
and for the listeners’ attention.
This is the American system of free
radio which is now threatened.

The NBC stands ready as always
to cooperate with the Government
and to serve the public interest.
Consistent with that attitude NBC
voluntarily had adjusted all of the
other matters referred to in the
Chicago suit, to meet the views of
the Government. It did so in order
to avoid unnecessary disputes dur-
ing these times of emergency when
all our efforts should be devoted to
the maintenance and immprovement

Carl George Appointed
To New Post at WGAR

CARL GEORGE, program director
of WGAR, Cleveland, for two years,
has been appointed to the newly-
created post of director of opera-
tions, it was an-
nounced today by
John . Patt,
WGAR general
manager. The po-
sition was created
to relieve George
of detail program
talks and to as-
sist Mr. Patt and
Gene Carr, as-
sistant manager,
in administrative
duties.

Mr. George will coordinate the
activities of the various depart-
ments in shaping WGAR program
policies. He joined WGAR in 1934,
having previously been connected
with WALR (now WHIZ), Zanes-
ville, and is a member of the Ohio
State Bar Assn. and the FCC Bar
Assn.

Succeeding to the program di-
rectorship is David Baylor, former
production manager, who has been
associated with WGAR since 1935,
having formerly worked at WCAE,
Pittsburgh. Wayne Mack, chief an-
nouncer, becomes production man-
ager.

Mr. George

of our nationwide broadcasting
services which play such an im-
portant part in promoting the war
effort.

To experiment now with this val-
uable medium of mass communica-
tion will jeopardize a great and
necessary national asset.

Wartime is no time to impair or
destroy the cohesiveness and public
usefulness of national networks.
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Radio Hits Boom in Early War Days

But Air of Uncertainty
Is Apparent Among
Buyers of Time
(Continued from page 9)

Los Angeles

OPTIMISTICALLY, Pacific Coast
advertisers are remaining alert and
flexible for any emergency. Fear
of widespread yanking of adver-
tising schedules and cancelling of
radio time at outbreak of the war
was alleviated as business failed
to take any drastic move until the
first smoke of battle has cleared
and a wmore distinct picture is
discernible. There is a natural
tightening period in progress at
present, but it is not expected that
the conflict will throw business
plans entirely askew. A good, ex-
ample of this is found in the gen-
eral delay of getting large local,
regicnal and national spot as well
as network advertising campaigns
under way.

Plans for Year

It was pointed out that January
and February are always lag
months, with many advertisers
planning their budgets and sched-
uling radio campaigns for the
coming year. For the next 30 to 60
days at least, it will be a matter
of watchful waiting, opine Pacific
Coast broadcasters, station repre-
sentatives and agency timebuyers.

Although many major regional
campaigns are in the making, West
Coast seers, recognizing the many
business hazards, refuse to make
even off-the-record predictions as
to how much radio business will be
placed during the first quarter.
American sentiment, they say, will
move up and down with the for-
tunes of war. All industrial activ-
ity will be concentrated toward

producing necessary fighting equip-
ment for the Army and Navy.

Demand for war goods, includ-
ing food, clothing, and other essen-
tials, will take up the temporary
slack caused by the transition froin
a peacetime economy to a war foot-
ing. There are already restrictions
placed on the manufacturing and
production of many commodities
utilized in peacetime, thereby af-
fecting proposed advertising cam-
paigns.

Although they are spending, ad-
vertisers seem to be hedging some-
what and waiting with bated
breath for the latest war reports.
A small percentage in cancellations
of current West Coast regional
radio campaigns is expected be-
cause of inability to meet demands
for products due to priorities.

This may in part explain the
general air of caution. There is,
however, definite proof that many
large campaigns are set and ready
to be released at a given signal.
Business actually on the books in-
dicate that all branches of broad-
cast advertising will start the year
well ahead of 1941.

Sunkist Active

California Fruit Growers Ex-
change, Los Angeles (Sunkist
lemons), supplementing its thrice-
weekly quarter-hour CBS Hedda
Hopper's Hollywood, on Jan. 5
starts a 13-week campaign using
five spot announcements weekly on
stations in 20 eastern and southern
markets. Following a three-month
lapse, the schedule will be resumed
in July. Agency is Lord & Thomas,
Los Angeles.

Soil-Off Mfg. Co., Glendale, Cal.
(paint cleaner), on Feb. 3 renews
for 52 weeks and increases sched-
ule of Bob Garred Reporting on 2
CBS California stations, from
Tuesday, 5:45-5:55 p.m. (PST),
to Tuesday, Thursday, 5:45-5:55
p.m. (PST). Buchanan & Co., Los
Angeles, has the account.

Los Angeles Soap Co., Los An-
geles (White King and Scotch
soap), on Dec. 29 renewed for 52
weeks, Knox Manning, News on 17
CBS Pacific Coast and Mountain
group stations, Monday through
Friday, 12:15-12:30 p.m. (PST).

Firm will continue to use spot
announcements, with 5, 10 and 15-
minute newscasts as well as par-
ticipations on other stations in se-
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lected western markets, although it
has been forced to cancel out on
stations east of the Rocky Moun-
tains due to possible shortage of
cocoanut oil and other ingredients.
Agency is Raymond R. Morgan Co.,
Hollywood.

Bekins Van & Storage Co., Los
Angeles, with warehouses and re-
tail furniture stores in principal
Pacific Coast cities, continues to
sponsor Bill Henry, news analyst
on 4 CBS California stations, Mon-
day, Wednesday, Friday, 5:30-5:45
p.m. (PST), in addition to spot an-
nouncements on West Coast sta-
tions. Brooks Adv. Agency, that
city, has the account.

Thrifty Drug Co., Los Angeles,
operating some 70 stores in the
Southern California area, through
Hillman-Shane-Breyer, that city,
will substantially increase its ad-
vertising schedule in 1942, using
spot announcements as well as
various types of newscasts.

Search for Time

In the spot field, station repre-
sentatives report the greatest de-
mand for announcements, with
newscasts and participation pro-
grams as second and third choice.
Timebuyers, making up schedules
for proposed campaigns, declare
they are having a tough time find-
ing desirable availabilities. Neither
have advertisers overlooked actual
combat areas in mapping out their
budgets, for Los Angeles Soap Co.,
Los Angeles (White King soap),
on Dec. 29 renewed its contract
calling for five spot announcements
weekly on KGMB, Honolulu, and
KHBC, Hilo. Lever Bros., Cam-
bridge, Mass., in interests of Lux
soap, is sponsoring a half-hour
transcribed program, Academy
Award, featuring Hollywood per-
sonalities in original dramas, on
the former station.

The past year was the best in
the entire business history of Los
Angeles, broadcasters and agency
timebuyers agree. Most of the
record figures of the boom year of
1929 will be topped by substantial
margins, they declared. While the
Jap war and subsequent blackouts
temporarily slowed up the tempo
of business for a few days, indus-
try and retail business jumped
back into stride and is going at
full tilt.

Buying in Los Angeles recovered
sharply the week before Christ-
mas to push retailers’ sales aver-
ages from 10 to 25 percent above
those of the week previous. Many
stores reported sales as high as 25
percent in excess of that for the
same week in 1940.

0il and Gas

Although gasoline rationing for
civilians seems likely to again be-
come a moot question with Japa-
nese submarines taking toll of
American tankers, oil executives
indicated no cuts in current radio
advertising budgets. If that should
come to pass, agency account exec-
utives ventured the opinion they
would concentrate on public service
programs.

Union Oil Co.,, Los Angeles,
changed its plans to cancel the five-
weekly quarter-hour program, Nel-

SURVEY of the foreign news situ-
ation is made by Edward R. Mur-
row, CBS chief foreign correspond-
ent (right), with Merle S. Jones,

manager of KMOX, St. Louis
(left), and Francis P. Douglas,

KMOX, news director. Murrow was °

in St. Louis to receive the Kappa
Sigma “Man of the Year” award.

son Pringle’s News on 3 CBS Cali-
fornia stations, and on Jan. 5 ex-
pands the series to include KIRO
KOIN KFPY, Monday through
Friday, 7:45-8 p.m. (PST). In
addition, the firm, through Lord &
Thomas, Los Angeles, sponsors the
weekly half-hour dramatic pro-
gram, Point Sublime, on 11 NBC-
Pacific Red stations, Wednesday,
8-8:30 p.m. (PST).

Richfield Oil Co., Los Angeles,
in addition to its six weekly quar-
ter-hour Richfield Reporter on 10
NBC-Pacific Red stations, Sunday
through Friday, 10-10:15 p.m.
(PST), on Jan. 6 is scheduled to
resume Confidentially Yours on 23
MBS stations, Tuesday, Thursday,
Saturday, 7:30-7:45 p.m. (EST).
Agency is Hixson-O'Donnell Adv.,
Los Angeles and New York.

Standard Oil Co. of California,
which shifted its account on Jan.
1 from McCann-Erickson to BBDO,
currently sponsors the weekly
Standard Symphony Hour on 32
Don Lee Pacific Coast stations,
and in addition a half-hour weekly
Standard School Broadcast on that
same list of stations, Thursday,
8-9 p.m. and 11:30-12 noon (PST),
respectively.

Signal 0Qil Co., Los Angeles,
through Barton A. Stebbins Adv.,
that city, recently renewed for 52
weeks the half-hour Signal Carni-
val on 11 NBC-Pacific Red sta-
tions, Sunday, 9:30-10 p. m. (PST).
General Petroleum Co., Los An-
geles,
Smith & Drumm, that city, spon-
sors the weekly I Was There on 8
CBS West Coast stations, Sunday,
8:30-9 p.m. (PST).

Seaside Qil Co., Los Angeles,

placing through McCarty Co., that’

city, sponsors the audience partici-
pating Seaside Spelling Beeliner
on 6 CBS West Coast stations,
Sunday, 5:30-5:55 p.m. (PST).
Petrol Corp., Los Angeles (PDQ
gas), placing through Chet Crank
Inec., that city, sponsors the weekly
half hour PDQ Quiz Court on
KFI1, Los Angeles.

Other Sponsors

Although Gulf Oil Corp., Pitts-
burgh, has no Southern California
distribution, the firm thinks well
enough of that area to sponsor a
transcribed rebroadcast of its
weekly CBS Gulf Screen Guild
Theatre on KNX, Hollywood. Pen-
nant Oil & Grease Co., Los Angeles,
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sponsors a twice-weekly quarter-
hour program, Don’t You Believe
It, on KECA, that city, with place-
ment through Brisacher, Davis &
Staff, Los Angeles.

Douglas Oil & Refining Co., Los
Angeles, recently re-vamped its
spot radio campaign on the West
Coast and is sponsoring the five-
weekly quarter-hour newscasts,
Let’'s Talk Over the News, on
KMPC, Beverly Hills, Cal., and
the six-weekly 15-minute program,
Douglas News Broadcast, on
KRKD, Los Angeles. In addition,
firm is using a heavy spot an-
nouncement schedule on KNX
KFAC KHJ KXO0 KFXM KTKC
KARM, as well as KEVE, Everett,
Wash.,, and XEMO, Tia Juana.
H. W. Kastor & Sons, Chicago, has
the account.

Eagle Oil & Refining Co., Santa
Fe Springs, Cal. (Golden Eagle
gasoline), on Nov. 9 started for
13 weeks, The World Today, on 3
CBS California stations (KNX
KARM KQW), Sunday, 11:30-12
noon. Agency is General Adv.
Agency, Los Angeles.

A problem facing cosmetic con-
cerns is obtaining corrugated
boxes, tinfoil, tubes and jars for
face creams. However, Richard
Hudnut Inc (Marvelous cosmetics),
sponsoring the weekly Hollywood
Showcase on 7 CBS Pacific Coast
stations, and Colonial Dames
Corp., sponsor of the weekly five-
minute program, Find the Woman,
on 8 West Coast stations of that
network, have not yet felt the pinch
of prlormes to the extent of being
obliged to discontinue those shows.

Logically expected, however, by
industry executives is a certain
amount of cancellations of radio
advertising plans due to priorities.
Because tin is now on the list of
defense demands, Marney Food
Co., Huntmgton Park Cal. (Marco
dog food), is also curtailing its
radio advertising, and cancelled
the thrice-weekly quarter - hour
program, Dave Lane, on KNX,
Hollywood as well as participa-
tions in other Southern California
programs.

Expect Busy Year

Barring priorities, Los Angeles
and Hollywood agency executives
are confident that advertising
budget recommendations made to
clients for 1942 will be accepted
and carried out. They said recom-
mendations in several instances
called for increased use of radio
time, both spot and regional net-
work, with campaigns to start in
late winter or early spring.

Several short-duration radio
campaigns are slated for mid-
January. Others are to start in
early February and March. With
radio blackouts a problem, the
flexibility offered by spot radio, it
was said, will continue to attract
many advertisers on the West
Coast. Where new clients are con-
cerned, advertising budgets also
recommend use of radio time.

West Coast station managers,

Calling All Calls

POLICE - CALL commercial
scripts, because of the pos-
sibility of instilling a false
alarm spirit in listeners
through constant repetition,
should be eliminated from
station schedules, according
to War Department and NAB
recommendations. The War
Department cited an example
in which an annuoncer, simu-
lating the metallic voice of

a police radio announcer,
begins: “Calling all men,
calling all men — report to
Glutz’ Bargain Basement.

... It was pointed out that
during wartime, when all
men conceivably may be
called for some kind of emer-
gency duty, this type of com-
mercial copy might have the
effect of crying “wolf”.

and those of Southern California
in particular, express confidence
in the future, with several stating
their outlets already have commit-
ments for sponsored shows that
will take them through the first
quarter of 1941. A great many of
these are renewals. Other adver-
tisers are new to radio, with spot
announcements, transcribed dra-
matic shows, and musical features
to be used.

Most optimistic are Hollywood
network executives who are unani-
mous in declaring that ‘“never have
we entered a year with such a
volume of definite orders”. No
priority casualties are admitted.
To the contrary, they declare that
there will be a greater number of
commercial shows emanating from
the West Coast than ever before.
They reiterate that sponsors are
adding stations to current lists and
new advertisers are seekmg net-
work time to start campaign pro-
grams immediately.

San Francisco

Due to the war, interest in radio
broadcast has heightened tremend-
ously. The public is expressing its
continued confidence in this vital
means of communication. Adver-
tisers were quick to grasp that
situation and are busy investing
the dollars and cents of San Fran-
cisco business in the medium.

Although some advertisers have
dropped radio since the war
started, due principally to the fact
that they cannot get the com-
modities due to Government pri-
orities, and others have suspended,
particularly the smaller, local busi-
nesses, either due to uncertainty
of future or because the factory
has chopped off its share of the
merchant’s advertising budget—
it was the concensus of San Fran-
cisco Bay Area broadcasters and
agency men that radio will more
than hold its own in 1942,

WFBL for Central New York
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Every station manager or sales
manager interviewed looked for
bigger billings in 1942 than last
year, although some admitted that
they would have to fight to main-
tain the increase — particularly
where local accounts are concerned.

Most of them agreed that na-
tional advertisers have expressed
their complete confidence in radio
and will maintain their broadcast-
ing budgets in every case possible
and in a number of instances,
particularly in the food and drug
classifications, will increase their
radio budgets. It was apparent that
the war will not affect the major-
ity of the major network advertis-
ers, except -of course the automo-
tive and home appliance manufac-
turers.

Many other classifications have
indicated their intention of increas-
ing their radio budgets. Among
these are the beer companies—pro-
vided there is no difficulty in se-
curing cans.

The large manufacturers are now
geared to produce more and there-
fore will increase their advertising
proportionately.

San Francisco, with its defense
industries humming 24 hours a day
in all the adjacent territory, is
in a particularly advantageous spot
for augmented advertising. The
mushroom growth of many of the
towns and cities in the immediate
vicinity due to increased military
and civilian defense has added to
the buying power several times over
normal.

San Francisco, too, is the major
ship-building port on the entire
Pacific Coast—is the major port
to the war action in the Far East.
It is the principal embarkation

point to the war zones, bringing
thousands of the military to the
city to spend its money. Thousands
of tons of cargo will funnel through
the port of San Francisco for the
war effort. All this means constant
and increased employment for
many thousands. They in turn are
snending more money than ever be-
fore. And business in this region
will gear up its advertising to meet
the uptrend of business.

More Listening

Ed Franklin, manager of KJBS,
San Francisco, pointed out that
radio listening on the Pacific Coast,
a focal point in the new war, has
greatly increased. Listening is done
on a 24-hour basis. December was
the biggest month in advertising
revenue in the history of KJBS.
January, too, will be way up on
the list.

Bill Pabst, and Ward Ingrim,
general manager and sales man-
ager, respectively, of KFRC, were
equally optimistic on the 1942 out-
look. They looked for a drop off
in advertising of some classifica-
tions, but a step-up in the appro-
priations of other commodities.

Ingrim, who just returned from
a business trip to the East, said:
“From my observations and inter-
views with agency men and big ad-
vertisers, war or no war, if these
companies want to stay in business,
they’ve got to advertise.” KFRC
enjoyed a record 1941, Mr. Ingrim
stated.

Like some of the other San Fran-
cisco managers, Al Nelson, skipper
of KGO and KPO, stated that De-
cember was the greatest month in
the history of the NBC station. He
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predicted 1942 will be even better
than 1941. Mr. Nelson justified his
redictions with the assertion that
ocal department stores, which only
nibbled at radio during 1941, are
planning serious participation in
the medium.

KSFO Optimism

Although KSFO was divorced
Jan. 1 from CBS as its San Fran-
cisco outlet, Lincoln Dellar, general
manager, was enthusiastic about
business for the new year. He said
the majority of the national spot
advertisers and all the national
strip shows had decided to stay
with KSFO. In many cases they
kept the same appropriation for
-their advertising. Now a non-net-
work station, KSFO will cultivate
_more types of local accounts, Mr.
Dellar stated.

In the East Bay, Philip G. Lasky,
general manager of KROW, Oak-
land, had no fears for the future.
He said his station lost some bill-
ings from merchants who couldn’t
get their merchandise but business
on KROW was 15% greater in 1941
than was in 1940.

In Berkeley, Art Westlund,
manager of KRE, looked for a con-
tinued upswing in radio business
in 1942, but added that radio will
have to fight to maintain that busi-
“ness, particularly that received
from the local advertiser. Some of
these advertisers still have war jit-
ters, others were forced out of busi-
ness due to inability to get mer-
chandise.

Lou Keplinger, Harold H. Meyer
and C. L. McCarthy, managers
of KSAN, KYA and KQW, respec-
tively, were fairly optimistic in
the outlook for 1942, particularly
the last named, because KQW on
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LISTENERS of WTMJ are follow-
ing the progress of The Milwaukee
Journal’'s monument to broadcast-

ing, now under construction,
through a series of programs aired
each Saturday afterncon. A pro-
gram titled Radio City Rises keeps
them informed as to the growth of
the $750,000 edifice that will house
WTMJ, the Jowrnal’s standard out-
let; W55M, the FM station, and
WMJT, with its television facilities.
Here T. L. Eschweiler, architect,
points out a new addition to An-
nouncer George Comte, as John
Dahlman Sr., contractor, looks on.

Jan. 1 became San Francisco affili-
ate of CBS.

The major San Francisco agen-
cies that place the greatest amount
of radio accounts, expressed a con-
tinued confidence in the medium.
Walter Burke, radio director of
McCann-Erickson, stated that
many clients were increasing their
use of radio in 1942, among them
the makers of Lucky Lager Beer
and Dwight Edwards Coffee (Safe-
way), Del Monte products will con-
tinue as will Pacific Gas & Elec-
tric Co.

The same story was true of other
agencies. Brisacher Davis & Staff
will continue to place radio busi-
ness in 1942 for Powow, Acme
Breweries, Peter Paul Inc., Mar-
garet Burnham candies and others
using radio in the past.

Philadelphia

ALTHOUGH clouded by war ex-
citement, defense priorities and
sundry emergency restrictions, the
optimism that characterized the
radio and advertising business
outlook throughout 1941 is being
forecast for 1942. The most sig-
nificant portend has been the wave
of renewals enjoyed by local sta-
tions throughout the month of
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December, for both local and na-
tional accounts, with many calling
for continued campaigns well into
the new year.

One local radio station reported
the renewal of 18 local accounts
in a single December week—re-
markable not only in face of the
present national emergency, but
because of a 28-day cancellation
clause inserted into contracts for
the first time because of the sta-
tion’s new network commitments.
It was seen to prove that local
advertisers are more than ever de-
pendent on radio as an advertising
medium in spite of the absence of
continued guaranteed time.

The radio advertising of durable
goods will dwindle almost to in-
significance where the product is
in the line of defense priorities or
any other production difficulties
because of the national emergency,
it was thought. However, with an
increase of expenditures for de-
fense purposes, 1942 should see a
corresponding increase in expendi-
tures for consumers’ goods.

Bigger Local Accounts

Advertising agencies servicing
local accounts are of the opinion
that such accounts will be better
and bigger in 1942, so far as radio
is concerned. Of necessity, some
accounts will be practically non-
existant for the duration of the
emergency. However, others not
affected by defense production will
more than make up the slack.

It has been pointed out that the
Philadelphia metropolitan area en-
joys the greatest concentration of
defense workers in the country.
More workers are enjoying weekly
payrolls than ever before. As the
head of the one agency specializing
in local accounts appraised the
situation, the defense workers are
making money and they’ll have to
spend their wages. They won't be
able to buy automobiles, tires, re-
frigerators and a long line of
luxury items hit by the defense
program, but they’ll still be able
to buy clothes, fix their teeth, and
buy hair tonic, soft drinks, wines
and countless other items for daily
consumption.

Not being able to buy a new
car, the workers will buy new
clothes. And instead of one suit a
year, they’ll have the money to
buy three or four, it was pointed
out. Instead of making the over-
coat serve for another season,
they’ll have the money to buy a
new one this season.

‘Luxury’ Money Diverted

It is also brought to mind that
not only will “luxury” money be
diverted to available household
products, but also the money that
usually is spent in summer and
vacation travels. Rationing of
tires, and probably gasoline, will
mean a curtailment of summer
travel. The all-out defense pro-
gram means that many workers
will remain at their posts seven
days a week to take advantage of
the time-and-a-half pay for week-
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ends, and with more women going
into industry as the country drains
manpower for the armed forces,
it all adds up to a dark and gloomy
summer season for the nearby re-
sort and vacation points. It means
the diverting of money for at-home
expenditures.

As a result, all local radio sta-
tions anticipate an unprecedented
1942 expenditure by radio adver-
tisers, both local and national, in
food and drug products and in
household furnishings. The tempo
of these expenditures, however,
will be considerably slowed, it is
expected, during the months of
February and March and perhaps
in April, due to the fact that tens
of thousands of people who never
paid income taxes before will have
to refrain froin retail purchases
to pay Uncle Sam.

Clipp Sees Big 42

Not only for local accounts, but
the increase in expenditures for
consumers’ goods radio advertis-
ing will be as pronounced for
national spot products, it was
thought.

In forecasting the 1942 scene,
Roger W. Clipp, vice-president and
general manager of WFIL, voiced
the representative opinion of local
radio in predicting that the amount
of money spent for radio adver-
tising by national spot advertisers
in 1942 will exceed the amount
spent by local advertisers.

“Heretofore the ratio of a radio
station’s income has been in the
neighborhood of 55-60%% from local
sources and 40-45% from national
spot sources,” observed Mr. Clipp.
“We think the proportion will be
reversed in 1942, particularly be-
cause of a drastic curtailment in
credit sales and retail sales on
credit.

“Credit houses will be reluctant
to extend credit on account of the
uncertainty of their customers’
status in connection with the gov-
ernment’s war plans. That 1942
will be a better all-around year for
radio than 1941 will be further
assisted by the mounting cost of
production of other media com-
pared to a relative static cost, ex-
cept for labor, of radio station
operation.”

Added to the business picture is
the fact that 1942 will unquestion-
ably find radio the most important
medium of communication for the
American public.

“Never before has it been so
important to have a satisfactory,‘
efficient radio in every American
home and automobile,” said James
T. Buckley, president of Philco
Radio & Television Corp., in dis-
cussing the importance of radio to
civilian defense and morale. “Only
through radio can the Government
and the Civilian Defense authori-
ties establish immediate contact
with all the people.”

“The first duty and privilege
of the radio industry in the com-
ing year is to help the nation win
the war,” he added. “Broadcasting
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promises to be one of the decisive
factors in winning the one now in
progress.”

Detroit

THERE is absolute pessimism over
the 1942 radio market in the De-
troit area. The war has cast a pall
over normal business and manufac-
turing processes which seems at its
thickest in the industrial area of
Michigan.

Automotive advertising is prac-
tically non-existent today. It is ex-
pected that some commitments will
be made during January, but forth-
coming promotional effort appears
to be developing on strietly an in-
stitutional—and extremely limited
—basis.

In this respect, radio appears to
be the most fortunate of all medi-
ums, as matters now stand. With
all space and time orders elimi-
nated in December, the sponsors of
the Ford Sunday Ewening Hour,
the Major Bowes Program, and the
Champion transcriptions — Ford,
Chrysler and Studebaker — con-
tinued for the moment — being
in fact, the only advertising of the
automobile world appearing since
war’s outbreak, aside from maga-
zine insertions which were already
on the presses.

Little Expected

But radio can expect little from
the auto industry beyond these
shows. Heretofore the greatest use
of radio by the auto companies has
been in spots of varying length,
usually paid for jointly by com-
pany and dealers. Many dealers
have withdrawn almost complete-
ly from advertising effort in the
light of their forthcoming sales pro-
grams, eliminating cooperative
spending. Factories which base
their appropriations, beyond small
amounts set up under any circum-
stances for institutional efforts,
will have little to spend with pas-
senger car output stripped to the
lowest level since the days preced-
ing World War I. The rationing or-
der of Jan. 1 was a crippling blow,
but its possibility had been fore-
seen.

This widespread reduction in
manufacturing will result in dis-
eniployment of some 300,000 auto
workers in the Detroit and Michi-
gan industrial area by mid-Febru-
ary, half of which are already idle.
The pickup of these workers on de-
fense jobs is not expected to be com-
pleted until next mid-summer, and
at present is proceeding at a rate
of only 12,000 or so per month.

This is significant in any outline
of radio anticipations for Detroit,
for it inevitably will color the
amount of national advertising
placement in the motor city. For
this reason stations here are not
too hopeful about their schedules
for the first half of this year, an-
ticipating a dragging volume from
both national and retail sources,
but they believe that the last half
of 1942, with defense industry and
fat payrolls growing in Detroit, will
prove most exceptional.

Canada

PROSPECTS for radio advertising
in Canada in the third winter of the
war continues to look good. There is
no note of pessimism among broad-
casters or advertising agencies—in

fact, there has not been since the
start of the second world-wide war.

Business in 1941 was better than
1940, and for the early part of 1942
this tendency to better business
looks like it will continue. This
much has been gathered from a sur-
vey of broadecasters, advertising
agencies and station representa-
tives made in Toronto.

As one station representative
pointed out, radio is in a fortunate
position in regard to advertising in
that most of the products advertised
on the air in Canada have been
those least affected by wartime re-
strictions or material shortages due
to production for the armed forces.
Heavy industry has used little radio
in Canada, and as a result there
have been few advertisers who have
had to curtail or stop their radio
advertising due to lack of con-
suiner products.

New Business Prospects

Prospects for new radio advertis-
ers look good, both for local and na-
tional advertisers. In the local field
some stations have already found
that recent restrictions on metals,
tires, automobile sales, refrigerator
and radio production curtailment,
are bringing new advertisers to the
stations. One station for instance
has this winter an ice skate ex-
change service due to curtailment of
production of ice skates and the ban
on sale of skates at the end of this
winter. Others are selling car deal-
ers, who would cancel their radio
advertising due to lack of new
products to advertise, on the repair
and used equipment side of their
business. These stations have had
few cancellations from this class of
radio advertiser.

Radio is expected to continue
playing an important part in the
maintenance of morale, buoying up
the spirits of the people in the long
struggle through dark periods.
Radio will continue to be used by
the government for war financing
and other campaigns, the paid cam-
paigns which have been carried out
by government departments having
proved successful insofar as the use
of radio was concerned. It is also ex-
pected that radio will be used by
heavy industry advertisers to ex-
plain scarcity of certain manufac-
tured articles. As one radio execu-
tive emphasized, broadcasting can
do an especially good job along that
line, being especially adapted for
the personal touch in any goodwill
or institutional type of advertising.

Local stations in manufacturing
centers are finding that department
stores are now taking daily time on
local and nearby radio stations,
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HONEST PRESS AGENT gets
this photo published because of
unique letter, which opens: “I am
taking the liberty of writing to you
to tell you about our ‘Little Treas-
ury House’, which, of course, is not
either original or unusual, having
been promoted by other radio sta-
tions prior to this.”” The booth,
operated by WBTM, Danville, Va.,
has brought in over $20,000 worth
of bonds and about $1,000 in
stamps.

changing their attitude of using
radio only for special sales. News
on the hour has been found the
best-selling radio program, and
more stations are adopting it. With
the possibility of restrictions on the
sale of direct news sponsorship be-
ing lifted in the Dominion, news
will become an even more valuable
commodity, it is felt.

Agencies representing national
advertisers see no immediate
changes in outlook for 1942, most
accounts using radio showing a nor-
mal increase in the past year and
planning such an inecrease in the
coming year. No effect of restric-
tions, curtailment in production, or

price ceiling regulations have beenr
noticed yet insofar as radio adven
tisers are concerned.

It is expected, though, that there
may be some cancellations or cur-
tailments in advertising schedules
in the early months of 1942 as the
effect of new wartime regulations
are felt. But to replace these can-
cellations there will be new adver-
tisers with new products. It is not
expected that the effect of recent
regulations will be felt much be-
fore Spring.

Representatives point out that
bookings for the first part of 1942
look healthy, that the past year was
ahead of 1940. They felt that every-
one in the broadcasting industry
would be putting more effort into
promotion and program ideas, and
try to obtain new accounts to re-
place those expected to curtail their
expenditures.

T Sl Vof e it
;

“Do You Know"

Over half the popu-
lation of Aloska is
within the coverage area
of KINY. This exclusive
market is waiting for your
sales message.

Executive Offices
Am. Bldg., Seattle, Wash.

1000 wATTS - 5000 WATTS Sowet

Juneau-Alaska

JOSEPH HERSHEY McGILLVRA

NATIONAL REPRESENTATIVES

ANNOUNCEMENT

THE RADIO EXECUTIVES CLUB
of NEW YORK

effective January 7, 1942

will hereafter hold its weekly
Iuncheons in the Empire Room
of Hotel Lexington, Lexington
Avenue at 48th St., N. Y. C.

John Hymes, President
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Decisions . . .

DECEMBER 30

NEW. Susquehanna Broadcasting Co..
York, Pa.—Granted CP new station 900 ke
1 kw D.

NEW. Jacksonville Broadcasting Corp.,
Jacksonville, Fla,—Granted CP new station
1270 ke 5 kw D & N directional N,

KTRB, Modesto, Cal.—Granted modifica-
tion CP operate 1 kw D & N install new
transmitter directional changes.

KGLO, Mason City. 1a. Granted CP new
transmitter increase 5 kw.

DESIGNATED FOR HEARING —
WIMS. Ironwood. Mich., license venewal:
WA)TW Ashland, Wis,, same (joint hem-
ing

NEW, Radio Corp. of Orlando. Orlando,
Fla. --Placed in pending file under order 79,

NEW. The Gazette Co.. Cedar Rapids, Ia.
- Denled request reconsider and grant new
~tganon placed in pending file under Order
v

WINS, New York—Decnied special service
authorization increase 5 kw using WHN
transmitter; extended present ssa.

WYXYH, Superior, Wis.~-Denied request
opemte FM station commercially.

F, Chicago—Denied petition rule
duecled against WWJ fol interference pro-
tection to nighttime service as proposed
pending application ; Commission on own
motion amended issues to be determined in
WAAF heaving for CP and determination
WWJ  nighttime operate to reducing in-
terference from WAAF proposed operation
making WWJ party respondent to WAAF
applie,

WARM, Scranton, Pa.~—Granted license
to cover CP,

EW, Anthracite Broadcasting Co.,
Scranton—Dismissed similar applie. with
prejudice.

Applications . . .

DECEMBER 30

NEW, Bremer Broadcasting Corp.. Jersey
City, N, J.—Amend applic. CP new FM
station re studio and transmitter site
change 49.56 me. coverage 6,135 sq. mi.
equipment changes,

WLAK, Lakeland, Fla.-Transfer con-
trol to o. 5. Ward (100%%) 100 shares com-
mon stock.

KCMC, Texarkana, Tex.— CP change
1230 ke,

WGPC, Albany, Ga.—Voluntary assign-
ment to Albany Broadeasting Co.

NEW, Valley Broadcasting Co.. Colum-
bus. Ga.—CP new station 1270 kc 500 w
N 1 kw D unl directional D & N

NEW, Edward E, Reeder, Seattle. Wash,
—Amend applic. CP new station 1600 ke
contingent on KPMC shift.

KGHF, Pueblo—CP increase 1 kw D 500
N transmitter changes,

KFQD, Anchorage. Alaska- Mudification
license to unl. time.

AGENCY
ppoisdmercty

GLOBE GRAIN & MILLING Co.. Los
Angeles, division of Pillsbury Flour Mills
Co., to McCann-Erickson, Minneapolis.

MONARCH CAMERA Co., Chicago, to
United Adv. Cos.. Chicago

THRIFTY DRUG Co., Los Angeles
{Sonthern California chain stores), to
Hillman-Shane-Breyer, that city. Will in-
crease advertising schedule in 1942.

MINNESOTA STATE TOURIST BU-
REAU to Campbell-Mithun, Minneapolis,
Lester Will account executive.

COMER PRODUCTS Co.. Cleveland (Wave-
to-Stay), to Hubbell Adv. Agency, Cleve-
land. Said to use radio.

KING MIDAS FLOUR MILLS, Minneapo-
lis (flour}, to Olmstead-Hewitt, Minneapo-
lis. Plans include use of radio. newspapers
and farm papers.

SONTAG DRUG STORES, Los Angeles
(drug chain), to Milton Weinberg Adv.
Co., that city. Radio plans still in forma-
tive stage.

CALIFORNIA-GROWN SUGAR GROUP,
San Francisco, to McCann-Erickson, San
Francisco. Said to use radio.
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ACTIONS OF THE

FEDERAL COMMUNICATIONS COMMISSIONS
DECEMBER 27 TO JANUARY 2 INCLUSIVE

. Indianapolis (shav-
+ renewed for 13
l,ubu(‘l I[mll(‘:

Network A ccounls

All time EST unless otherwise indicated.

( nmln ulgo. Mass,

New Business »’ \\w-l\\ [h:yh! [lmr:nn

1 sturiml_l“ir.xf Line of

.. (I\'rvml ]l:lil' tonic).
- 52 weeks Gabriel Heatter
il ’1» \[I’..\ \f:llinlls. Mon.,

.\[l",\'ol'lloﬂ' & Co:.

York (Carter's Little Liver Pills).
.11 starts Those (food Ol Dayx
on an unnamed number of Mid-West IR()])I CTS Corp..
u||\ (] mll.m x toothpaste).
s i) \\m-l.s (.ulnwl llmt-
AN © ADVENTIST Ra- :
SEVENTIT DAY ADVENTIST Ra .: Er\\'im Taser &

. 4 started The Voiee
7 i DAIRY PRODUCTS
(0!]). \c\\ York (Sealtest), on Jan.
renewed for 52 weeks Rudy Vallee
Nhow on T4 NBC-Red stations. Thurs,,

o Parker & Assocs

Kee & Albright Ine, N. Y

sco (Raneho soups), on Jan. O
s e o MILES LABS. Elkhart.

starts Jane Endicott,
CBR-Pacific stations. Mon, ¢
iy weeks Newspuper of the :Air, on 32
Don Lee stations, Sat. thru Sun.,

Renewal Accounts . nn‘d 9-9:15 pm. (1’ST).

, Philadelphia (Sunoco
TIIOMAS J. LIPTON Ltd,
(teas). on Jan. 4 renews Lipton’s Tea
M usicale on 33 Canadian Broadeasting

32 weeks Lowell Thomas on 24 NRC-
Blue stations. Mon. thru Fri,, 6:45-7
. Williams & Cun-
i ¢ Viekers & Bensoun,

;\AIERIC;\N HOME
. Jersey City. ou Jan. 27 renews GENERAL FOODS. Toronto (Jello).
i renews for 39 weeks Jack Benny on
RKeen (Kolynos). 27 Canadian Broadcasting Corp.
7 \BC Rluc stations making a total

: Baker Adv. Agency, Toronto,

KELLOGG Co. of Canada, London.
. {corn flakes), on Jan.
for 52 weeks Madeleine et Pierre on
CKAC. DMontreal;
Mon. thru Fri. 5:45-6 p.m. (EDST)

Blnélwtt-h‘nmph--

CHRC. Quebec,
(:hes .\’enme C'ancer! on ()- o
.\'B(‘-le stations, d
v Tord & 'l'lmmns. N. X

"ALL YOUR EM NEEDS

GENERAL

ELECTRIC

J. B. WILLIAMS Cu., Glastonbury,
Conn. (ghaving cream), on Jan, 3 re-
news for 13 weeks True Or Faise
on G3 NIBC-Blue stations, Mon., $:30-
9 pm Agency: J. Walter Thempson
Co.. N. Y.

CHARLES H. PHILIPS CHEM-
TCAL Co.. New York (milk of mag-
uesia). on Jan, 30 renews for 52
wecks TWalt: Time on G1 NBC-Red
stations, Fri.. 9-9:30 p.m. Agency:
Blackett-Sample-ITiunmert, N. Y,

KOLYXNOS (Co., Jersey City (tooth-
paste). on Jan. 27 renews for 52
weeks. 1/r. Keen, Tracer of Lost Per-
song. on G4 NBC-Blue stations. Tues..
Wed.. Thurs., 7:13-7:30 p.n. Agency :
Blackett- ﬂ'unplo Hummert, N, Y.

BAYER (0., New York (proprie-
tary). on Feh, 1 renews for 52 wecks
dmerican Alhum of Familiav M usic.
on 68 NRC-Red stations, Sun. 9:30-
10 pam. Ageney: Blackett-Sample-
Hummert, N. Y.

.—\\ ACIN Co.. Jersey City (pmpnc-
oo oon JJan. 27 rvenews  for 52
\\ml!\\ Fagy Aeeg. on 33 \I’( -BPlue
stations, Tnes., Wed., Thurs,. 7-7:15
p.m.. rebroadeast on 11 Pacific Rlue
stiations 12-12:15 a.m. Ageney : Black-
ett-Sample-Hummert, N. Y.

CI'RTISS  CAXNDY Co.. Chieago
(candy bars). on Jan. 3 renewed
32 weeks Juckson Wheeler & the
's. on 39 CBR stations. Sat.. Sun..
11-11:05 nm Ageney: C. L. Miller
Co.. N. X,

CANADA STARCH Co.. Montreal
(corn syrup). on Jan. & renews Que
Feriez Vous on 3 Canadian Broadeast-
ing Corp. French stations., Mon. §:30-
9 p.m. (EDST). Agency: Vickers &
Benson, Montreal.

KRAFT CHEESE Ltd.. Toroute, on
Jan. G renews Cafe Concert Kraft on
CKAC, Montreal; CHRC, Quebec.
Tues. S :30-9 p.m. (EDST). Agency:
J. Walter Thompson Co.. Toronto.

NATIONAL BISCUIT Co.. New York
(Iremium crackers), on Jan. J re-
news for 26 weeks news brondeasts on
12 midwest stations, Agency is Me-
Cann-Erickson, N. Y,

Network Changes

SIGNAL OIL Co.. Los Angeles (pe-
trolenm products), on Deec. 28 shifted
Nignal Carnival on 14 NBC-Pacific
Red stations, from Sunday, 8-8:30
p.m. (PST), to Sunday, 9:30-10 p.m.
(PST). Agency: Barton A. Stebbins
Adv., Los Ange]es

PROCTER & GAMBLE Co. of
Canada. Toronto (Camay), on Jan. 1
replaced Guiding Light with Pepper
Young's Family on 28 Canadian
Broadeasting Corp. stations. \Ion
thru Fri.,, 4:30-4:45 p.m. (ED

and Against The Storm (Ivory) is re—
phced with Life Can. Be Beautiful ou
28 CBC stations Mon. thru Iri. 4-
4:15 p.m. (EDST). Agency : Compton
Adv,, N, Y.

VICK CHEMICAL Co.. New York
tVicks Vnpo-Rub & Va-tro-nol). on
Jan. 23 discontinnes News for Women.
on 5 CBS stations. Mon. thru_Fri.
3:15-5:30 p m. Agency: Morse Inter-
mational. N, Y.

KRAFT CHEESE Co. Chicago
(Parkay). on Jan. 4 added 20 NBC-
Red statious to The Great Gildersieeve,
making a totol of 52 Red stations,
Sun., 6:30-7T p.m. Ageney: Needham.
Louis & Brorhy, Chicago.

Carnation’s Decade

TEN YEARS of musical service on
the air is the record of the Carna-
tion Contented program which will
hold a double celebration Jan. 5 on
NBC-Red commemorating its own
anniversary and the New Year.
Program on NBC since Jan. 4,
1932, is sponsored by Carnation Co.,
Milwaukee, for Carnation milk,
Mondays 10-10:30 p. m. Agency is
Erwin, Wasey & Co., Chicago.

BROADCASTING ¢ Broadcast Advertising



Address by Churchill
On 44.79, of Receivers

LARGEST recorded American
radio audience ever to hear Prime
Minister Winston Churchill of
England or any other British
Prime Minister was scored Dec. 26
when the Cooperative Analysis of
Broadcasting found that 44.7% of
the country’s radio set-owners in-
terviewed at home heard Mr.
Churchill’s address before a joint
session of Congress. The speech
was broadcast on NBC, CBS and
Mutual, 12:30-1:05 p. m.
Although the Churchill rating
Dec. 26 topped nearly all President
Roosevelt’s ratings for daytime
broadcasts, it fell considerably
short of the 65.7 rating recorded
when Mr. Roosevelt broadcast Dec.
8 his message to Congress asking
for a declaration of war on Japan.

Harry E. Green

HARRY E. GREEN, 58, a member
of the advertising department of
RCA Mfg. Co., Camden, for 33
years, died suddenly at his desk
Dec. 29 of a heart ailment. In ad-
dition to handling the purchase of
advertising space in newspapers
and magazines. Mr. Green was in
charge of RCA’s radio advertising,
including all booking of the Music
You Want programs, now heard on
more than 70 stations throughout
the country.

Roger H. Bowers

ROGER H. BOWERS, 64, musical
comedy composer and a conductor
for NBC Radio-Recording Division,
died Dec. 29 in Doctors Hospital,
New York, after a ten-day illness.
He also had conducted for WEAF,
WOR and WMCA, New York.
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Help Wanted

Chief and Staff Engineer -Southern sta-
tion. new Western Electric Equipment
throughout. Box 292A. BROADCAST-
ING.

Newly Licensed Operator $80.00 monthly,
room and board equivalent to $125.00
monthly. Draft exempt. Puerto Rico.
Box 291A, BROADCASTING.

Situations Wanted (cont’'d)

ANNOQUNCER-~-Now employed but wants
position offering advancement. Three
vears’ experience. Network. Can write
script. Good background of travel and
education. Two dependents. Box 305A.
BROADCASTING.

Now Operator-Announcer at Small Station
~-Want change to station offering ad-

Salesman—Regional Midwest network sta-
tion has good opportunity for man with
some radio sales experience. 15% com-
mission, $25.00 guarantee to start. Box
243A. BROADCASTING.

Announcer—A-1, for 1942’'s best 250-watt
station in America, Tired of boomers.
If you have the stuff then you're on our
staff. Salary open, Rush your voice, ref-
erences, etc. to WCMI, Ashland. Ken-
tucky.

Experienced Announcer - - Midwest clear
channel station seeking draft exempt an-
nouncer with several yeas’ experience.
Capable of top job selling commercials
and also handling emcee work both air
and personal apPearances. Submit salary
expected. photo, education and complete
background, including commercial expe-
rience, immediately. Box 301A, BROAD-
CASTING.

A 250 Watt Local Station- -Located in
South Atlantic state has opening for
salesman who can not only sell but
write copy. Excellent opportunity and
living conditions for draft exempt man
who can qualify. Give full details and
expected starting salary. Box 290A.
BROADCASTING.

Situations Wanted

To Help Keep '*Japs” Off America’s Hands
—Apply lotions of laughter regularly.
For potent formulas, consult Hollywood's
,Ill:g(’; specialist. Box 205A, BROADCAST-

Chief Engineer—Desires change, Midwest
or West. Reasonable, experienced. Box
300A, BROADCASTING.

College Woman-—-Single, thoroughly expe.
rienced in women's features, program-
ming, promotion, traffic, continuity, de-
sires opportunity with progressive metro-
politan station, eastern location pre-
ferred. Now employed, audition, refer-
ences on request. Box 297A. BROAD-
CASTING.

Salesman—Draft exempt, young, aggressive,
jdeas, good exeprience and record—seeks
change to better market. Box 3034,
BROADCASTING.

va possibilities, expect $140
month, Married, 45, 7 years amateur, Like
Oh(i:o region. Box 294A. BROADCAST-
ING.

Program Department—Young woman com-
mentator-actress—director-—writer, wishes
all around position in station or agency.
Children’s programs. Public relations.
Merchandising ideas. Box 804A. BROAD-
CASTING.

Experienced woman radio commentator—
Background three years’ broadecasting
Australia, Hawaii, other countries be-
sides United States . . . desires station
affiliation anywhere. Seven years with
leading international advertiser. merchan-
dising-promotion, References. Box 3064,
BROADCASTING.

Your News Department--ls increasingly
important because of the war. There is
available a newspaperman of long ex-
perience, with radio experience as well.
‘This man is now managing a small sta-
tion. but believes his experience and
ability can be utilized more profitabl
elsewhere, and would prefer post witﬁ
larger station. His radio experience has
been confined to small stations, but he
has sound ideas. writes exceptional
script and Produces programs that build
audiences. Experienced at newscasting,
special events. remotes and handling
talent. This man is under 45, married,
pleasing personality, draft exempt, and
an enthusiastic, hard worker. Box 302A,
BROADCASTING,

Wanted to Buy

General Radio Frequency Monitor—With
type 475-A or B Oscillator and Type 681
A Deviation Meter. Box 296A. BROAD-
CASTING.

For Sale

Good condition—two late model RCA, WE,
or Presto turntables with pickups; one
RCA, WE or Collins speech console; two
RCA or WE microphones. Quote lowest
cash prices and condition all or part.
Box 288A. BROADCASTING.

New RCA Recording Head—For use on
their 70B table, cost $85.00, will sell for
$42.50. KGVO, Missoula.

BROADCASTING e Broadcast Advertising

WRNL

ALWAYS RINGS THE

BELL

IN RICHMOND, VIRGINIA
NBC BLUE ¢ 1000 WATTS

%m’mf

IN THE 7th RETAIL MARKET

KBSTP

MINNEAPOLIS L] SAINT PAUL

MIGHTTIME SICAAL FROM MINRE-
WPOLES TO THE WEST ERUIVALENT TO

133,500 WATTS

PROFESSIONAL
DIRECTORY

JANSKY & BAILEY

An Organization of
Qualified Radio Engineers
Dedicated to the
SERVICE OF BROADCASTING

National Press Bldg., Wash.,, D. C.

McNARY & CHAMBERS
Radio Engineers

DI. 1205

Washington, D. C.

National Press Bldg.

There is no subslitute for experience
GLENN D. GILLETT
Consvulting Radio Engineer

982 National Press Bldg.
Washington, D. C.

]
PAUL F. GODLEY

Consulting Radio Engineer

Phone: Montclair (N. J.) 2-7859

JOHN BARRON
Ccnsulting Radio Engineers
Specializing in Broadcost and
Allocation Engineering
Earle Building, Washingtan, D. C.
Telephone NAtional 7757

HECTOR R. SKIFTER
Consulting Radio Engineer
FIELD  INTENSITY  SURVEYS

STATION LOCATION SURVEYS
CUSTOM BUILT EQUIPMENT

SAINT PAUL, MINNESOTA

CLIFFORD YEWDALL
Empire State Bldg.
NEW YORK CITY

An Accounting Service
Particularly Adapted to Radio

Radio Engineering Consultants
Frequency Monitoring

Commercial Radio Equip. Co.
Silver Spring Md.
(Suburb, Wash., D. C.)

Main Office: Crossroads of

7134 Maln St. the World
Kansas City, Mo,

PAGE & DAVIS

Consulting Radio Engineers
Munsey Bldg. District 8456

Washington, D. C.

A. EARL CULLUM, JR.
Consulting Radio Engineers
Highland Park Village
Dallas, Texas

Frequency Measuring
Service
EXACT MEASUREMENTS

ANY HOUR—ANY DAY
R.C.A. Communications, Inc.
66 Broad St., New York, N.Y.

RING & CLARK
Consvulting Radio Engineer

WASHINGTON, D. C.
Munsey Bldg. e Republic 2347

i

RAYMOND M. WILMOTTE
Consulting Radio Engineer
Designer of First Directional
Antenna Controlling
Interference

Bowen Bldg. @ WASH., D. C. ¢ DI. 7417

ADVERTISE in
BROADCASTING
for Results
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Priorities Plan Being Devised
For Communications Services

Definite Grouping of Activities Is Planned as
Subcommittee Makes Stndy; Peebles Named

WITH the Defense Communications
Board, through a subcommittee of
the DCB Priorities Liaison Com-
mittee, undertaking te formulate
definite categories for the defense
functions of the various commun-
ications services, the new OPM-
DCB priorities plan is being
whipped into operation. At last,
also, the Office of Production Man-
agement last Thursday formally
announced appointment of Leighton
H. Peebles as chief of the new Com-
munications Branch of OPM.

It was understood the three-man
DCB subcommittee—made up of
FCC Assistant Chief Engineer
Gerald C. Gross, FCC Attorney
William Bauer and Lt. Col. Foster
Stanley of the Army Signal Corps
—will study both the general prin-
ciples of priorities applying to the
communications industry and the
categories of communications serv-
ices in their relation to the war ef-
fort and defense.

Peeble’s Staff

The study was authorized at a
Dec. 29 meeting of the Priorities
Liaison Committee (Committee No.
13). Findings are to be submitted
to the full committee and may form
the basis of a later report to DCB
and OPM. Mr. Peebles attended the
Dec. 29 meeting.

Since announcement by DCB Dec.
18 of the far-reaching OPM-DCB
priorities plan, designed to alleviate
an increasingly bad materials sup-
ply situation for the communica-
tions industry [ BROADCASTING, Dec.
22, 29], Mr. Peebles has been organ-
izing a staff for the new Communi-
cations Branch of OPM. Formal an-
nouncement of his appointment has
been held up for several weeks be-
cause of a reorganization within
OPM itself. Originally it was
planned to establish the Communi-
cations Branch under the OPM
Civilian Supply Division, headed
by Leon Henderson, but according
to present indications the new
branch will be set up more or less
independently, with Mr. Peebles
responsible directly to OPM Di-
rector General Knudsen and Asso-
ciate Director General Hillman
rather than Mr. Henderson.

Mr. Peebles is preparing a budget
for his unit, which is expected to
include about 50 persons, engineers
and a clerical force, and also is
receiving from the Civil Service
Commission a list of prospective se-
lections for his staff of communica-
tion engineer experts. Although the
new unit is to be housed in quar-
ters adjoining the FCC engineering
department in the New Postoffice
Bldg., so far no space has been se-
cured.

As chief of the Communications
Branch, Mr. Peebles will operate in
close liaison with DCB in drafting
plans for handling the material
needs for the entire communications
industry, including broadcasting.

MR. PEEBLES

A graduate of Union College,
Schenectady, N. Y., where he stud-
ied under the late Charles P. Stein-
metz, he has had wide experience
as an engineer. Entering the na-
tional defense organization in June,
1941, he was placed in charge of
the power section of OPACS.

Mr. Peebles began his Govern-
ment career in 1931 as chief of the
lumber division of the Bureau of
Foreign & Domestic Commerce of
the Commerce Department, remain-
ing there until 1933, when he was
named deputy administrator of the
NRA in charge of public utilities
and communications. He became
supervising utility analyst, special-
izing in depreciation, with the Se-
curities & Exchange Commission in
1937.

FORECASTERS TOSSED
For a loss in Outcome of
Big Bowl Games———

WITH Dope charts tossed out the
window, the outcome of the five
New Year’s Day football bowl con-
tests threw radio’s prognosticators
for a loss. Leading other entrants
in BROADCASTING’s Brain Bowl pre-
diction contest was Charley Bryant,
lone-wolf football forecaster of
KVI, Tacoma, Wash.

Of the entrants, three managed
to pick two winners out of five
games and a third two out of four.
Mr. Bryant squeaked out a few
points ahead of the others on the
basis of his score predictions, with
only a five-point differential be-
tween his predictions and the actual
scores in the games of the two win-
ners he picked.

Placing after Mr. Bryant were
the Football Forecast Board of
KDFN, Casper, Wyo., who sug-
gested the contest, with a 15-point
differential, and Fred C. Wein-
garth, sports announcer of WDAF,
Kansas City, with a 16-point dif-
ferential in picking two winners
in four games. A fourth entrant,
the sports department of the Mos-
cow (Ida.) Daily Idahoian, partici-
pating under auspices of KDFN,
also named two winners with a 10-
point differential.

General Mills ‘Party’

GENERAL MILLS, Minneapolis,
on Jan. 10 starts a half-hour Satur-
day morning program at 10-10:30
a.m. for 21 weeks on an unde-
termined number of NBC-Red sta-
tions. Titled Family Party, the pro-
gram, probably institutional, will
originate out of Chicago with pick-
ups from other cities, and will con-
sist of stars and talent drawn from
various General Mills shows on
three networks. Agency is Blackett-
Sample-Hummert, Chicago.

Many Enter Opera Contest

RUSH before the Jan. 1 deadline in
the $10,500 “Great American Operetta”
contest conducted by WGN, Chicago.
brought the total of entries to more
than 1,500, from 45 States. The three
winning operettas will be presented on
WGN-MBS Chicago Thealer of the
i next spring.
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Listen, WOOF—No wonder Our Commercials Sound so Indifferent . . .
That Announcer of Yours Still Owes Us $150!

BROADCASTING e Broadcast Advertising

WLAK, Lakeland, Fla.
Is Bought by S. O. Ward

SALE of WLAK, Lakeland, Fla.
local, by Bradley R. Eidmann, to
S. 0. Ward, of Nashville, for $23,-
000 is proposed in an application
filed last week with the FCC. Mr.
Ward, an executive of WLAC,
Nashville, and 409% owner of
WHUB, Cookeville, Tenn., would
acquire all of the station’s stock
from Mr. Eidmann.

Mr. Eidmann has been in bad
health since he acquired WLAK
from the Tampa Tribune last April.
He was formerly program director
of WAAF, Chicago. His decision to
sell the station was based on advice
from his physician, it was said.
Mr. Ward has been active in radio
since 1925. He had resigned, effec-
tive Jan. 1, from the WLAC staff.

Carter Revision

CARTER PRODUCTS Inc., New
York (proprietary), on Jan. 11
starts a program of old music fea-
turing old-time stars, on an un-
named number of midwest NBC-
Blue stations, Sunday 8:30-9 p. m.
Titled Those Good Old Days, show
will include singers from the Gay
Nineties Cafe in New York. Ac-
count is handled by Street & Fin-
ney, New York. At the same time
company announced that on Jan. 4
handling of the Inner Sanctum
Mystery series for Carters Little
Liver Pills on 46 NBC-Blue sta-
tions, Sun, 8:30-9 was shifted from
Street & Finney to Stack-Goble,
New York. All other domestic ad-
vertising for the product remains
with the former agency.

= 1

Chesterfield Plans

CURTAILING of all newspaper
advertising for Chesterfield cigar-
ettes during the month of Jan..
announced by Liggett & Myers last
week will have no effect on 1942
plans for radio, a spokesman of
Newell-Emmett agency handling
the account, stated. He also indi-
cated the January stoppage was not
a criterion for general cutting of
newspaper space during the coming
year since, 1942 plans are not yet
complete. Company last August
similarly stopped all paper adver-
tising but returned the following
month. Radio will go on uninter-
rupted with Glenn Miller on CBS
and Fred Waring on NBC-Red con-
tinuing on regular schedules.

Nesbitt to Expand

NESBITT FRUIT PRODUCTS
Inc.,, Los Angeles (orange bever-
age), through Walter K. Neill Inc.,
that city, on Dec. 27 started for
52 weeks sponsoring Bob Garred
Reporting on 6 CBS Pacific Coast
stations (KNX KQW KARM
KROY KOIN KIRO), Saturday,
5:45-5:55 p.m. Other stations are
to be added. In addition, the firm
will continue to use spot announce-
ments with dealer tie-in in other
major markets.

Capt. Johnson Named

CAPT. TOM JOHNSON. formerly
commercial manager of KTOK.

klahoma City. and recently in the
radio section of the Morale Branch
of the War Department, has been
named head of the foreign depart-
ment of the U Army Motion
Picture Service. He will continue to
be stationed in Washington.
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T WOULD BE gratifying indeed if management men in Ameri-
I can business could contemplate the prospect of solving to-
morrow’s problems as lightly as did Scarlett O7Pfara in “Gone
With The Wind”. Planning for the future is difficult, for man-

agement’s problems of the moménLqre of prepollent complexity.

Under present circumstances, it is not surprising that the
first thought of some business men is to curtail advertising,
conserve resources. But business history proves that the man

who reasons thus has not “found the philosopher’s stone”.

Industry’s yellow. pages turn up scores of forgotten names
of honest products—forgotten because their makers failed to

realize that the public is fickle only because its memory is short.

Yes, tomorrow’s business faces fact—not fiction. Tomorrow’s

management men will be confronted once more with the prob-

lems of a buyer’s-—not a seller’s—market. Tomorrow’s salesmen

wirl‘l be forced to meet the hard-hittihg, rivalry of small com-

petitors grown rugged and healthy through defense expansion.

Tomorrow’s advertising must produce, as never before, more
effective results from every last penny of the advertising ap-

propriation.

To some, it might not seem the better part of wisdom to sell
increased use of WLW when our schedules are so full—when

sales of our facilities are the highest in our history.

But we aren’t thinking about this month, or next—we’re con.
cerned with next year, and the year after that—when we return
to.the economy of the buyer’s market and there is keen compe-

tition for. the customer’s nod of acceptance.

Moreover, we believe that the best fime to. advertise is when
you have all the businéss you can handle, and that we should
never miss an op;.)ortunity to leave this cogent thoughf—\vl-len' '
you buy WLW, you buy at what is probably the lowest cost per

impression in modern advertising.
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Radio...all out for Victory

Reke;zrélt and invention have placed radio in the first line of battle

OMMUNICATION—rapid communi-

cation—Iis a vital necessity, on land, at
sea and in the air. RCA research and engi-
neering developments in both radio and
electronics aré'strengthening—and will fur-
ther fortify—the bulwarks of our communi-
cations system. ‘At Princeton, New Jersey,
the new RCA Laboratories—the foremost
center of radio research in the world—are

under construction.

* x *
International circuits, operating on short
and long waves, have made the United
States the communication center of the
world. Today, R.C.A. Communications,
Inc., conducts direct radiotelegraph service
with 49 countries.

* K X
Production of radio equipment is essential
for news and timely information, -for mili-
tary and naval communications, for dis-
semination of news among foreign coun-
tries. The “arsenal of democracy” has a
radio voice unsurpassed in range and effi-
ciency. In the RCA Manufacturing Com-
pany’s plants, workers have pledged them-
selves to “beat the promise,” in production
and delivery dates of radio equipment needed
for war and civilian defense.

* K ok
American life and property at sea are being
safeguarded by ship-and-shore stations.

®

The Radiomarine Corporation of America .
has- equipped more than 1500 American -

vessels with radio apparatus and is com-
pletely engaged in an all-out war effort.
* K X

Radio broadcasting is keeping the Ameri-
can people informed accurately and up-to-
the-minute. It is a life-line of communica-
tion reaching 55,000,000 radio sets in homes
and automobiles. It stands as the very sym-
bol of democracy and is one of the essential
freedoms for which America fights. . The
National Broadcasting Company—a service
of RCA—and its associated stations, are

fully organized for the coordination of war-’

time broadcasting.
*x K %

New radio operators and technicians must

be trained for wartime posts. RCA Insti-
tutes, the pioneer radio school of its kind
in the United States, has more than 1,200
students enrolled and studying in its New
York and Chicago classrooms.
* * %

When war.came and America took its place
on the widespread fighting front, radio was
At the Ready . . . with radio men and radio
facilities prepared to answer the call to duty
“in the most tremendous undertaking of our
national history.”

PRESIDENT

Radio Corporation of America

RADIO CITY, NEW YORK

The Services of RCA: RCA Manufacturing Co., Inc. « RCA Laboratories « R.C.A. Communications, Inc.
National Broadcasting Company, Inc. « Radiomarine Corporation of America « RCA Institutes, Inc.




