
SEPTEM3ER, ;31 



Analyze and 
Check Results 
over 

in 

The Nation's Capitol 
"The Popular Station" 

Doing a thorough sales 

job For many National 
Advertisers . . . . 

Ask us Who. How.Why. 

WOL F 

Annapolis Hotel 
Washington D. C. 



Primary coverage is the only reliable yardstick 
KSTP is the most powerful broadcasting 

medium in the great Northwest Empire, 

but is interested principally in telling the 

story of its primary coverage, which is 

emphasized by the accompanying day- 

light service area map. 
It is important to know that KSTP's 

primary coverage area coincides with 
the accepted Twin Cities retail area, 

comprising 59 rich, populous counties in 

Minnesota, 17 in Western Wisconsin and 

5 in Northern Iowa or 81 in all. 

This area has a population of 2,454,- 

953, with 398,769 families owning 284,- 

454 radio sets. 

Using the accepted ratio of 4.2 persons 

per set, KSTP has a potential audience 

of 1,166,261. 
Within this area there are more than 

25 000 retail outlets with sales valued last 

year at approximately $1,000,000,000. 

Bank deposits in this area totaled 
$1,112,423,000 on August 1st. . 

Within this primary coverage area 

there are approximately 309,402 resi- 

dence telephones. 

10,000 WATTS 
100% Modulated 

Full Time 

KSTP is located in the ninth largest 
metropolitan area in the country. 

This metropolitan district has a popula- 
tion of 804,506, with 202,162 families 
owning 119,852 radio sets. 

KSTP has 503,378 listeners in this imme- 

diate area. 
There are 177,081 pleasure cars in this 

metropolitan district and 190,895 resi- 

dence telephones. 

There were 35,385 personal income tax 
returns reported in this area. 

The annual value of products manu- 
factured is more than $675,000,000. 

' The Northwest is well diversified, both 
industrially and agriculturally. That is one 

big reason why its prosperity has been 
the least disturbed by depression. 

The wealth of the Northwest is cen- 

tered in KSTP's area of primary coverage. 
If represents real BUYING POWER. 

KSTP, the Northwest's NBC station, 
presents principal entertainment and 

service features on both Red end Blue 

networks and twice as many national ac- 

counts as all other stations in this area 

combined. 

The KSTP schedule is the heaviest of 

any station in this territory -19 hours 

continuous broadcasting daily. 

KSTP uses 10,000 watts, 100% modu- 

lated, more power than any other station 

-more than the combined power of 

all other stations in this area. Transmit- 
ting and studio equipment is the most 

modern available. Western Electric 
double turntables for both lateral and 

vertical cut electrical transcriptions, 
33 1.3 and 78 r. p. m. 

Since ifs inception KSTP has been the 

most popular station in the Northwest, 
surveys showing uniformly that KSTP has 

more than twice es many listeners as all 

other Twin Cities stations. 

KSTP will be pleased to assist you in 

formulating your advertising plans for 
tapping its rich primary market. 

SAINT PAUL 
AND 

MINNEAPOLIS 
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More 
Listeners 
Per 
Dollar 
of Rate Cost 
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A survey made last month in the 
primary listening area of one of 
our stations showed we could ex- 
pect 30.3% of the listeners tuned in 
on radio programs at any given 
time (Amos and Andy always ex- 
cepted) to be listening to our pro- 
grams. Our highest powered com- 
petitor could only expect 32.4%. 
Now comes the dirty work. Our 
half hour rate is $80.00; theirs is 
$125.00. 

56.2% greater cost for 6.9% 
more listeners! Where is the 
economy in that? 

And all this came about just a 
few days before a vice-president of 
one of the South's largest agencies 
told one of our men his agency was 
paying its greatest attention to 
listeners per dollar of rate cost 
rather than wattage, claimed cov- 
erage, evidences of distant recep- 
tion, and the like. 

Buy radio time where the cost 
per listener is the lowest. Buy 
Southwest time ! 

OUTHWEST 
BROADCASTING CO. 
Aviation Bldg. Fort Worth, Tex. 

STATIONS: 
Oklahoma City 

Fort Worth San Antonio 
Waco 

ASSOCIATED STATIONS: 
Wichita Falls 

Houston Dallas 
Amarillo 
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WATTS IN NEW ENGLAND 

Reservations For radio time now 
will insure placement of your 
Fall and Winter campaign in the 
most desirable spots on Future 

programs. Present indications 
point to a Full season ahead. 

W T I C operates 115 hours per week on cleared channels 

wTIc 

WRITE FOR BOOKLET 

THE TRAVELERS BROADCASTING SERVICE CORPORATION 
HARTFORD » CONNECTICUT «» ASSOCIATE N » B » C 
MEMBER OF NATIONAL ASSOCIATION OF BROADCASTERS 
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The general excellence and individuality of WLW's 
programs have drawn into its fold a tremendous audience. 
This immense sea of buyers is of one opinion-and that 
opinion is decidedly WLW. In its hands it holds a pow- 
erful influence which molds the buying opinions of the 
greatest listening audience of any one medium. 

50,000 Watts 
700 Kilo. 

t+ 

I 

AK 

Write for the 
WLW Booklet 

"THE NATION'S STATION" 

-i 

THE GLENN SISTERS SEGER ELLIS 
(Harmony Duo) (Popular Baritone) 

THE CROSLEY RADIO CORPORATION 
CINCINNATI OHIO 
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KVOO OFFERS AN 

The distribution of radio facilities has placed 
KVOO in the position of alone serving one of 

America's richest trading areas ... Tulsa and the 
"Magic Empire." Not only is KVOO the largest 
station in Oklahoma and the only one operating 
on a national cleared channel, but is the only 
station in its service area. Greater coverage by 
virtue of power and frequency and a larger, undi- 
vided, potential audience created thereby com- 
bine to offer the most for your advertising 
expenditure. 

For information as to rates and available 
time, write or wire Commercial Department 

The Voice of Oklahoma 
TULSA 

1140 KILOCYCLES 5,000 W %TTS 
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g1.0 SALE 5 

(II' , radio stations in Chicago-of- 

WMAQ-one of the pioneer 

w ' 1 1 fers the discriminating adver- 

t091111114 iser an exceptional opportunity 

, ',:'" 111 , for concentrated coverage of 
. .,,1 9 71.1 

110 Do ;¡3 America's s e c o n d richest 
ink 

market. 

WMAQ'S "primary listening area" embraces 106 counties con- 

taining 65 cities-each with a population in excess of 10,000-in the 

heart of this fertile field. In this area are 2,227,787 families 1,185,- 

4114/ 909 receiving sets . . . 3,676,317 radio listeners . . . 1,572,973 passenger 

automobiles . . . total bank deposits of $4,743,473,000." 

WMAQ, operating with 100% modulation on a nationally cleared channel, can 

Zplace the advertiser's message before this high quality, responsive audience. 

And remember: 

The WMAQ audience is a BUYING audience 

*Figures taken from recent survey by The Columbia Broad- 

casting System, Inc., of the minimum habitual audiences of 

this country's leading radio centers. 

FOR RATES A N 

PARTICULARS 
WRITE OR WIRE 

WMAQ 
INCORPORATED 

THE CHICAGO DAILY NEWS BROADCASTING STATION 
Daily News Plaza, 400 West Madison Street... Chicago, Illinois 

Represented by 

ADVERTISERS RADIO SERVICE, Inc. 
60 East 42d Street, New York City 
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The Basic Principles of 
Good Continuity 

CITATION managers, copywrit- 
ers and time salesmen all want 
good continuity. So do the ad- 

vertisers. What is good continuity? 
There is one answer and one only : 

good continuity is the copy which 
sells merchandise. The client's opin- 
ion, the station manager's idea or 
the continuity writer's plan does not 
need to be conformed with. The 
judgment that counts is the judg- 
ment of the public who is the audi- 
ence-not in what it thinks of adver- 
tising or the way it is presented- 
but in what it buys. 

Good continuity, as I see it, em - 
ploys ten fundamental principles : 

1. Good continuity is easily under- 
stood. 

The copy should paint a picture 
with which the listener is familiar. 
Comparisons will greatly help in 
clarifying concrete things and ab- 
stract principles. \\Then speaking to 
your listeners about something new 
compare it with something well 

known so they will get a clear pic- 
ture. Making comparisons with 
things -ofnature is the style of the 
old writers. Probably most of us 
would do better to get back to that 
same principle. 

Instead of putting up the regular 
argument for color in printing, a 

printer once said : "-k rose attracts 
more attention than a hare bush. In 

By Raymond V. Hamilton 
WCLO Radio Corporation, Janesville, Wisc. 

the same way colored printing at- 
tracts more attention than one -color 
printing." 

That is good copy. We under- 
stand exactly what the advertiser 
wants us to. When we write con- 
tinuity we should make it just as 
plain. A good mental picture of a 
product will create desires and thus 
make sales. 

2. Good continuity has human in. 
terest. 

Have you noticed how often the 
pictures of pretty girls are used on 
popular magazines? It is claimed 
by prominent publishers that these 
pictures make the best covers. \Ve 
cannot. use pictures in radio. but 
we can mention the name of some 
man or woman or put action into the 
opening sentence that will attract at- 
tion. Human beings-action-al- 
ways interest and attract more than 
inanimate objects, and certainly 
more than abstract theories. 

Use the ordinary things of human 
interest : they make good continuity . 

Every -day events of life form the 
basis of untold angles for advertis- 
ing copy to be broadcast. For ex- 
ample. a few days ago one of our 
copy writers started out some an- 
nouncements like this: "The tor- 
rid weather of July may' send the 
thermometer soaring" : " \sk vour 
family physician about the place ice 

cream should fill on your diet"; 
"At this time of year, with golf 
links calling ." All these were 
commonplace statements to attract 
the listener's attention. All of us 
are interested in live things; none 
of us are interested in dead or inan- 
imate objects. 

10 Rules 
1. Good continuity must be easily 

understood. 
2. Good continuity is full of human 

interest. 
3. Good continuity makes it easy for 

the listener to act. 
4. Good continuity concentrates on 

one thing-and not more than 
two. 

5. Good continuity explains the facts 
plainly. 

6. Good continuity assumes that 
every listener is not interested, 
and a complete sales message must 
be embodied in each announce- 
ment or program. 

7. Good continuity makes specific 
statements. 

8. Good continuity sounds natural. 
9. Good continuity gives history- 

not prophecies-facts and not too 
many opinions. 

10. Good continuity consists of news 
and stories-not essays. 
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3. Good continuity makes it easy for 
the listener to act. 

Make it easy for the listener to 
act-give specific directions for 
mailing in replies or orders-the lo- 

cation of the store-the phone num- 
ber. It must be realized that certain 
physical action is necessary for a 

prospect to send in an order or an 

inquiry. Make it easy for him to 
act immediately. To make it easy 

to act, as little mental effort as pos- 

sible on the part of the listener 
should be required. Of all places 

where continuity is needed, the 
most important is in telling the 

prospect what you want him to 
do. Make the copy so plain that 
everyone who hears it will know 
wlfat you want-whether you want 
him to send in an inquiry-phone a 

number-or send you an order. Do 
not take it for granted that he will 
use any mental energy in figuring 
out what you want him to do. 

4. Good continuity concentrates on 
one thing. 

The purpose of a broadcast is to 
build good will, secure orders or 
get inquiries. Do not confuse the 
listener by trying to tell him all 
about your product in one announce- 
ment or even in one program. Stick 
to one point at a time. Suppose 
your product is an automobile. You 
might talk about its long life, high 
speed, graceful lines, color choice. 
low price, the company behind the 
car and any number of other 
things. But if you talk about them 
all, the chances are that the listener 
won't remember any of them. 

Instead, concentrate each broad- 
cast on one, or at the most two, fea- 
tures. By steady concentration on 
one thing the message will be driven 
home and the listener will remember 
your product as the one with such 
and such advantage. After several 
broadcasts he will think : "Gee, I've 
heard so much about that product I 
believe I'll get one." Then you have 
the desired result. 

5. Good continuity explains the facts 
plainly. 

In the headlines and sub -headings 
of the newspaper are all the impor- 
tant facts regarding the story. 
Broadcast continuity should do just 
the same thing. Tell the most inter- 
esting, the most outstanding points 
and attract the attention of the list- 
ener. `July, with color and sunshine, 

8 

R. V. Hamilton 

is here ... the discriminating bride 
makes her home as cheerful as the 

season. Newlyweds of this year 
as well as brides of other years will 
welcome this opportunity to buy fur- 
niture of quality and good taste for 
so little money. The Farnum Furni- 
ture Co., etc." 

"A free quart of oil to every lis- 

tener. All that is necessary is to 
drive your car to the Cut Rite Serv- 
ice Station on the corner of Main 
and River streets." The first eight 
words attract attention ; the next 
sentence tells the place and what is 

required. Make every announce- 
ment a news item, an announcement 
full of life, and valuable to your 
listener as well as to your adver- 
tiser. 

6. Good continuity assumes that the 
listener is not interested. 

It matters not what the article is 

that you wish to sell, if it has two or 

desk pounder-- 
HV. KALTENBORN, current 
events speaker over Colum- 

bia, had the production engineers 

baffled for some time. Kaltenborn 
speaks extemporaneously and 
pounds his fist on the microphone 
desk-which once created a series 

of sounds akin to a full fledged 

summer thunder storm. Nowadays, 

however, when Mr. Kaltenborn 
faces a microphone and starts 

pounding the desk, his fist lands 

on an inflated rubber cushion. 

three good points. or even one. - - 

the price range ís within real - . 

there are hundreds and thousand - 
of listeners who, not interested 1 { - 
fore the broadcast, will begin think- 
ing about the product. its merits. thz 
price, and will have a desire t 

own it. 
Once you build up the desire for 

a person to buy, the desire grs 
and grows. Sooner or later the in- 
dividual will come to your store. 
'phone you or write in regarding the 
advertised product. Good copy 
aims at the man who hasn't intender; 
buying as well as the man who 
wants to buy. Radio is a good-wil_ 
builder as well as a medium of mak- 
ing direct sales. Slogans like "Con- 
sider your Adam's .Apple." "Start 
your day with music and your meat, 
with soup," "The cigar 1'ice-l're.i- 
dent Marshall had in mind when h 
said, 'What this country needs i. a 

good five cent cigar'." do not mean 
much the first time the listener hears 
them. but the constant hammering 
on "Consider your Adam's Apple" 
will soon cause him to say to him- 
self." "Maybe I had better .nurke 
Lucky Strikes and protect my 
throat." 

(;oocl continuity assumes that 
every listener knows nothing ah mt 
the product and that everybody i'. a 

prospect. 

7. Good continuity makes specific 
statements. 

Page after page might be written 
about being specific in copy : here 

are only a few hints. 
The -continuity may read. "Th-- 

automobile has lots of power. ,' i 

last a long time, has lots of .t . 

and operates smoothly." All thi- 
means very little to the prospect' 
buyer. He wants to know the hm - 

pos er and why a certain size y 
has greater power than some ' 

Ile wants to know other spnr' 
facts which he will take into con: 
eration in buying a new car. 

Use similies to illustrate. 1 

might state that when the Fast Mai 
came into Blocklev Junction sevent' 
miles an hour, on the paved ro: 
that runs parallel was the advertis..' 
car. Twenty-two minutes later th.. 

advertised car arrived at Doyle ar ' 
the train followed by four minutes_ 
This stock car maintained the aver- 
age speed of seventy-six miles at' 
hour. Then the listener who is ac - 

(Continued on payr 40.) 
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WANTED 
A Broadcasting Barnum 
Good Programs Need Good Publicity 

Says Showalter Lynch 

F\TEN today many advertising 
men are prone to regard 
radio as an ugly duckling, 
a strange, hybrid thing 

spawned from an unholy union of 
publicity and entertainment. Radio 
has made it necessary for them to 
talk in terms of "listener response," 
"station preference" and ''broadcast 
radius." They have had to substi- 
tute watts and kilocycles for millines 
and ABC figures, and have had to 
deal with blues singers and jazz 
band impresarios rather than with 
artists and engravers. 

Whether or not radio has cost the 
established media anything in the 
way of revenue is an open question. 
However, any medium which could 
achieve radio's feat of gaining more 
than one-third in volume during the 
business depression of the past six 
months must certainly be considered 
a formidable factor in the field. 
During the current year, according 
to estimates, American business will 

invest at least one hundred millions 
of dollars in broadcast advertising. 

It would seem, from figures such 
as this, that it is up to the adver- 
tising fraternity to give this new 
vehicle some serious thought. Ap- 
prove of it or not, radio is here, and 
here to stay. It matters little, in the 
final analysis, whether it continues 
as a purely audible method of com- 
munication or develops into tele- 
vision. Advertising as a profession 
or, if you will, as a business, needs 
radio, and radio in turn is just now 
very much in need of advertising 
and the advertising profession. 

Henry Ford, the famous god- 
father of our machine age, recently 
made the observation that, contrary 
to some opinions, labor saving de- 
vices ultimately create more, rather 

RGW-THE OREGONIAN-Portland 

than less work. That is, each me- 

chanical or scientific development 
,brings in its wake a multitude of 
new jobs to substitute for those it 

displaces. 
The same principle applies to a 

certain extent to radio and adver- 
tising. Whatever advertising dol- 
lars radio has diverted from the 
other media are being returned in 

many ways. For example, although 
the set manufacturers have been suf- 
fering from the general depression, 
as well as from the growing pains 
which beset every new industry, the 
annual linage from this source still 
makes quite an imposing total. 

However, the real source of the 
income that radio can be made to 
contribute to printed advertising has 
scarcely been tapped. The possi- 
bilities along the line of supple- 
mental advertising, of publicity and 
exploitation for radio programs and 
radio stations have been largely 
overlooked. The attempts in this 
direction have been almost entirely 
confined to the distribution of vari- 

111 
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Showalter Lynch 

ous advertising nick-nacks and sam- 
ples with an occasional newspaper 
advertisement which seems, from its 

sorry appearance, to have been pre- 
pared by either the office boy or the 
printer's devil. 

And, indeed, few sponsors of 
radio programs even go so far. The 
tendency is to buy a certain amount 
of time on a radio station for the 
purpose of broadcasting a certain 
program and from that point on to 
let nature take its course. In the 
midst of a multitude of programs 
competing for the attention of the 
listening public, it is a wise sponsor 
who gives some thought to exploit- 
ing his own particular brand of 
broadcast entertainment. 

This is not to say that radio is 
incapable of standing on its own 
feet as an advertising medium but.' 
unlike other forms of advertising, 
radio has entered the realm of 
amusement. 

(Continncd on page 44.) 

September, 1931 



Every Advertiser Asks 

"How Large Is My Audience" 
Here's How One Company Answers It 

As Told by Don Forker* 
Advertising Manager, UNION OIL COMPANY 

F\ERYBOUY knows all 
about r ad i o. Everybody 
knows the finest types of 
programs and what y o u 

should put on the air-at least I 

have yet to find a listener who 
doesn't. 

The old Chinese proverb applies 
beautifully to the audience: "There 
are none so critical as those who do 
not pay for the entertainment." 
That might also be applied to sales 
departments. I might add that right 
there is the advertising manager's 
big `'boogy man... 

Comment about radio calls it the 
new educator, the new news dis- 
seminator, a boon to the develop- 
ment of art. a promoting agency for 
engineering, and the refining influ- 
ence of all races, as well as the 
avenue of approach to solving inter- 
national strife by bringing countries 
into intimate relations and under- 
standing of each other. As long as 
it is a custom for people to express 
themselves about radio without 
much understanding of its value or 
uses, I may not be criticized if I 

venture an opinion. 
Radio, as far as the listener is 

concerned, is entertainment pure 
and simple. \Vhen stations or spon- 
sors cease to entertain, they lose cir- 
culation and circulation is the ad- 
vertising manager's real problem. If 
there is one common statement that 
should be erased from radio listen- 
er's or sponsor's vernacular, it 
should be, "I don't listen to the 'Joe 
Blatz trio' and I don't think any- 
body does." 

The reverse of that negative state- 
ment also has to be submerged by 
an advertising manager-the one 
that goes, "I like the `Joe Blatz trio' 
and I think everybody does." Even 

From an address on '.The Radio Prob- 
lems of an Advertising Manager,' deliv- 
ered before the 28th annual convention of 
the Pacific Advertising Club's Association, 
Long Beach, Calif., June 24, 1931. 
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Amos and Andy can't average 50 
per cent of the listening audience. 

Buying space in publications is 

not much different from buying 
time on the air, with the exception 
that radio has no centralized source 
of information and surveys are too 
apt to give you the answer you set 
out to get. There have been a great 
many authoritative looking docu- 
ments shoved into the sponsor's face 
that are not built on facts. For in- 
stance. a 32 -page booklet published 
this spring by a broadcasting group 
stated that 90 per cent of all fam- 
ilies in California have radio sets. 
In our own telephone and door-to- 
door checks, we found that about 
70 per cent had sets and even that 
is high according to the Crossley 
survey, which shows 60.5 per cent 
in this territory. 

Ahead of the program comes the 
question of cost per hour per thou- 
sand listeners. It's a simple matter 
to determine the average percentage 
each station has of the potential 

audience by a telephone check mace 
in various zones of the territory t, 

be surveyed. Ask the simple ques- 
tion, 'What radio station are rat 
listening to?" Three answers are 
possible: they have no set: it isn't 
on; or it's on such and such station. 
When answers are compiled into 
percentages and you apply those 
percentages to the half of the "at 
home" families in the territory lis- 
tening, you arrive at the probable 
audience available. 

There is no alibi for small circu- 
lation in radio-no such phrases a 
"reader confidence," and "quality 
group," etc. Its too intangible at 
best to allow any such cloak as that 
to confuse the buyer further. Cross- 
ley's "Thumb Rules" are probably 
as sound as any in determining the 
time of day for a broadcast. They 
say: three -fourths of all the sets 
will be on some time in the clay : 

three out of ten will he on somz 
time in the morning; three out t 

ten will be on some time in the af- 
ternoon; two out of three will L 

on some time in the evening. T1 
recent Standard Oil check confirm 
the two out of three in the evenii 
rule for the West. 

The sex and age break-dor r_: 

show, roughly, women in the im - 
ing and afternoon predominati: _. 

children taking the lead in the 'a' 
afternoon, with men and women 
listening al most equally oftt: 
through the evening hours. Six 
ten are the preferable hours, with 
the two hours five to six and ten t 
eleven about equal in number of 
listeners and second best choice of 
the day for quantity. The only other 
variable that creeps in at this poin: 
is the day of the week. For some 
unknoN n reason Saturday, Sundav 
and Monday are the three best days 
and run about equal in number of 
people tuned in, with Friday fair, 
and T u es d a y, Wednesday and 
Thursday the poorer clays. 

Broadcast .9d.'ertisitta 



Crossley surveys confirm Daniel 
Starch in this conclusion. The a- 
riance in some cases is so great that 
the advertising manager might justly 
ask a difference in the rate-some- 
thing like this: Friday the base rate; 
Saturday, Sunday and Monday a 

higher rate, with Tuesday, Wednes- 
day and Thursday taking a reduc- 
tion. Of course, such a set-up is 

impossible, because any sponsor can 
upset the day's preference percent- 
age by a feature of national promi- 
nence, publicized by newspaper ad- 
vertising. 

taHEN an advertising man- 
ager has completely satisfied 
himself that he is buying the 

best potential audience possible in 
the matter of station and hour, he 

is faced with the seasonal fluctua- 
tion returns from radio. No outside 
survey can help him much there. 
The type of product to be adver- 
tised, the consumer needs and the 
competitile moves must be consid- 
ered. Generally speaking. reports 
show January and February good, 
March bad, kpril and May good 
months, June bad, with July and 
August good. September falls off 
gradually to a low in October, with 
November one of the best months 
of the year and December just fair. 

All that has been said so far is 

incidental in the minds of most pur- 
chasers of radio time. The big 
variable and the one about which 
too much can't be said and about 
which too much idle conversation is 

said. is the program. Program im- 
proves percentages or wrecks them. 

Alongside of the word "program" 
we place the word "announcer" as 

an important factor. Many grand 
programs have been ruined by face- 
tious, illiterate or disinterested an- 

nouncers. kn announcer must sound 
sincere; must go out to his public; 
must be confident and at the same 

time humble without sounding apol- 
ogetic. He must be keen, very alert 
and quick witted, and well enough 
poised to pick up broken threads 
calmly in emergencies. Some day 

some one will survey the announcer 
situation psychologically and theré 
will be new books to buy. There 
are few really good announcers just 
as there are few really good actors. 

It may look to you as though I'm 
shadow boxing in order to cluck the 

word "program." I'm not-there 
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are yardsticks to apply which you 
probably know, but if I may inter- 
sperse hearsay with opinion and 

surveys with a very little expe- 
rience, I'll try not to confuse the 
program issue any more than neces- 

sary. 

The importance of the program is 

illustrated here in Los Angeles by 
the fact that a 1,000 -watt station 
leads in popularity over either one 

of the two 5,000 -watt stations. This 
leadership is the triumph of talent 
and a fine illustration for those con- 
templating or installing 50.000 -watt 
equipment. The chain program 
brings to you, as. the announcer 
says, direct from the Metropolitan 
Grand Opera House, or the \ atican, 
or the House of Lords, or New 
Zealand, this program featuring. 
and so on. All this coming on 
the home town station has al- 
most cured the public of the 
habit of fishing for DX stations. 
Our own surreys show that, in the 
metropolitan areas at least, less than 
one-half of one per cent still listen 

device-- 
ADEVICE to cut short speak- 

ers who are apt to run over 
their time has been developed, as 

one might expect, in Washington, 
D. C., and is being tried out at 

station WRC. It consists of two 
triangular prisms, with faces read- 
ing in sequence: Five Minutes, 
Three Minutes, Two Minutes, One 
Minute, and PLEASE STOP. At 
the proper time the announcer 
places these ín front of the speak- 

er, turning them over to keep the 
correct sign up. 

to outside stations. So the local sta- 
tion of adequate power and equip- 
ment need not concern itself with 
the outside returns which mean 

something only to the salesmen of 
radio time. The variable in the pro- 
gram itself takes its place as'a domi- 
nating factor. 

From our own observation, I 
would place the general entertain- 
ment in this order : dance orches- 
tras, semi -classical orchestras, com- 
edy entertainers, athletic reports, 
classical features (operas, hea' r 
symphonies), talks (educational, 
scientific, travel and news), relig- 
ious programs, children's programs. 
domestic science, market reports, 
and physical exercises. Of course. 
the ranking of any particular pro- 
gram depends on the quality of the 
talent and the showmanship, and 
names are important whether you 
build them or buy them. Our ex- 
perience shows that either method 
of getting names costs about the 
same. 

Showmanship frequently holds 
the audience when talent slips, but 
talent alone can't hold an audience 
for long if showmanship disappears. 
By showmanship I don't mean blat- 
ant tallyho or circus gags; in the 
study of the needs of showmanship 
in your program it is just a great 
spot to bury the ego and attract but 
not offend \1r. John Public. You are 
his guest and, for the time, alloWed 
in his living room, but at any mo- 
ment you may be, through a simple 
twist of the wrist, thrown out for 
life. in planning a program, I think 
Starch's fundamentals are sound 
enough so that you can depend on 
them for holding an audience. 

Going into comedy,' we find hu- 
morous situations much more ac- 

ceptable than "smart cracks." The 
hopeful user of radio often sets 

Amos and Andy as a goal and 
wastes much good time and money 
attempting to repeat the success of 
that program. The fact that no one 
has been able to is no proof that it 
won't be done, but experimenting is 

expensive. 
A program that isn't worth ad- 

vertising isn't worth putting on. Yet 
merchandising a program is fre- 
quently overlooked by sponsors and 

broadcasting companies. Salesmen 
should be told the number of con- 
tacts being made for their product 

(Continued on page 42.) 
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GUTTING THE CLOCK TO PIECES 

0 RIGNALiX, the standard 
unit of measurement for a 

radio program was an 
hour. Presently, however, 

this unit was reduced to a half-hour 
for two reasons : first, because the 
pressure of demand forced the early 
chain officials and individual station 
managers to advocate thirty -minute 
periods in order that all advertisers 
might be accommodated : and sec- 
ond. because advertisers readily 
found it possible to present a show 
in a half-hour which would justify 
the listeners' attention and loyalty, 
yet afford ample time to get over the 
advertising message. 

F;arly in the development of radio, 
broadcasting stations learned the 
value of fifteen -minute periods by 
presenting sustaining features of 
that length in such form as "Morn- 
ing Prayer," "Evening Vespers," 
children's features, or comedy skits, 
-all of which were given daily ap- 
pearance. From this early effort on 
the part of individual stations, it 
gradually became known to adver- 
tisers that the fifteen -minute period 
had real commercial possibilities. 
This realization led to the develop- 
ment and sponsorship of such daily 
strips as 'Amos 'n' kndy," "Clara, 
Lu and Em," "Cecil and Sally," 
"Louie's Hungry Five." "The Steb- 
bins Boys," "Uncle Bob," etc., etc. 
And the outstanding success of such 
daily program features has, to a 

large extent, warped the ideas and 
logic of a great Many (too many) 
radio advertisers. 

Because the fifteen -minute show 
of some toothpaste, soap or food 
products manufacturer is an out- 
standing success, the reasoning of 
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By Russell Byron Williams 

too many prospective radio adver- 
tisers has it that "all we need is fif- 
teen minutes." They forget or over- 
look the very basic fact that the suc- 
cesses mentioned are wholly predi- 
cated on the regular daily appearance 
of the feature-the military pre- 
cision with which it continues, until 
it becomes as much a habit with the 
listener as a comic strip is to the 
newspaper reader. 

TRENO ZAN 
SHORT SHOWS 

IS CRITICIZED' 

BY EVANS E. PLUMMER, 
Radio Editor, The Herald and examiner. 

If -programs continue shortening 
themselves, radio will ".find Itself 
almost as much of a bother as the 
old scratchy phonograph that had 
to have qty reeord changed 'every 
five minutes. 

Once the' hour program was a 

standard air uniL Then half hours 
began creé}ling In, with the Increas- 
jog cost of time. Now quarter hours 
seem to be.predominatíng. 

The'trouble with the fifteen-n}!n- 
ute.prograip is that it' whets one's 
desire to hear more, If it is worthy 
of being broadcast at all; ánd then 
hurriedly signs off. The. 'short' 
periods are enough,'soinetimes too, 
much, for the nightly esrtal Comle 
skits and .talks, but' for '.one 111 

which music is heavily involved, 
give me at least a half hour. 

From the Chicago Herald and Exam - 
bier of 4 ',gust 20. 1931. 

Evidence of this truth will be- 

come apparent if the reader will just 
stop to consider the tremendous loss 

of followers any one of the above 

features would suffer if it were to 

become weekly instead of daily. 

Let "Clara, Lu and Em." for in- 

stance, appear only on Wednesday 

evenings instead of five times a 

week. Under such employment their 
audience would be much less than 
one -fifth its present size, and the 

loyalty of that audience would be 

reduced to practically nothing. In 
short, to appear only once a week. 

any fifteen -minute feature. regard- 
less of what it is now or who spon- 

sors it, becomes just another feature 
to catch the spot listening public at 

the time of broadcasting. 

There is hardly an advertising 
man in my acquaintance who would 
not agree that two one -minute an- 
nouncements each day between the 
hours of 12:30 and 1:45 would be 

a much more effective sales medium 
for SuperSuds than a fifteen -minute 
period of "Clara, Lu and Em" once 

a week. 
In spite of the universal acknowl- 

edgment that it is the frequent, reg- 
ular presentation that makes daily 
strips successful, there are literally 
hundreds of radio advertisers who 
are attempting to do a radio job on 
fifteen minutes a week. Certainly. 
it is not my wish or province to say 
that it can't be done. Indeed, I know 
that many radio sponsors are using 
fifteen minutes a week to very real 
advantage, getting a return out of 
their advertising expenditure con- 
siderably in excess of the return to 
he obtained from a similar expendi- 

(Conlinuud on page 22.) 
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ÜSING RADIO TO iZEGAIN 

PUBLIC CONFIDENCE 
Southwestern Building & Loan Group Doubles 

Broadcasting Budget after First Series 

By Clyde Wantland 

EARLY in January this year, 
radio listeners over the south- 
west picked out of the air a 

new feature, one that caught their 
attention and held their interest, and 

made one of the distinct hits of the 

season. It as Fireside Melodies. 
Ever feature of the program was 

built around the title. The appeal 

was to the home owner ; to the great 
mass of persons with a sentimental 
attachment for the home. 

Each program opened with the 

subdued strains of "Home, Sweet 
Home," while the brief announce- 
ment was made that the sponsors 
were members of the Southwestern 
States Group Building & Loan Con- 

ference. Then the talent; including 
Louise Parker, soprano; Craig Mc- 
Donald, baritone. Leslie Frick, con- 

tralto, and Herbert Henry, tenor, 
presented the type of entertainment 
that only such talent could present. 

"We aimed to have our programs 
entirely original and we must have 

succeeded, even though a used old- 
fashioned music in the main," re- 

ported the president, I. Friedlander 
of Houston, the moving spirit in 

making the broadcast a reality. 
"Each program was built to a 

point of climax where the an- 

nouncer could read some endorse- 

ment and praise of building and loan 

by such men as Coolidge, President 

Hoover, Longworth, Babson, Mel- 
lon. and others," he continued. 

"It was necessary for us to in- 

still in the public minds the fact that 

everything pertaining to the home 

comes .from the building and loan 

associations, and to show that we 

invest public funds in the home, and 

that our institutions were safe as the 

American home. 
"We raised $28.000 almost over 

night for the 13 -weeks broadcast, 

September, 1931 

I. Friedlander 

which we placed in the hands of 
competent, professional program 
builders, telling them what u e hoped 

to accomp:ish. 1 he phenomenal 

success of the campaign was due en- 

tirely, I believe, to the fact that we 

did not attempt to interfere with 
them. They gave us a program that 
unquestionably caught the public 
ear, and that undeniably told the 

story of building and loan associa- 

tions so subtly, yet so forcefully, 
that a waning public confidence was 

re -captured. 
''Enthusiastic letters were received 

from all over the country commend- 
ing the programs, along with re- 
quests from radio stations and other 
building and loan associations for 
information as to resu:ts of the 

broadcast." 
The 15 -minute programs were 

presented over 18 stations in the 
southwest in hook-ups `that neNer 

included all the stations at one time. 

'l'he broadcast came into existence 

as an emergency measure, on short 

notice. Time on the stations was 

taken as it could be secured on short 

notice. This fact makes the success 

of the broadcast all the more re- 

markable. 
Sales talks were made in three and 

sometimes four periods during the 

short programs, each announcement 

confined to 50 words, aimed defi- 

nitely to connect the future of the 

American home with the future of 

the buildng and loan associations ; 

linking them inseparably together. 

nrHIS series of broadcasts was 

the first test of radio ever made 

by building and loan associations. 

The results were eagerly watched by 

the industry throughout the United 
States. The president made a de- 

tailed report of results to the an- 

nual convention of his group re- 

cently concluded at San kntonio, 
Texas. His report was ordered 

bound, printed, and distributed to 

the 13,000 members of the United 
States Building and Loan League. 

In it, Friedlander, among ether 
things, recommended that hís group 
invest $50,000 in a 26 weeks' cam- 

paign the latter part of this year, 

supplemented by local efforts by in- 

dividual members, and local groups. 

"The recent broadcast," he said, 

"is no longer the experiment it was 

u hen opened ; rather it is conceded 

to have proven an important builder 
of good will that should have a place 

in every building and loan advertis- 
ing budget in the future. Results 

seem to prove conclusively that an 

association or group of associations 

cannot more profitably invest adver- 

tising funds than in sponsoring a 

program of real talent in a broad- 

cast." 
(Continued on page 39.) 
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Permeate Your Iogram with 

Your Poduces Personality 
Cleopatra 's Advertising Secret 

Is Disclosed by Herschell Hart 

F Cleopatra had been fortunate 
enough to have had radio at 
her command, the history of 
the world might have been 

vastly different. 
Cleo, it must be remembered, 

never failed to make the best of her 
opportunities, and she proved to 
posterity that she would have made 
an excellent writer of radio pro- 
grams, that is, if she ever got tired 
of the job of queening. 

Perhaps you remember that her 
messengers bore gifts to kntony. 
But Cleo was clever, far too clever 
to send just fine bits of gold and 
silver. She chose carefully those 
gifts so that-to Antony-they be- 
spoke a sender both beautiful and 
wise. In other words, all the time 
he was saving "thank you" to Cleo's 
chief Pon Bah who had guided her 
gift -bearing slaves to Antony's tent, 
he was thinking only of Cleo. 

It wasn't so much the worth of 
those gifts that sent Tony into a 

dream and set his brain awhirl. 
Those pretty presents gave that 
tough old warrior a picture of 
Egypt's first lady that he couldn't 
get out of his mind. \ll of which is 
by way of proving that Cleo would 
have been a first rate writer of ad- 
vertising programs for radio if she 
lived today. 

Cleo had the priceless idea that 
just any old gift, no matter how val- 
uable, was not enough. No sir! 
That gift must be such as to tell 
something of herself, it must depict 
a mood it must have a psychological 
reaction. 

flow valuable that same idea 
w ould be to a good many radio ad- 
vertising writers! 

\Vhat do we mean % Just this! 
flow many times have we seen an 
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Herschell Hart 

advertising man, in the throes of ar- 
ranging a radio program, listen to a 

dozen types of talent and programs 
and then decide on one because, to 
use his own words, "it's a good 
show." 

It is my humble opinion that "good 
shows," chosen for their good- 
ness alone, do not sell merchandise. 
That "good show" must be chosen 
because it means something, because 
it pros ides a mood or paints a pic- 
ture or forces a psychological reac- 
tion which will benefit the sponsor. 

More than a year ago I stumbled 
-perhaps that is the word-on the 
idea that many programs on the air 
were failures. At that time I didn't 
know why. Being a fugitive from 
the newspaper business, I was cu- 
rious. I set about to try to find out 
why some programs failed and 
others succeeded. Night after night 
I listened to programs, making men- 

tal wagers on the length of time 
they would last. I studied those 
programs from the listener's view- 
point. And I found out many 
things. 

Now please don't misunderstand 
me. I do not say that I -discovered- 
anything. Perhaps what I am about 
to say has been known by many fur 
a long, long time. But, personally. 
I haven't been able to run across any 
one who had thought of it before. 

sUPPOSE we look first at a few 
programs recognized as suc- 
cesses and see, if pos-ible. what 

made them that way. Of course. 1,.r 
obvious reasons, we shall not touch 
on those programs which have no: 
been successful. 

Let's look at the Jack Frost Mel- 
ody Moments. To start with, the 
theme song is sweet in tone cold 

and arrangement and the words are 
about the "sw eetest little fellow." 
Throughout the whole program. it 
seems to me, the most careful atten- 
tion is given to choosing sweet mt - 
sic-music and instrumentation at 
arrangement that leaves a nu. ,1 

pleasing taste with the listener. Per- 
haps it is too much to say that the 
program makes those who hear it 
want to go right out into the kitchen 
and eat sugar, but I think you will 
agree with me that there is some- 
thing about the show, some psycho- 
logical suggestion or reaction which 
is of greater benefit to the Jack 
Frost people than are the an- 
nouncer's plugs. 

Would you say that the jack 
Frost Melody Moments is just a 
program of good music with an- 
nouncements boosting the sugar in- 
serted, or would you say that it was 
a program designed to sell sugar 

(Continued on page 46.) 
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Selling Patriotism 
via Radio 

By Emma Perky Lincoln 
Radio Director, U. S. George Washington Bicentennial Commission 

cc HE President embarks at 

Elizabethtown. Thirteen 
master vessels and an escort 

of decorated barges, filled with 
prominent officials, are moving ma- 

jestically up the river. Bells are 
ringing, flags are flying. Hundreds 
of people are gathered on the shores 
shouting themselves hoarse with en- 

thusiasm. Hear that blast of can- 
non! The Stars and Stripes are 

going up the staff of the balcony of 
the Senate. Just a minute, folks. 
and we will tune in on the first in- 
auguration speech of the first Presi- 
dent of the United States-George 
Washington. This is station U. S. 

.\. broadcasting, April 30, 1789." 

So might one of the popular an- 
nouncers of this generation have 

broadcast to the world the events in 
the life of the "Father of His Coun- 
try." whose two hundredth anniver- 
sary is to he celebrated nationally 
next year. 

In contemplating the elaborate 
plans for the celebration and the 

part which radio will play in them, 
one wonders if any extravagant 
dream of our forefathers might even 

have hinted at the strides which 
science would make in the two cen- 

turies since that day. Today, a 

speech commemorating the battles of 
Lexington and Concord is heard in 

every corner of our broad land. The 
actual news of the event was days 

in reaching the furthermost col- 

onies. 
Up to 1770 the fastest post -riders 

could get a message from New York 
to Charleston, S. C., in ten days, 

weather and roads permitting. In 
winter it took six weeks to get a 

message through from Boston to 
Philadelphia, and tvx enty-eight days 

from Charleston, S. C.. to Norfolk, 
\ a. But by 1771, according to one 

of our best historians, the "step 

Scplcuuber, 1931 

Congressman Sol Bloom 

lively era". had commenced. The 
public demand for hurry as a prime 
consideration. in travel had become 
so marked that the trip from New 
York to Philadelphia could be made 

in a clay and a half. 
The personal appearance of the 

President on his tours was heralded 
for weeks ahead, in order to gise 
the citizenry of the outlying dis- 
tricts a chance to actually see and 
hear the man they so revered and 

detector-- 
N DISPUTABLE evidence of 
violations of the broadcasting 

regulations will be presented by 
the Federal Radio Commission 
when it next has occasion to order 
any station from the air. With 
specially built equipment, consist- 

ing of a powerful receiving set and 

a recording machine, records simi- 
lar to phonograph records can be 

obtained of any broadcast. These 
records will provide verbatim evi- 
dence, admissible in court, at a 

cost far below that of a steno- 
graphic record. 

loved. These personal appearances 

served to bring home to the public 
mind the existence and reality of a 

central government which to many 

persons, especially those living in 

the interior, must have seemed 

shadowy and distant. 

\mericans today, removed by the 

centuries from the stirring events of 
the days which brought our nation 
into being, may experience ín this 
coming celebration a closer contact 
with the heroic lives of our fore- 
bears. Studying the life and achieve- 

ments of our great hero, George 
Washington, will re -awaken in our 
hearts the inspiration and patriotism 
which made possible the country in 

which we live. It is through radio 
mainly that this will be possible. 

Radio is the medium which will 
"sell" this patriotic enterprise to the 

\merican public. 
Thousands of words have been 

published about the plans for the 

celebration, but it is through the me- 

dium of radio that the most exten- 
sive enjoyment of our far-reaching 
program will be realized. The radio 
stations of the country hale volun- 
teered their complete cooperation in 
spreading the news of the celebra- 
tion, and also in participating whole- 
heartedly in the program activities. 
The major radio systems, as well as 

the independent stations, are giving 
of their time and facilities and will 
continue to do so through the cele- 

bration period. Radio stars have 

dedicated their talents to the cause. 

In fact, from February 22, 1932, to 
Thanksgiving Day the ether waves 

will be fairly, red, white and blue 
with patriotism. 

The Bicentennial celebration is 

unique in that it is a celebration to 

be taken to the people, rather than 
the people to the celebration. This 

(Continued on page ?1) 
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Advertising Specialties 
as Broadcast Auxiliaries 

Are Discussed by E. P. H. James* 
Sales Promotion Manager, NBC 

IIE success of broadcast ad- 
vertising has been based upon 
listener good will, and with all 

its amazing commercial develop- 
ments it has retained this aspect in 
very strong measure. Those of us 
in the broadcast advertising business 
are not alone in fee:ing that radio 
is the strongest good will medium 
available to advertisers today. Radio 
is a door -opener, an oiler of reluc- 
tant hinges. 

On the other hand, there is no 
question that broadcast advertising 
has become a real sales medium. It 
has not stopped at good will. It 
has proved its ability to sell goods. 
This does not necessarily mean that 
the entire sales story has been 
crammed into the radio announce- 
ment. \Ve have found other ways. 

One of the devices used by radio 
adtertisers who are looking for di- 
rect sales resu:ts. is to obtain a list 
of prospects for follow-up, by of- 
fering listeners a sample, a booklet 
or a novelty. The particular item 
offered is chosen to bring replies 
either from a limited group or from 
a general cross-section of the entire 
audience. The product itself will 
determine which type of response is 
desirable. 

It is in this connection that the 
use of advertising specialties in 
conjunction with radio programs has 
seen its greatest development. It 
is probably true to say that many 
broadcast advertisers have used this 
means to profit from one of the ele- 
mentary traits in the human make- 
up-the desire to get something for 
nothing. 

At the present time a great va- 
riety of articles are being offered 
the radio listeners: in some of our 
studies we have divided these into 
ten or a dozen different classifica- 
tions. However, for our purpose it 

Excerpts from an address before the 
Advertising Specialty National Associa- 
tion, in New York City, June 16, 1931. 

E. P. H. James 

might perhaps be better to consider 
them under two general readings : 

samples, and miscellaneous novelties. 
Naturally there are a number of 

advertisers who could not possibly 
offer a sample of their products and 
there are others who are not in 
falor of a sampling policy. Ilow- 
ever, some NBC advertisers who 
are offering samples at the present 
time or who have done so recently, 
include: Cream of Wheat, Green 
Brothers (Tastyeast), Edna \Val - 
lace Hopper, Kellogg's (Kaffee 
Hag), Lever Brothers, Pepsodent, 
G. Washington Coffee, \Vheatena. 
Calsodent, Palmolive, Gold Dust, 
Pond's Extracts. Neet. Patch's Cod 
Liver Oil, Penick & Ford (\ ermont 
Maid Maple Syrup), Smith Broth- 
ers and Wild Root. 

During the past year Tastyeast 
has sent out more than half a mil- 
lion samples of its product. Edna 
\\ allace Hopper received approxi- 
mately 400,000 requests for samples 
during a six months' period. (Not 
all sample offers have such large re- 
sponses. but there are quite a few 

accounts who are dealing in fair- 
sized quantities.) 

However, many of ;ou are prob- 
ably more concerned about hearing 
of those advertisers svhose radio 
offers consist more definitely- o 
what are commonly termed "sptcia_- 
ties"-a description which after all 
covers a large variety of item_. A 
good deal of ingenuity has already 
been displayed by several advertis- 
ers in picking specialties which have 
been very popular with the radio 
audience but my personal feeling is 
that we need more and better ideas. 

Before I get very far along there 
lines, I find it necessary to throw a - 

little cold water on the situation. The 
NBC does not permit advertiser. to 
have the audience send nu mey or 
stamps for articles, and on the face 
of it that seems to rule out any n v- 
elty which costs more than a er% 
few cents. A few advertisers have 
overcome this to sonic extent 1v re- 
quiring listeners to send in package 
tops or cartons. so that each request 
at least indicates an actual purchase 
of the product and undoubtedly 
justifies a slightly higher expense 
acknowledging the request. 

However, a bigger field exists _ r 
those units which are small enout, 
in themselves to permit a wide dis- 
tribution without undue cost. 
should also explain that the Na- 
tional Broadcasting Company sloes 
not a:ways encourage mail offers. It 
all depends upon the type of prod- 
uct. Indiscriminate offering of nov- 
elties is sometimes an expensive and 
altogether unproductive idea which 
merely boosts the personal pride of 
an advertiser in having a lot of let- 
ters from the audience. tyithutu 
boosting his sales. Our merchan- 
dising department endeavors to give 
counsel to advertisers which will 
help them determine just how radio 
tie-ins should be used. 

Very often it is not necessary to 
(Continued on page 30.) 
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SHY PROGRAMS FAIL 
An Analysis by C. M. C. Raymond* 

Commercial Director, KHJ, Los Angeles 

T is unusual to speak of failures 
in radio in this day when prac- 
tically everyone comments on 

the phenomenal success of this or 

that broadcast. One is inclined to 
believe that eNerything connected 
with radio is successful. 1s a mat- 
ter of fact, most radio programs are 

successes. But we have the fail- 
ures. as well-only some of us are 

not big enough to admit it. 
Radio ís the modern means of 

communication. the same as the air- 
ship is the modern means of trans- 
portation. It is an undeniable fact 
that when we speak of radio as a 

medium, there is nothing to compete 
with it from the standpoint of char- 
acter, spirit. coverage, acceptability, 
impressiveness. influence, low cost 

and results. It is something less 

than eleven years since the first com- 
mercial radio broadcast was given 
over radio station KDKA Pitts- 
burgh. To be exact, that initial 
broadcast was presented on Novem- 
ber 2, 1920. Since that time the 

growth has been phenomenal, as evi- 

denced by the $100,000,000 spent 

annually for broadcasting. 

It was to be expected that any- 
thing so phenomenally powerful and 

successful as radio has been would 

be subject to abuses. Anything that 
spells success ís subject to attack 
from within and without. There- 
fore, perhaps no one was surprised 
when abuses made their appearance. 

And naturally, abuses produced fail- 
ures-partial or complete-many 
more than there was any need for. 
In passing. it is noteworthy that the 

president of one of our foremost 

international advertising agencies 

only two years ago specifically re- 

ferred to radio as a supplemental 

medium, whereas today this same 

executive in no uncertain terms de- 

fines radio as a full-fledged major 

medium. This is but one of the 

many indications of the unparalleled 

growth and importance of radio and 

An address delivered before the radio 
departmental of the 28 th amnnot conven- 
tion of the Pacific Advertising Clubs' As- 
sociation. Long Beach, California, June 
24. 1931. 

its place in the commercial world. 
I have tried for some time past 

to ascertain the viewpoint of vari- 
ous indiliduals; that is, sponsors of 
radio broadcasts and their represen- 

tatives, and I have put this question 
directly to them, namely: "What are 

some of the common practices that 
detract from the effectiveness in pro- 
duction and presentation of radio 
broadcasts?" The consensus of 
opinion. boiled down to the simplest 
phraseology, is expressed in the 

following ten major replies: 
Lack of knowledge. That is, 

many ad\ertisers attempt to do 
something with too little dependable 
information on which to base their 
action. 

1 oo many attempt to build, or 
have created for them, programs 
which will please anybody but the 
listening public who, after all, they 
are trying to interest. 

Inclusion of too much advertising 
material. 

Buying the station time and talent 
rather than merchandising ideas. 

Trying to do the studio's work 
rather than using the assistance of a 

trained and experienced radio staff. 
A tendency to purchase big names 

for a broadcast. By this is meant 

that money is being spent to in- 
crease the prestige of a performer 
rather than the program itself or the 

product or service offered for sale. 

Not enough care is given to con- 
sideration of radio as a medium. 
By this is meant that very few spon- 

sors have sufficient information in 
advance of a given broadcast to 

know what it is all about. 
Failure of the sponsor or his ad- 

vertising representative to convert 

the merchandise idea into entertain- 
ment without losing the advertising 
punch.' 

Failure to back up properly the 
radio program with an adequate ad- 

vertising job and follow through, or 
take advantage of tie-ins with other 
mediums. 

Financing is one of the stumbling 
blocks in radio. There is a tendency 
to consider time and talent the only 
costs. This is not true for there 
must be enough money to do the job 
right. 

O avoid pitfalls and build a suc- 
cessful radio program, there are 

a .few definite rides which govern 

the production of broadcasts and 

which, if followed through, will in 

the great majority of instances really 
produce the results desired and 

thereby avoid failures. 
These are the items to be remem- 

bered : 

1ttention-compelling power. At- 
water Kent was the first to achieve 

that quality in programs by present- 
ing outstanding operatic stars. 

Continuity-or a sustaining power. 
This means recognizing a good per- 
formance and employing the same 

sustaining artists. Popular artists 
are to be retained regularly. 

Distinctiveness. The presentation 
must be of a character different 
from other programs, by discovering 
artists in the realm of music, the- 
atre and opera. 1fter all, it is 

distinctiveness that makes a first 
class broadcasting feature. If you 

are fortunate enough to select a good 

feature, one that has no similar com- 

bination on the air, success is yours 
and your worries are oler. 

Fitness of program is achieved by 
(Continued on page 38.) 
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The necessity for a standardized rate card is not open to question. Advertisers, advertising 

agencies, station representatives and the officials of radio stations have all suffered from its lack. 

In the following article, Mr. Hill suggests one solution. Broadcast Advertising would like to know 

your reaction, favorable or otherwise, and will be glad to publish arguments for or against its 

general adoption by the industry. 

LET'S STANDARDIZE 
OUR RATE CARDS 

THIS article is addressed to radio 
station directors, commercial man- 
agers or to those of any other title 

who may be responsible for the quota- 
tion of station rates. 

HAVE you ever given any 
consideration to the agency 
men whose duty it is to de- 
termine the rates applying 

to a certain period of time or form of 
announcement on a group of sta- 
tions throughout the country? \p- 
parently none of us has or the meth- 
od of quoting rates now used would 
have been thrown into the discard 
long ago. 

Without doubt the radio station 
rate situation today is one of the 
greatest drawbacks to the develop- 
ment of spot broadcasting, and I 

am not concealing the fact that spot 
accounts are the most profitable 
business on the air today. Thus we 
station managers are doing our ut- 
most to drive from our doorsteps 
the goose with the golden eggs. 

I know of no stations that are 
exempt from criticism in this re- 
spect. In fact, the larger the station. 
the more difficult it is to ascertain 
its rates from the complicated maze 
of '`information'. shown by its rate 
schedule. 

Let's consider one angle, for ex- 
ample, the division of hours. Rates 
on some stations are divided into 
two classes. those applying to time 
before 6:00 p. m. and after 6:00 
p. m. Other stations have set their 
time changes at 7:00 p. ni. Some 
have dil ided the day and evening 
into three or four periods to govern 
rate changes. Naturally there are 
reasons for all of these, but they 

Says Ted Hill 
Director, Radio Station WORC 

further complicate the rate situation 
and are therefore undesirable. 

Or consider announcements-this 
business is likewise desirable and 
profitable to some stations. But just 
try to get at the announcement rates 
for a group of stations. Some quote 
rates for announcements of twenty- 
five, fifty or one hundred words; 
others have announcements of one 
minute on more by the day or week; 
and in some cases rates are based 
upon the number of times the an- 
nouncement is used within certain 
fixed periods, etc., etc. 

Time signals, weather reports and 
other similar service feature's also 
are variously quoted, hardly any 
two stations quoting alike. 

The use of electrical transcrip- 
tions is another matter in which 
there is much variation. Many sta- 
tions quote regular time rates but 
some add a service charge, while 
certain stations increase regular 
rates as much as 100 per cent w hen 

transcriptions are used. Certainly 
we could not make it much more 
difficult for an advertiser to use 
spot broadcasts. 

Ht )\\'EVER. as serious as the 
situation is, in my opinion it 

is n o t beyond correction. 
Naturally it means a giving way 
here and there of a few "not .o 
important" pet theories, as for ex- 
ample the worth of this, that and 
the other time of day. 

This should not be difficult. for 
any argument in support of such 
theories is easily countered by other 
arguments equally as sound. As a 
beginning. then, suppose we take the 
question of hours and decide ar- 
bitrarily that day rates shall app:y 
to all periods up to 6:00 p. m. and 
after 11:00 p. in., with night rates 
from 6:00 to 11:00 p. m. 

Next we may consider entertain- 
ment programs. These comprise 
features designed primarily to en- 
tertain and which contain but a rea- 
sonable amount of commercial talk. 
They may be musical, educational 
or dramatic in nature. Rates for 
these may be quoted on the basis of 
one hour, one-half hour, one -quar- 
ter hour, ten minutes and five min- 
utes and from one to fifty-two time; 
both before and after 6:00 p. m. 

Commercial talks are next in 
order and may be quoted on the 
basis of five, ten and fifteen min- 
utes and from one to fifty-two times 
before and after 6:00 p. m. 

Announcement rates may be 
standardized, quoting on the basis 
of one-half minute. one minute, twc, 
and three minutes before and after 
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6:00 p. m. and on the basis of from 
one to three hundred times, t5 hich 
would cover every practical need. 
T h e one - half - minute announce- 
ments, for example, would provide 
for the quotation of rates for fifty - 
word announcements on station 
breaks between chain programs. 

The foregoing would also serve 
to provide rates in those cases 
where the requirement is for rates 
on announcements used several 
times daily. Thus the rate for one 
announcement daily for six months 
may also be the rate for announce- 
ments used twice daily for three 
months. 

Service features, such as time sig- 
nals, weather and temperature re- 
ports, flying weather conditions, etc., 
may readily be standardized on the 
basis of fifty words commercial con- 
tinuity. That this is practical is 

e.idenced by the fact that most sta- 
tions now quote on this basis. Some 
stations, however, stipulate thirty- 
five, forty or sixty words as the 
amount of continuity acceptable. 
These may be quoted before and 
after 6:00 p. m. with rates based on 
contracts for one, three, six, nine 
and twelve months. 

It is my firm belief that the fore- 
going covers about ninety per cent 
of t h e information required by 

agencies and representatives and if 
thus quoted would save about that 
per cent of time now spent in ob- 
taining such information from sta- 
tions. 

By carrying the idea to its logical 
conclusion a "key" could be -used, 
so that each type of broadcast -,a-¡ 11 

would carry a special designatini, 
permitting anyone looking up rates 
to determine exactly the classifica- 
tion desired, and by quick reference, 
the rates applying thereto on any 
desired group of stations. 

Thus a publication printing the 
rates of various stations would pub- 
lish the "key" in the fore part of the 
station rate directory something as 
follows: - 

Key to Rate Quotations for the 
Following Designated Services 

A Entertainment Programs 
6:00 P. I. to 11:00 P. 31. week days and 1:00 

P. M. to 11:4111 P. 31. Sundays. 
A -1- 1 hour 
.t -14 hour 
A -:t-fit laaar 
A .4-16 minutes 
A 5--- 5 minutes 
Before 6:00 P. M. and after 11:00 P. 51. reek 

days: before 1:00 P. M. and utter 11:00 
P. 3I. Sundays 

A -6--- 1 hoar 
A .7-' hour 
A .8.-,A hour 
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A -11--10 minutes 
t-10- 5 minutes 

Electrical Transcriptions 
t -11 -Percentage above regular lates 
0.12 -Turn ta hies 
1.13 -Restrict lona 
B Talks 
6:00 P. 3I. to 11:00 P. 3I. week days and 1:00 

P. M. to 11:00 P. M. Sundays 
B -1-15 minutes 
14 -2-10 minutes 
it -3- 5 minoiea 
Before 6:00 P. M. and after 11:00 P. 3I. week 

days and before 1:01 P. 3I. and after 
11:00 P. 31. Sundays 

B -4-15 minutes 
It -5-10 minutes 
B 41- 5 minute» 
C Announcements 

After 6:00 P. 31. dally ISre C-11) 
C -1- :1 minute' 
C -2--- 9 minutes 
C -3-I minute 
C -4 44 minute 

Before 6:00 P. AI. dally (See C-11) 
C S minutes 
C -1-- 2 minutes 
C .7- 1 minute 
C -8-íf. minute 
C -0-Type of entertainment used in regular 

announcement programs 
C-10-Caual announcement periods 
C -11 -Sunday announcements 
D Service Features 
6:00 P. 31. to 11:00 P. M. week days, 1 :00 P.. 11. 

to 11:00 P. II. Sundays 
I) -1-Time signals 
D -2-11 eather reports 
Ii 3- dying weather reports 
D -4-Temperature reports 
Before 6:00 P. M. and after 11:00 I'. 31. week 

days; before 1:00 i. 31, and sifter 11:110 
P. 31. 8tmdnye 

-5-Tlme signals 
-6-weather reports 
-7-Flying weather reports 
-8-Temperature reports 

Special Features 
-1-News reports 
-2-Stock quotations 
-3-Farm market reports 
-4 -Women's feature 
-5---Sports reports 
-1k--Children's tea titre 
-7-Morning exercise periods 

Talent 
Charge per one-half hour program, Including 

rehearsals, per person 
I' 
F 
P 
P 
P r 
Ir 

o 

li 

c 
H 
H 

H 

It 

H 

-1-Instrumental (group) 
-2-Instrumental (solo) 
-3--Vocal (gronp) 
-4-Vocal (solo) 

A ccompa nlat 
41 -Organist and organ 
-7 -Dramatic player, 

Discounts and Commissions 
-1-Amount to recognized advertising agencies 
-2 -Cash discount 
.3-Commlasion on ,talent 

Contract Regulations 
I --hates include time on the air, facilities of 

the station in arranging programs. pre- 
paring announcements, securing talent. 
services of staff announcers. and blanket 
tees charged for copyrighted music. 

-2-Rates do not Include talent. traveling ex 
penes. tolls and mechanical exptensee 
for remote control. or other extras. 1-I[ advertisers prepare their own announce- 
ments or provide their own talent, these 
must be approved by the station well in 
advance before hredtttsting. 

-4-Periodic broadcasts must 1w contracted for 
in advance and broadcast at least once 
a week to earn peritsl discounts. 

-5-Stations reserve the right to reject any 
broadcast which might mislead radio 
listeners, which is against state or goy- 
ernmeat regulations, or which Is not in 
keeping with the policy of the station. 

-6-No contracts accepted for a period of 
more than one year. 

CONTRACT regulations may 
he uniform with notation of 
exceptions (as is now clone in 

the station rate directory of BRO \D- 

C.ST \DVERTISING). 

Using this method of quoting, the 
rate schedule of the station with 
which I am associated would appear 
somewhat as follows: 
A 1 Ti. 4 'ri. 1:1 Ti. 20 Ti. 30 Ti. 5e Ti. 
A 1 ... 130.00 138.60 120.00 114.00 105.00 102.00 
\ -2... 65.00 80.00 70.00 66.50 03.00 59.50 
.4 1... 45.00 43.50 40.00 38.00 30.00 34.00 
A -4... 35.00 33.50 36.0) 28.30 27.00 25.50 
\ -5... 25.00 23.50 20.00 19.00 18.00 17.00 
A -6... 100.00 94.00 80.00 701.00 71.00 64.00 
A -7... 00.00 55.00 45.00 42.73 40.50 34.25 
A -8... ::0.00 28.10 25.00 21.7.5 22.50 21.25 

F,-S-AVaitable 
1.1.6 -.available 
6.7 -Not available 

V-5-$10.00 
25.10 

F-7- 10.00 

-9... 20.00 18.00 15.00 14.75 13.10 12.75 
\-10... 15.00 13.25 10.00 0.50 0.00 8.50 
A -11 -Regular station rates charged 
A -12 -Double torn tables, 78 and :13Kí r.p.m, 
\-13-No limitations 

B 1 Ti. 4 TI. 13 Ti. 20 Ti. :WTI, 52 T1. 
B -1... $75.00 $71.50 5115.00 $61.00 $00.00 550.00 
I1 -2... 60.00 57.00 50.00 46.00 45.00 44.00 
R -3... 4/1.00 87.01 30.00 26.00 25.00 2-1.00 

It 4... 50.10 411.00 47.50 45.00 44.00 43.00 
11 5-... 33.00 34.00 32.50 30.00 20.00 28.00 
11 41... 25.00 24.00 22.50 20.00 111.151050 18.00:400 

C 1 Ti. 4 TI. 12 Ti. 23 TI. 75 Ti. Ti. Ti. 
C -1.... 30.00 20.00 27.50 24.00 21.00 18.00 14.00 
(.' .2.... 25.00 24.00 22.50 20.00 17.00 14.50 12.00 
C -3.... 20.00 19.00 18.0) 10.00 13.00 11.00 10.00 
C -4.... 15.00 14.7,0 14.00 13.50 12.110 10.00 9.00 
(1 -G.... 20.00 10.00 17.50 15.00 13.00 11.00 10.00 
C -6.... 15.0) 11.00 12.50 11.1so 11.(0 10.0) 0.00 
12 -7.... 10.00 11.00 7.70 0.50 6.00 5.50 5.00 
p -8.... 7.50 7.25 5.50 6.00 5.00 4.75 4.50 
(t .0 -Phonograph records before 6:00 P. 31.: 

electrical transcriptions after 6:00 P. M. 

C-10-1030 to 11:00 X. 31. and 1:00 to 2:00 P. 31. 

C -11 -Not accepted 

D 1 Mo. 3 Mo. 6 )1o. 0 3ío. 12 Sto. 

D -1 $175.00 $150.00 $140.00 $135.00 $125.00 
11 -2 175.00 150.00 1.01.00 135.00 125.00 
D -3 185.00 100.00 150.00 145.00 135.00 
I) -4 175.00 1.50.00 140.00 135.00 123.10 
D -5 1710.00 135.00 125.00 120.00 115.00 
D -ti 150.00 135.00 123.101/ 120.00 115.00 
D -7 10).00 145.00 135.00 130.00 125.00 
I) -8 150.00 135.00 125.00 120.00 115.00 

E 
E -1 -Ave liable 
F.-2-Avaltable 
F7 -3 -Av a l la Me 

F] -4-A va liable 
F 
F1-$ 7.70 
P-2- lo.o)-sí5.00 
1'.:- 12.50 
F-4-- 12.50-$15.00 

o 
G-1-15% 
G-2- 2',. for payment 10th of month following 

broadcast 
C-8-1504 
R --Genera I 

At this point someone will ask 

the reason for printing the "key - 
separately. \\ ell, this is just an- 

other step toward simplification. 
Thus a time buyer looking up rates 
for an entertainment program for a 

quarter-hour period before 6:00 
p. in. refers to the key and finds the 
key reference feu- that period is 

"A-8" and that is the one thing he 

need refer to under the various sta- 
tion rate schedules. 

Otherwise it would be necessary 
ill every instance to look under each 
schedule, first for the time division 
and second for the time period, 
hence a fifty per cent saving in time. 

There are a number of other ad- 

vantages to the use of the key which 
must be obvious. It- is quite evi- 
dent that with all stations following 
this procedure_ the work of the time 
buyer would be immeasurably sim- 
plified and expedited and the likeli- 
hood of contracts being placed en- 
hanced to that extent. 

Let us take a practical example : 

Mr. Jones wishes to learn the cost 
of one -minute announcements daily 

for one month over a certain group 
of stations. Referring to present 
rate schedules, this is .v hat he finds: 
Station A gives only fifty -word an- 
nouncements; Station B gives only 

200 -word announcements; Station C 

(Continued on page 26) 
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Little Stories 
from Real Life 

The Story of the 
Office Conference 

By R. L. Harlow 
Assistant to the President, YANKEE NETWORK. 

Scene-President's office, A-1 Furniture Company 
President-As we are planning an extensive radio 

campaign, I have asked you heads of departments to 
meet me here that I may have the value of your ideas 
as to our program. 

This is Mr. Smith who represents our advertising 
agency and I knew he, too, would be glad to hear from 
you. 

Head of Shipping Department-Mr. President, I 
think it's a great idea-I suggest we have a lot of 
music. The folks out my way like a lot of music. 

President --Very good suggestion. 
Head of Billing Department-Don't you think we've 

got too much music on the radio? Of course, I don't 
know much about it but I like a good straight talk. 
You know, something you want to listen to. 

President-We'll make a note of that. Who is next ? 

Head Stenographer-You asked for ideas, so here's 
mine. I think talks is awful. You know, it ain't got 
any appeal any more. Can't we have a jazz team so 
people would know we was alive? 

President-That's an angle to be considered of 
course. Mr. Smith, you are getting these thoughts. 

Mr. Smith-Oh, yes indeed-very helpful so far. I 
assure you. 

President-Good-well, let's get on. 
Head Salesman-I don't want to butt in-but I heard 

a swell program last night-let's see, I've forgotten 
the station, but it was er-you know-lively and in- 

teresting-see-the kind you remember. When I Ilea: - 
it, I said to my wife-that's the kind of a program the 
boss ought to have. 

Mr. Smith-Perhaps you recall who sponsored the 
program? 

Head Salesman-Well, to tell you the truth. I 've 
forgotten what they was advertising, but it was a swel 
program at that. 

President-You better look that up, Mr. Smith. 
Mr. Smith-I've made a note. 
President-Well, we're really doing splendidly. ti\ ho 

has got any other suggestions? 
Secy. to Pres.-Could I make a suggestion? 
President-Why, certainly. 
Secretary-Would it be possible to get Rudy 

Vallee? 
President-My, my, you can always trust the ladies 

to be romantic, can't you, Mr. Smith? Still. it's an 
idea. Are there any others? If not, I want to thank 
you all for your cooperation. I'll let you know when 
our first program goes on the air so that you will each 
have the opportunity of bringing me your criticism_. 
(All exit.) 

There you are, Mr. Smith-that's what comes of 
having an efficient staff. Now, if you'll just incorpo- 
rate in your plan these ideas which have been sug- 
gested, I'm sure our program will be a great success. 

Mr. Smith (weakly)-I'm sure it will. (To him- 
self) If that son of mine ever grows up to be an adver- 
tising man --I'll lam out of him. 

"Broadcast Advertising" Ap- 
points S. N. Koch as Adver- 

tising Manager 
SN. KOCH has been appointed ad- 

vertising manager of BROADCAST 
AM ERTI SING, succeeding Ray S. 

Launder, who is now associated with 
James Kiernan in the firm of Kiernan - 
Launder Associates, Inc., New York, 
radio station representatives. 

Mr. Koch brings to his new position a 
wide background in publication advertis- 
ing. For the past few years he has had 
complete charge of the promotion and ad- 
vertising for the Byams Publications, Los 
Angeles, publishers of "Radio Dealers' 
Blue Book," "Radio Doings" and "West- 
ern Music and Radio Trades Journal." 
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Census Department Issues Fig- 
ures on Seven More States 
IGURES released by the Depart- 
ment of Census show that on \pril 

1, 1930. Oregon had 267,690 fam- 
ilies, with 116,299 radios, or 43.5 per cent. 

Ohio figures show that 1,700,877 fami- 
lies reported 810,767 radio receivers, or 
47.7 per cent. 

In Rhode Island. 94.594 families, or 
57.1 per cent of the total of 165,811 fami- 
lies, owned radios. 

Out of Missouri's 941,821 families, 
352,252, or 37.4 per cent, had radios. 

Minnesota families totaled 608,398, of 
whom 287,880, or 47.3 per cent, were set 
owners. 

In Washington State, the 426,019 fami- 
lies included 180,229, or 42.3 per cent who 

owned radios. 
North Carolina showed 72.329 families 

owning sets, or 11.6 per cent of the state's 
645.245 families. 

Bar Association Opposes 
Fess Bill 

THE Fess Bill, setting aside 1; ter 
cent of all broadcasting facilities 
for educational purposes. would 

ruin "the finest broadcasting system in the - 
world," if it were made a law. says a 
report filed with the Federal Radio Com- 
mission by the Standing Cotnmittee on 
Communications of the American Bar 
Association. The report also takes a defi- 
nite stand against any "reform" of the 
American system of individual enterprise 
to the system of governmental control. 

Broadcast Advertising 
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SELLING PATRIOTISM 
VIA RADIO 

(Continued from paye 15.) 

is the first time that patriotism has 
been sold to the country by means 
of radio and never before has such 
a large undertaking been possible. 

The efficacy of radio was tested in 
this work as far back as February 
22, 1927, when President Coolidge 
broadcast the first message regard- 
ing the Bicentennial Celebration to 
the nation. At that time in his ad- 
dress before the customary joint ses- 
sion of Congress. he touched upon 
the George 1\ ashington Bicenten- 
nial Celebration, saying that the 
Commission appointed two years be- 
fore had directed him to remind the 
people of the United States of the 
reason and purpose of holding this 
celebration. President Coolidge 
called for suggestions concerning 
plans for the proposed celebration 
and expressed the hope that the 
states and their political sub -divi- 
sions under the direction of their 
governors and local authorities 
would soon arrange for appointing 
commissions and committees to 
formulate programs for cooperation 
with the Federal Government. 

The United States Commission 
for the celebration of the two hun- 
dredth aniversary of the birth of 
George IN ashington was created by 

Congress, has the President of the 
United States for its chairman, and 
is directly under the supervision of 
its associate director, Congressman 
Sol Bloom of New York. 

ADIO has been constantly 
utilized in "spreading the 

news." The members of the Com- 
mission and other officials have 
made many addresses over the air. 
Congressman Bloom has broadcast 
innumerable addresses made to 
patriotic and other organizations, in- 

cluding the Sons of the American 
Revolution, the Daughters of the 
kmerican Revolution, the George 
Washington Masonic National 
Memorial Association, and others. 
Each successive broadcast has 

brought floods of letters from all 

over the country, inquiries for in- 

formation and literature and re- 

quests for suggestions on how the 

various communities can best par- 
ticipate in the great celebration. 

The experiences have served to 

impress us with the importance of 
radio in bringing to the people not 

\ 

only news of how plans are pro- 

gressing over the country, but of the 

actual enjoyment of the celebration 
once it is under way. 

Because of radio there is simply 

no limit to the extent of the actual 
participation possible. It is the in- 

tention of Congressman Bloom and 
the other members of the Commis- 
sion to really take the celebration to 
every nook and corner of the nation 
where there is a radio set. 

A series of programs is being 
made into electrical transcriptions- 
plays depicting scenes from the life 
of \\'ashington, music of the colonial 
period, patriotic addresses made by 

the noted speakers of the country- 
so that the smaller stations, having 

no contact with the big chains, may 

have an equal opportunity to serve 
their communities with celebration 
features. 

Observed from any standpoint. it 

is certain that the two hundredth 
anniversary celebration of the birth 
of George Washington will go down 
in history as the biggest national 
celebration ever achieved, and its 

success will be due to the publicity 
possible through radio broadcasting. 

W3XK to Combine with WMAL 
TELEVISION station \V3XK. at 
Jl Wheaton, Md., will be moved into the 

studios of \\ MAL, Washington, D. C., 
to offer sight and sound programs, it has 
been announced by D. E. Replogle, vice- 
president of the Jenkins Corporation, 
Passaic, N. J., owner of station \V3XK. 
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Predicts Television Will Be 
Greatest Advertising Medium 

A D I O communication of 
both sound and sight will 
eventually make that com- 

bination the most powerful medium 
for sales stimulation." says Edgar 
Felix in his latest volume, "Televi- 
sion, Its Methods and Uses." 

This hook, published by the Mc- 

Graw-Hill Book Company and the 
August selection of the Scientific 
Book Clúb, reviews the methods of 
television, the equipment employed 
for transmission and reception and 
outlines how the new medium will 

be used in serving the public. Al- 
though the fundamental processes of 
television are described, it is not a 
technical book but designed to appeal 
to the interested layman. 

The author, who was intimately 
associated with the development of 
commercial broadcasting as a mem- 
ber of the original staff of WEAF, 
seems to anticipate that advertising 
by television will tend to overshadow 
its entertainment and educational 
uses. He says: 

"Television will find a complete 
structure ready to commercialize it. 
Broadcasting stations have, organ- 
ized personnel and established con- 
tacts in the advertising field, the 
advertising agencies have specialists 
in handling radio problems for their 
clients, and the advertiser is already 
accustomed to radio as a medium of 
approach to the public. Consequent- 
ly, there will be no long period of 

adjustment and development. Ad- 
vertising will he ready for the visual 
medium long before the medium is 

ready for advertising." 
"Television," he continues, "per- 

mits the extension of human inter- 
est to the advertising announcement 
and the use oí. subject matter far 
beyond the scope of sound alone. 
An interesting speaker, aided by 
models, photographs, diagrams and 
the product itself, can present even 
a technical story in two minutes 
which can be grasped by the average 
mind without conscious, effort. He 
can get over. more information in 

that time than could safely be em- 
bodied in ten advertising pages." 
' Just when television will be ready 
to take its place -in the advertising 
and entertaiment world, Mr. Felix 
does not sa). In his final paragraph, 
however, he concludes that "the 
problems of television are not insup- 
erable, nor are they more difficult 
than those which faced the inventors 
of any generally accepted entertain- 
ment or communication device. 
Their solution will have the inher- 
ent simplicity characteristic of 
every practical invention. We are 
familiar with so man) elements of 
the ultimate television system that it 
is no strain to prognostic powers to 
predict that television is 'just 
around the corner.' The probabil- 
ities are, however, that most of us 
are congregated hopefully on the 
wrong corner." 
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CUTTING THE CLOCK 
TO PIECES 

(Continued front rage 12.) 

ture in any other medium. 
But the present-day tendency of 

advertisers to cut the clock to pieces 
and sponsor spasmodic shows of 
five, ten, or fifteen minutes-is cer- 
tainly doing things to the listener. It 
is putting a hodge-podge, a garbled 
and scrambled hash of radio pro- 
grams into his loud speaker which 
is rapidly making radio a distract- 
ing annoyance rather than an ap- 
preciated entertainment. And I'm 
wondering if we all shouldn't con- 
sider the effect of the present-day 
tendency to cut the clock to pieces 
on the radio audience-the only peo- 
ple to whom we can look for sales. 

RA DIO sets have always been 
sold on the basis of entertain- 
ment, education and culture. 

Probably so will they always be sold. 
Even today when a prospect walks 
into a radio shop to consider a re- 
ceiving set, the salesman talks in 
terms of the Atwater Kent Hour, 
the Rochester Symphony Orchestra, 
Walter Damrosch's work to the 
school children-that salesman say- 
ing nothing about the fifteen -minute 
programs except those which have 
become established features through 
their frequent appearance. He sells 
his instrument, and the listener buys 
it, on the basis of entertainment to 
be received. Most of such enter- 
tainment is still to be found during 
the evening hours and on Sunday. 

Time was when by far the major- 
ity of radio listeners would turn the 
set to one station and leave it there 
for two or three hours, since they 
knew that, for them, that station 
could supply the entertainment they 
most appreciated. It was that ap- 
preciated entertainment (made up 
of programs that were usually at 
least thirty minutes in duration) 
which created the acknowledged 
habit among listeners of reaching 
for not more than two stations. 
Most people adhered fairly definitely 
to one station, then held as second 
and third preferences about two 
more stations-seldom listening to 
more than those three. 

Of recent months the tendency 
has been toward the broadcasting of 
short fire, ten and fifteen -minute 
shows-for the most part spasmod- 
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ic. By that I mean not more f re- 
quent than once or twice a week. 
This tendency for cutting the clock 
to pieces has loaded the receiving 
set with a chop suet' of programs. 
And if this practice continues. I 

can't help but agree with several of 
my advertising friends in the 
thought that the public's apprecia- 
tion of radio is going to be greatly 
decreased-or at least concentrated 
on such features as afford the public 
a real service, or to such features 
as have regular daily appearance. 

Writing in these pages a few 
months ago, I made the statement 
that radio is essentially a public 
service and that the radio adver- 
tiser receives a benefit from his 
broadcast advertising in exact pro- 
portion to the amount of service he 
gives his public. I am still firmly 
of that belief. \\ e all appreciate, of 
course, that the sole excuse radio 
advertising has for its existence is 

the sale of the advertiser's merchan- 
dise. i f radio advertising doesn't 
sell goods, it isn't going to live. But, 
on the other hand, radio is an entire- 
ly different type of advertising than 
the other established media and, be- 
ing entirely different, most effectu- 
ally makes its sales through the 
cloak of public service. 

This being true, is it always pos- 
sible for the radio advertiser to do 
in fifteen minutes a week a job which 
will command the loyalty of the lis- 
tening audience? Fifteen -minute 
periods, if repeated often enough to 
become a habit with the listener. 
Ivill generate a degree of loyalty 
almost impossible to attain with any 
other type of show. In a thirty - 
minute period, an advertiser has 
time enough to do a job characteris- 
tically his own and with sufficient 
merit not only to compel the atten- 
tion of the spot audience but to de- 
velop within a large portion of that 
spot audience a degree of apprecia- 
tion which impels them to return to 
that feature the following week. 

Can that successfully be done in 
fifteen minutes? Radio station time 
salesmen and a great many program 
builders will say that it can. Ob- 
s iously, however, their assertion is 
top-heavy with self interest. I have 
never heard of a survey on the point, 
but I venture the assertion that if 
anyone were to ask a thousand radio 
fans what advertiser had a fifteen - 
minute show, appearing once a week 

-that they would probably find that 
group 99.66 per cent pure of any 
such knowledge. A fifteen -minute 
once -a -week radio show must de- 
pend almost entirely upon the spot 
audience to be reached at the time it 
goes on, since it cannot compel any 
appreciable amount of loyalty on the 
part of the listening public. 

Therein, parenthetically, is one of 
the basic differences between radio 
and other media. Rarely will one 
see an advertisement in any publica- 
tion that excites so much interest 
and appreciation that the same publi- 
cation is purchased on its next date 
for the purpose of reading the suc- 
ceeding advertisement. Yet in radio 
the advertiser must do his job :t' 
well that it not only commands the 
attention of the spot audience but 
creates a degree of loyalty to a paint 
where the program is remembered 
from presentation to presentation 
and sought after by the listener. In 
space advertising the advertiser 
doesn't write his advertisement to 
make the reader appreciate the priv- 
ilege of having read that ad. But 
in radio the advertiser must so build 
his program that the listener will at 
least unconsciously appreciate the 
privilege of listening to that adver- 
tisement and return to it again at 
its next presentation. Advertisers 
can do that very effectively with 
thirty -minute periods-but can they 
do it in fifteen minutes or less? 

The rapidly growing influx of 
spasmodic shows is filling the air 
with a half -cooked chop suey which 
is more and more becoming a dis- 
traction for the radio fan. Now- 
adays, the listener must have his 
easy chair set immediately adjacent 
the radio so that without much ef- 
fort he can turn on and off the 
radio. or switch the dials from one 
station to another. 

This enforced necessity is not 
making for increased popularity of 
radio reception. There is coming a 
time. if this trend continues, when 
countless thousands of listeners will 
say to themselves (they'll never 
write about it or voice their opin- 
ion) : ''Oh, t'hell with it !'' And 
the radio will be relegated to the 
background of family life until the 
hour hand points to the time when 
an established daily feature is on the 
air-or until it indicates the ap- 
proach of a thirty or sixty -minute 
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WHAT DO YOU 

BUY... 

"COVERAGE" 

OR 

"AUDIENCE?" 

You hear a lot about "coverage" when radio advertising 

Is discussed . . . but you seldom hear coverage defined. 

Even more rarely do you hear a discussion of audience- 
the actual listeners you can count on for your time on 

the air. 

Westinghouse Radio Stations, after an intensive re- 

search program recently completed, have a new point of 

view to present on "coverage" and "audience." It's going 

to change a lot of the thinking now being done about the 

purchase of radio time on the air. 

From now on, when you hear a Westinghouse Radio. 

Stations representative saying "coverage," here is what 

he means: The number of receiving sets reached by an 

adequate signal from the station in question. 

When he says "audience" he is talking about 

actual listeners. And when he talks about the audience 

of KDKA, for instance, he won't be guessing. He will 

ti 
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have facts and figures to support what he says. 

As a result of several months of assembling data we can 

now supply definite information as to the Primary Zone of 

Influence and the number of listeners in the AUDIENCE 

of Station KDKA. Similar data for all Westinghouse Sta- 

tions will be made available as rapidly as possible. 

This information will be broken down by trading areas 

comprising the Primary Zone of Influence, permitting 

greater accuracy in the distribution of radio advertising 

effort and the co-ordination of sales activity with broad- 

casting. 

Through a newly discovered significance of station mail 

response combined with other factors there will be avail- 

able records of month -to -month changes in the number of 

listeners comprising the audience of Station KDKA. 

Use the fact-finding, audience -getting Westinghouse 

Radio Stations to make your selling campaign effective. 

WESTINGHOUSE RADIO . STAT.ION'S. 

W BZ- W BZA 

Boston, Mass., Hotel Bradford 

Springfield, Moss., Hotel Kimball 

KDKA 

COMMERCIAL OFFICES 

Pittsburgh, Pa., Hotel William Penn 

KYW-KFKX 

Chicago, Ill., 1012 Wrigley Building 

New York, N. Y., 50 East 42nd Street 
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period in which the listener can 
place his trust and confidence. 

OCR present-day trend toward 
cutting the clock to pieces 
with a medley of ten and fif- 

teen -minute spasmodic shows offers 
a problem much too large for me to 
attempt to solve. I am setting forth 
these thoughts only for the serious 
consideration of those who have 
radio advertising deeply in concern. 
Certain it is. if the present trend 
continues and grows, there is going 
to he a very severe back -lash against 
radio entertainment from the listen- 
ing public. Perhaps the solution to 
this growing problem will come 
about in two ways. Probably adver- 
tising men will come to realize that 
it is not good business to spot an ad- 
vertiser on the air when he has only 
enough money to buy fifteen min- 
utes a week. If he can afford only 
a weekly show, then thirty minutes 
should he the minimum, since that 
is the minimum amount of time in 
which there can be built a show to 
really justify the listeners' attention 
and their next week's return. 

Or perhaps the broken clock can 
he mended by the individual stations 
offering a fairly definite schedule of 
entertainment. As an example of 
what I mean, let me cite the Wom- 
an's Radio Review on the National 
Broadcasting Company's chain-an 
hour of Vincent Lopez and his or- 
chestra every day. Advertisers 
who must use the chain for some 
reason-economy, business politics, 
dealer influence. etc.-but who can 

afford only fifteen minutes a week, 
can sponsor a quarter-hour of Vin- 
cent Lopez-and thereby do a very 
good job. In that way they are 
sponsoring a portion of a sustaining 
program, and in so doing inserting 
their advertisement in a place where 
it shares in the value of a feature 
which has a loyal following. 

Perhaps individual stations will 
learn the wisdom of setting up a 
whole hour of a certain type of en- 
tertainment (morning, afternoon, 
and evening) and then set the fif- 
teen -minute -once -a -week broadcast- 
ers into those established features. 
If something of the sort were done, 
two very desirable ends would be 
gained : first, a better program and 
more effective advertisement for the 
advertiser ; and second, the broad- 
casting of a schedule of entertain- 
ment which could be relied upon and 
which would therefore be very much 
more appreciated by the listening 
public. 

Many stations are already em- 
ploying this practice with their 
"Floorwalker's Hour," "Shopping 
Tour," "Variety Hour," etc. It re- 
mains only for them to establish an- 
other one or two such hours during 
their schedule of broadcast and then 
have the backbone to insist that the 
fifteen -minute spasmodic sponsor 
take a place on those established 
features. Such insistence, rather 
than permitting the advertiser to 
build his own mediocre show, would 
at once be a protection to both the 
advertiser and the public. 

\Ve are rapidly approaching the 

time when we must consider the et - 
feet of cutting the clock to piety 
Let's consider it seriously now that 
there is yet time to effect a correc- 
tion, and keep radio advertising 
from being a Humpty-Dumptv-. 

D'Orsay on NBC 
D'ORSAY PERFUMERIES COR- 

PORATION, New York, is spo.t- 

soring a series of weekly program. 
over an NBC hook-up, featuring Eu- 

ropean dance tunes played by Ben Sehin 
and his orchestra. Hanfl-Metzger, Inc.. 

is the agency in charge. 

Cream of Wheat Broadcasts 
Talks to Parents 

ANGELO PATRi, well known 
authority on child training, will 
talk to parents twice a week over 

the Columbia System, under the sponsor- 

ship of the Cream of Wheat Corporation. 
Minneapolis. 

KMBC Issues Blue Book 
g E Blue Book of KMBC," deal - T H 

ing mainly with the personnel 

and talent of this station, has re- 

cently been published. While it is de- 

signed primarily for KMBC listeners, it 

also contains much that will intereat ad- 

vertisers using or contemplating the use 

of KMBC. 

Aviation News on Shoe Program 
CURRENT news of the world of 

aviation, delivered by "Casey" 
Jones, well known pilot, will be a 

feature of the new series of "Friendly 
Five Footnotes," sponsored by the Jarman 

Shoe Company, Nashville, Tenn.. broad- 

cast each week over a CBS chain. The 

new series will also star a Cuban Linger 

and orchestra. Each program will open 

and close with the signature tap dan.t 

introduced in the Jarman programme last 

winter. 

the newest sensation to handle all .. . 
electrical transcriptions! 

R 

I 

Thl,s combination 
unit lit atanlbtrd 
size with 23 -Inch 
rant Iron. lacquer 
finished lees (rut off In photo), bring- 
ing turntable level at 36 Inches. 

A sensation in performance, up -keep and PRICE. 
Built to be the best and priced for everyone. Built 
to meet the exacting requirements of radio stations 
that broadcast phonograph records and electrical 
transcriptions. It is ruggedly built, fool -proof, 
sturdy and vibrationless! 

Specifications 
The latest type pick-up heads used, Rive excellent response between 80 
and 5,500 cycles. The motor suspended on springs is a 54 H. P. single 
phase, 60 cycle, 1,200 or 1,800 R.P.M. Speed reducer, friction clutch 
(castings faced with felt). Turntables covered with green felt, work inde- 
pendently of each other. The finish consists of black and grey lacquer. 
Both tables are available at a speed of 33 1.3, or one at 33 1-3 and one at 
78, or both at 78 R.P.M. 

DOOLITTLE & FALKNOR, Inc. 
1306 W. 74th ST., CHICAGO, iLL. 

Wire or Write tininediale!y for Details: 
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"WNBR, atop the Elks Hotel, at Memphis, on the Mississippi" 

Your recorded program will be popular 
when broadcast by WNBR 

Superior 
Equipment 

NEW 
TRANSMITTER 

Our announcing staff, admittedly superior, has made transcriptions popular with our 

listeners. We want more good recorded programs from first-class advertisers. Have 

several open periods of 15 and 30 minutes, day and night. Get in touch with us 

at once. 

MEMPHIS BROAD STING COMPANY 
ELKS HOTEL 

41N13 
MEMPHIS, TENN. 

100% Modulation 
Crystal Control 

500 Watts 
1430 Kilocycles 

K -O -I -L Leads Other Stations by BIG MAJORITY 
In Rich Iowa -Nebraska Area, Survey Shows 

The mammoth Price -Waterhouse Survey, com- 
pleted in June, 1931, proves K -O -I -L's superiority 
in this area beyond all shadow of a doubt. 

93.4% of all persons replying to the question- 
naires stated that they are habitual listeners to 
K -O -I -L. 

"The Voice of MonaMotor Oil" 

This figure proves that K -O -I -L packs a tre- 
mendous sales wallop in this territory ... an area 
that is repeatedly classified as "good" on business 
maps. 

K -O -I -L should be a part of every 
selling campaign in this market. Time 
after time this one medium has borne the 
lion's share of successful campaigns. 

Write for schedule of available time, 
rates and other pertinent information. 

Addrr. Inquiries to 

RADIO STATION K -O -I -L 

Commercial Dept. Omaha, Nebr. 

COLUMBIA 
*Percent of habitual listeners: 

10 Largest 
Cities 

in U. 5. 

21 'Basic' 
C.B.S. 
Cities 

69 Cities 
on Entire 
Network 

Columbia: 
78.4% 

Red: 71.7% 

Blue: 77.7% 

Columbia: 
78.6% 

Red: 72.1% 

Blue: 72.5% 

Columbia: 
78.9% 

Red: 74.0% 

Blue: 76.4% 

'Page 22, P. W. & Co. Survey, June W31 

InS! 
-- PRICE, WATERHOUSE & CO. 

survey conducted June 1931 

The outstanding programs which have made the Columbia 

Broadcasting System the most popular network (P. W. & Co. 

Survey), are broadcast daily on a full 19 -hour schedule over 

Station WKRC. Ample reason why 81.5% (P. W. & Co. Survey) 

of Cincinnati's 451,160 population are habitual listeners to 

Rr 
THE ONLY COLUMBIA STATION IN THE RICH OHIO VALLEY . e 
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LET'S STANDARDIZE 
OUR RATE CARDS 

(Continued from page 19.) 

gives only two -minute announce- 
ments; Station D, no quotation; 
Station E quotes by the word ; Sta- 

tion F, "rates on application''; Sta- 

tion G quotes minimum of thirty- 
nine announcements; Station II 
quotes minimum of seventy-five an- 

nouncements. 
Obviously there is nothing for 

Mr. Jones to do but write a special 

letter to each of the stations with 
the expectation that within ten days 

or so he will receive the desired in- 
formation. This results in ten days' 
delay for Mr. Jones and the time 
of several station executives wasted 
in needless correspondence. 

Under the method suggested here- 

in, Mr. Jones would refer to the 
"key" where he would find that one - 

minute announcements would ap- 

pear in the rate schedule under the 

key reference "C-7," Then, refer- 
ring to the various stations, he 

would find the quotation he desires 
lies opposite "C-7" under the head- 
ing "25T." Thus he would have 

immediately the quotation applying 
to all of the stations desired. 

Naturally my suggestion for a 

standardized form of rate schedule 
is subject to considerable revision 
in some of its minor points. but I 
believe that in the form suggested 
it would present but few obstacles 

to adoption by all stations. Too, I 
believe that it presents most of the 
information desired by agencies and 

advertisers with the unique advant- 

age of showing what the station 
does not accept as well as what it 
does. 

It does not and could not cover 
all of the features available for 
sponsorship. It does not answer 
every question of the time buyer but 
it does answer most of them easily 
and quickly and that is all we can 

hope for. It should definitely elimi- 
nate eighty per cent of the ques- 

tionnaires submitted to stations by 

agencies and brokers. 
In all events, it is one suggestion 

for a way out of a situation which 
reflects but little credit to radio sta- 

tion managers. 

National Radio Advertising 
Appoints Lyon 

NATION XL RADIO ADVERTIS- 
ING, INC.. has named P. B. Lyon 
as Mid -Western manager, with 

headquarters in Detroit. Mr. Lyon suc- 

ceeds Burt Squire, who is now at the 
home office in New York. 

Hudson Names Erwin, Wasey 
THE Hudson Motor Car Company of 

Detroit, manufacturers of Hudson 
and Essex motor cars, has appointed 

Erwin, Wasey & Company, Inc.. of New 
York City to handle all of its advertising. 

Joins Agency Radio Department 
DOREMUS & COMP.\NY, Chica- 

go, have appointed Rutledge Ber- 
mingham, formerly with the United 

States Daily, to a position in their radio 
advertising department. 

Allen Manages KEX 
I&RRY ALLEN, for the last year 

production manager of station KEX, 
Portland, Ore., has been named sta- 

tion manager, succeeding W. D. Norvell. 

C B S Farm Chain Extended 
PROGRAMS of the Columbia Farm 

Community network, hitherto a -- 
fined to stations of the midwet at 

northwest, are now available to raft' 
listeners throughout Texas and Okla- 
homa. 

\\TACO, Waco; KRLD. D a l l a: 
KTRII, Houston, and KFJF, Oklaht,ma 
City, are the new outlets for these pr - 

grams, originating from \VBBM. Chi- 
cago. carp noon. 

World Education Conference 
Takes Up Radio 

EDUCATION by radio was discused 
by the World Association for Adult 
Education. meeting in Vienna late 

in August. Levering Tyson, director of 
the National Advisory Council of Radio 

in Adult Education in the United States. 

was chairman of the conference, which 

was the first to consider the subject of 
radio. 

New Campaign for Lotion 
FOLLOWING an introductory radio 

campaign. Smith & Drum. Inc, Los 

Angeles advertising agent). are 

using both radio and newspapers on the 

Pacific Coast in a new drive for Sani- 

septic Lotion. 

Candy on KOMO 
ARADIO campaign for NIalons 

Candy Company, Seat:le. has been 

placed on station KOMO of that 

city by Bearce-Knowles, radio, agent} 

also of Seattle. 

Puts Magazines on Air 
NW. AYER & SON, INC.. is di- 

reefing a radio campaign ft r 

Tower Magazines, Inc., New 

York, which began recently over \VOR. 
Newark. 

>>>>>>>>>>>>>>>>W 

1360 Kilocycles 

C 1414114141141411 
THE POST -HERALD STATION 

IN THE HOTEL VICKSBURG 

500 Watts Crystal Controlled 100% Modulation 

Specializing in Daytime Programs, the acknowledged Daytime favorite of 

the rich South Mississippi Valley. 

RCA Equipment throughout. Double 78 and 33 1-3 RPM Turntables. 

Experienced and efficient staff of announcers and operators. 

Offices and Studios in the HOTEL VICKSBURG, Vicksburg, Miss. 

AFFILIATED WITH THE VICKSBURG EVENING POST AND VICKSBURG HERALD 
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--Thorough- Coverage 
of a Rich Market- 

Why Select WIBW? 
HERE ARE A FEW REASONS- 

-Unusually Strong Editorial 
Publicity- 

--Official Station of Leading Kansas Farm Organizations- 
-Columbia Chain - 

580 KILOCYCLES - --1000 WATTS-Night and Day- 

R WI The CAPPER PUBL I CATÍO NS 
LJ\TOPEKA, KA NSA S 

WORCU-FIRST IN WORCESTEIH 
First-in local 

I WORC-WORCESTER, MASS. 

and regional accounts 

" -in number and variety of network programs 

-in sports, news and other feature programs 

-in hours on the air per day 

And-listened to REGULARLY by 73.4% of the entire radio audience 

MEMBER: Columbia Broadcasting System; Yankee Network; 

National Association of Broadcasters. 

MORE CHAIN PROGRAMS 
than any other station in Texas 

Your listener interest is assured when you use 

KTRH 
The Rice Hotel Station 

"Houston's Welcome to the World" 

May we put you on the mailing list for 
our weekly schedule? It speaks for itself 

Associate 
Member 

Southwest 
Broadcasting 

Company 
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Kl E R N A N 

LAU N D E R 

ASSOCIATES 
INCORPORATED 

NEW organization in Radio, with 

a new type of representation for 

Stations and a new, constructive fact -and - 

figure service on radio market coverage for 

Advertising Agencies and their clients. 

The advanced principles upon which this 

organization is pledged to operate will make 

it advantageous for every Station Manager 

and Advertising Executive, who is interested 

in the stabilization and improvement of 

commercial broadcasting, to acquaint him- 

self with the facilities which it has to offer. 
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JAMES P. KIERNAN 
President 

w 
.. 

'a 

R. L. CUSICK. 
Sales Manager 

1 

LILIAN HOLMES 
Supervisor Time Contracts 

/ 

17.1 

td 

RAY S. LAUNDER 
Vice -President 

ROBERT B. HOLMES 
Director of Programs 

. 

HOWARD A. KIERNAN 
Research and Statistics 

KIERNAN-LAUNDER ASSOCIATES, INC 
RADIO STATION' REPRESENTATIVES 

CHANIN BUILDING 
Telephone 

NEW YORK, N. Y. 
AShland 4-6877 
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USING SPECIALTIES 
AS PREMIUMS 

(Contiued from page 16.) 

have a mail follow-up. Some of 
the most successful programs on the 
air get a mere sprinkling of letters 
each week, while we 'have known 
cases of programs which have re- 
ceived record mail responses and 
which yet have not been really suc- 
cessful in seliing goods. In almost 
every case this has been due to a 

failure to understand the principles 
of broadcast advertising and par- 
ticularly a failure to merchandise 
properly. I repeat, with emphasis, 
that a large mail response does not 
necessarily denote that the program 
is real:y successful. 

NOT all broadcast advertisers 
1I ' can or should use especially 
ingenious or elaborate specialties to 
encourage listener mail. Sometimes 
a very conservative and ordinary - 
looking booklet will do the best kind 
of a job. In the case of some food 
products a few simple recipes show- 
ing the use of the product may be 

most effective. In other words, it 

sometimes pays to he straightfor- 
ward! (I sometimes think that occa- 
sionally an advertiser goes all 

around Robin Hood's Barn and 
sometimes gets so absorbed in the 
intricacies of his follow-up plan that 
he almost loses trace of the fact that 
his real object is to sell the product. 
and not merely to procure wide dis- 
tribution for a novelty!) 

Some advertisers have made re- 

markable use of the simplest and 
most inexpensive specia:ty offers. 
For instance, the Individual Drink- 
ing Cup Company has been offering 
for the past year or so an ordinary 
rubber circus balloon to boys and 
girls who send in the names of deal- 
ers from whom they have bought 
ice cream or fountain drinks served 
in Dixie Cups. Many thousands of 
these balloons have been sent out 
and many thousands of dealers' 
names and addresses have been given 
to them. 

Now what does a simple, inex- 
pensive rubber bal'oon do for the 
Dixie Cup Company? In the first 
place, thousands of small children 
run into thousands of drug stores 
and ask the proprietors if they use 
Dixie Cups or not. Then the names 
of those drug stores, when they 
come in, are divided according to 
territory and used by the Dixie sales- 
men. They can go into Jones' Drug 
Store and show him a list of names 
and addresses of those who have 
bought soda fountain products from 
his store because he uses Dixie 
Cups. The salesman can take the 
list across the street to Robinson's 
Drug Store and show him all the 
business which has gone to Jones 
because Robinson does not use Dixie 
Cups. That is real merchandising 
and needs no praise from me. 

Most of you are familiar with 
the Pepsodent Company's offer of 
little cut-outs (three inches by nine 
inches). picturing Amos 'n' Andy. 
It was suggested that these cut-outs 
be placed on top of the radio sets; 

they were obtainable by sending i= 

a carton from a Pepsodent tub . 

\Ve have never learned the tou 
number of requests received for 
these cut-outs but we do understand 
that 150,000 requests came in dur- 
ing the first two days after the otter 
was made-and each request. of 
course: was accompanied by a cover 
from a toothpaste tube. 

This plan must have been a suc- 
cess because,. as you all know. they 

recently distributed one million boo- 

ties of the new mouth wash in 9 
clays, in return for two wrapper. 
per listener. 

The makers of \Vebster Cigar. 
have been offering recently a black 
leatherette cigar case in return for 
three cigar \Vebster hands. Previ- 
ous to this offer they featured a trick 
tossing coin bearing the inscription 
"Heads I win, tails you lose." At 
the present time I believe they are 
offering a joke book and my infor- 
mation is that the returns have 
tripled on this last offer as com- 
pared with the previous items. 

This does not necessarily mean 
that a joke book is always better 
than a novelty like a douh'.e-headed 
tossing coin or a cigar case. It 
might mean that the joke book has 
a more specific appeal to the type 
of listeners who appreciate the jokes 
of Weber & Fields, the featured 
artists on the \Vebster program. 

This is an excellent indication. I 

think, of the fact that the novelty 
offer must be made with full regard 
to the type of program which is be- 
ing broadcast and consequently the 

500 wafts .. . 

225 meters .. . 

1330 kilocycles 

Associated Station 
of the 

Columbia Broadcasting 
System 

CONNECTICUT HAS MORE 

SELL Greater HARTFORD 
The Richest and Best Market 

One Million People 
Live Within a Radius of 

BROADCASTING 

RADIO 

Full I 7 -Hour Service 

to Hartford, Connecticut 

RECEIVING SETS PER CAPITA THAN ANY OTHER STATE 
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ACTS VS. GUESS -WORK 
IN RADIO PLANS 

The foundation of any plan of spot broadcasting 

is. intelligent station selection. This selection must 

be based on an intimate knowledge not only of the 

competitive situation between stations, but also an exact 

definition of grade A and grade B coverage in their terri- 

tories, which determines the area for successful merchandising. 

It is obvious that this essential-station selection-made up of its two 

integral parts, becomes the foundation of all radio plans. Upon the 

strength of this framework must depend the success or failure of the campaign. 

And only with facts-proven facts-can such a framework be developed. 

Scott Howe Bowen, Inc., as one of the oldest concerns of standing in the field of 

radio station representatives, has these vital facts. On the one hand, the stations which 

employ us as their national sales organization, realize the necessity of furnishing us with 

this information in order to sell their time. If they don't, we go out and get this information 

through our own efforts. 

The result? Double-checked facts, as infallible 
as it is humanly possible to get them! 

Perhaps you, like many other important advertisers and advertising 

agencies we have helped, have a radio problem which offers 

difficulty. We can help you! The broad list of leading con- 

cerns who_have utilized our service for the past several 

years, stands as ample testimony to our usefulness as 

a reliable source of authentic radio station data. 

SCOTT HOWE BOWEN," INC. 
Radio Station Representatives 

CHRYSLER BUILDING NEW YORK CITY 

Chicago Detroit Boston Omaha San Francisco 
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type of person who will be listening. 
One cannot generalize and say that 
a certain type of specialty is more 
effective than a certain other type 
of specialty. The success of the 
specialty depends on its appeal to 
the particular audience you have and 
that audience depends on the type of program. 

The makers of Iodent Toothpaste 
have based their radio programs 
upon the use of Iodent in the care 
of children's teeth, and their pro- 
gram has a very definite appeal to 
youngsters. The novelties or spe- 
cialties which they offer are very 
closely tied up with the program it- 
self, which is known as the Iodent 
Club of the Air. They enroll young- 
sters in this radio club and supply 
them with certificates and also little 
membership pins, which of course 
the children are de:ighted to wear. 
They also publish a club paper every 
six or seven weeks and at present 
are printing 150,000 copies of each 
issue. Needless to say, these mem- 
bers use Iodent. 

One of our earliest children's 
clubs was the -Kinney Club" which 
was on the air several years ago. 
It was a successful idea then, and 
evidently the interest of the chil- 
dren has not waned at all, because 
the "H C B Club" run by the 
Cream of \Vheat Company boasts of 
something like a mil:ion and a quar- 
ter members at the present time. 
They all have their gold star charts, 
membership pins and other products 
of the ingenuity of specialty manu- 
facturers'. 

The Quaker Oats Company and 
several other clients have used rag 
dolls as a mail attraction. These 
rag dolls are printed in several col- 
ors and are sent out flat, ready to 
be cut out and stuffed. Quaker Oats 
has also offered marbles and air- 
plane gliders to the children. 

It is natural that in the case of 
these programs which specialize in 
offers of interest to children the 
product itself is one which is very 
largely consumed by children, kit 
the advertisers have also borne in 
mind the fact that it is through the 
child that one can reach the mother 
and after all the mother is the pur- 
chasing agent of the American 
home. 

Indeed, it is on this basis that some 
of the children's novelties have been 
justified-not so much because of 
the possibility that children them- 
selves would buy the product, but 
because the chi:d has such a great 
influence on its parents in the pur- 
chase of many trade -marked arti- 
cles. I recall that not so many years 
ago one of the largest manufactur- 
ers of electric lamps put out the 
lamps in a novelty carton in the 
shape of a doll house. Mothers 
bought the lamps in larger quanti- 
ties than they would normally have 
done, and presented the boxes to 
their children. It was a very clever 
way to sell complete outfits of lamps 
of various candle -powers and of 
course increased the unit of sale 
very appreciably. 

Morse & Rogers, makers of Sun 
Dial "Bonnie Laddie" Shoes, re- 

cently offered a nine inch play .r.'i 
over one station, in return for th- 
name of the listeners nearest local, 
dealer in shoes. This offer wa' 
made three times and 2.600 dealer 
names were secured as a result. For 
an advertiser operating in a limite 1 

territory, this is an excellent re- 
sponse. 

U give you some idea of the 
variety of the specialties which 

are offered, I want to read over a 

partial list of NBC clients who are 
making some kind of specialty offer 
over the air, or who have made some 

such offer within the past year or so. 

Canadian Pacific Railway Co.-map 
of Europe. 

Chesebrough Mfg. Co.-"Thompkins 
Corners Enterprise" (a burlesque news- 
paper). 

Cities Service Co.-budget book. 
Northwestern Yeast - phonograph 

records. 
Rex Cole, Inc.-recipe book. 
Cream of Wheat-membership. in 

HCB Club, with pin, gold star chart, 
etc. 

Crowell Publishing Co.-radio log. 
Literary Digest-radio reminder pad. 
Iodent Chemical Corp.-membership 

in Iodent Club of the Air (club pin, 
etc.). 

Lever Brothers-burlesque newspa- 
per, and surprise package. 

Benjamin Moore-color chart and 
membership in Home Decoration Club. 

Pepsodent Company-pictures and 
cut-outs of Amos 'n' Andy. 

Quaker Oats Company-rag doll, 
marbles, airplane gliders. 

RKO-pictures of RKO stars. . 

Standard Oil Company of New York 
-road maps. 

Kolynos-tin compass for boys and 
other novelties for girls. 

IN NEW ORLEANS 

Affiliated with Columbia Brondeasting System 

IT'S 
THE HIGHEST POWERED NETWORK 

STATION IN LOUISIANA 

ON THE AIR 17 HOURS DAILY 

WESTERN ELECTRIC EQUIPMENT 

There's no so-called depression with W D S U-the month of June being the biggest month in 
the history of the station. All records, for Commercial business were shattered. 

The proof of the Pudding is in the Eating .... W D S U broadcast more Commercial programs 
LOCAL and NATIONAL than any other New Orleans station. 

Don't be MISLED! Make your dollars talk in the Szuth's greatest market over W D S U- 
The Leader. 
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It's SE ',VICE 
That Counts ! 
There's a lot of discussion going on these days 

about the need for radio station representatives and 
radio advertising specialists. About their place in 
the industry, their ability to render real service, their 
actual knowledge of radio. 

Well, here's the way we, of A. T. Sears & Son, feel 
about it. 

We started in this business when radio advertising 
was young because we were needed-because adver- 
tisers and advertising agencies were not familiar 
enough with this new medium to use it properly or 
effectively. And we are in it today, because we are 
still needed. 

Every mail brings calls from advertisers and 
agencies for information-for help-for SERVICE. 
And every day our phones ring continuously with 
similar requests. 

After all, it's SERVICE that counts; and so long as 
we are needed, A. T. Sears & Son will continue to 
serve-efficiently and effectively-our growing list of 
advertiser and. advertising agency clients throughout 
the United States. 

Call us in on your radio problems- 
there's no obligation 

A T. SEARS & SON, Inc. 
National Radio Station Representatives 

520 N. Michigan Ave. Chicago, Ill. 
Offices in Principal Cities 
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There are many others, some of 
which I have already mentioned dur- 
ing my talk. Other clients have of- 
fered such items as pastry molds, 
dish holder sets, a spatula for mix- 
ing pastry, wooden salad servers and 
penny banks. Jiang and various are 
the specialties which have already 
been offered but I feel sure that 
there must be dozens of good ideas 
which have not been tried out yet. 

In a study which covered the first 
four months of this year we ob- 
tained the following break -downs of 
the mail inducements used by our 
various clients : 

34 per cent of our clients make no 
specific offer to attract listener mail. 

19 per cent offer a booklet. 
14 per cent offer a sample. 
9 per cent offer recipes. 
3 per cent offer photographs of their 

radio stars. 
3 per cent offer membership in a 

club. 
2 per cent offer their signature song 

or music of some kind. 
6 per cent offer a novelty or special- 

ty of some kind other than those indi- 
vidually specified in our break -down. 

10 per cent divided their attractions 
among various other ideas. 

As I explained before, mere size 
of response does not actually give 
a guide to the effectiveness of an 
offer nor by any means is it a guide 
to the true value of the programs. 
However, as far as actual numbers 
go, we find that a sample pulls the 
greatest number of replies per sta- 
tion, per offer. Club membership 
conies second ; the burlesque news- 
papers such as "Thompkins Corners 
Enterprise" come third; booklets of 

various kinds, fourth; novelties, 
fifth, and so on down the line. 

I f you grouped together trader 
one head all the radio offers which 
could broadly be termed "special- 
ties" you would find that these spe- 
cialties account for a very large pro- 
portion of the total listener mail. 
Last year NBC received in its own 
offices 2,180,000 letters and NBC 
clients undoubtedly received fully as 
many more, addressed directly to 
them instead of in care of the sta- 
tions. 

Other broadcasting stations 
throughout the cuuntry received mil- 
lions of letters too. Listeners do 
not write now just to say they heard 
the program : they write usually be- 
cause something is being offered. It 
is very clear that broadcast advertis- 
ing offers a splendid field for the de- 
velopment of the specialty business, 
provided it is attacked intelligently 
and with a proper understanding of 
the part which specialties play in the 
entire broadcasting scheme. 

Nowadays radio programs are not 
designed in a haphazard way. They 
are built very carefully to create a 
certain definite impression and to in- 
terest a certain definite type of lis- 
tener. It is by no means now, and 
probably never will be. an exact 
science, but we are learning all the 
time. Radio is a real advertising 
medium and it is a matter of pride 
with us that it has made its place 
without cutting seriously into other 
important forms of advertising: \Ve 
believe that radio has been a great 
stimulant to established advertising 

and one indication of this fact is the 
great field of development which is 

offered to the advertising specialty 

mane facturer. 

Frigidaire Sponsors Special 
Series 

FOUR programs a week over an NBC 
network during the month of August 
have been used in a special summer 

campaign by the Frigidaire Csrpuratiut. 
The agency for this account is the Ge i - 

Company, Dayton. Ohio. 

Office of Education Adds 
Radio Specialist 

APPOINTMENT of Cline M. Ku m. 

assistant director of the Ohio 
School of the Air the past teu 

years. to fill the newly created post in the 
Office of Education, specialist in educa- 
tion, by radio, has been announced by the 
Secretary of the interior. 

Duties of the new Office of Education 
specialist will he to initiate and conduct 
research studies of radio as an educational 
agency; to organize and maintain an in- 

formational and advisory ser%ice to 
schools and other agencies interested in 

the field of education by radio: t i te - 
come familiar with college and unisersity 
extension work so that the part radio a, 
a tool may take in this field may 6t 

evaluated ; and to prepare material for 
publication on phases of education by 

radio. 

Dutch Masters Now on 
Both Chains 

ANE\V Wednesday evening NBC 
broadcast has been added to the 
radio advertising schedule of the 

Consolidated Cigar Company, New York. 
makers of Dutch Masters Cigars. This 
company's CBS series has recently been 
changed from Friday to Sunday evening:. 
The agency is Young & Rubivam. Ne"" 

York. 

Results Speak For Themselves 
ROCHESTER AND VICINITY -A MECCA OF WEALTH 

With an appreciative Audience when served by 

500 Watts 
100%, Modulation WHEC Automatic Crystal Con- 

trolled. Full Time 

Affiliated with C. B. S. 

WELL PLANNED MERCHANDISING PERIODS 
Shopper's Guide, 8:45-9:00 A. M., Man About Town 4-5 P. M. Want and Ad (Dialogue 
Harmony Team) 7:30-9:30 Nightly Transcriptions -5 min., 15 min., 30 min., W. E. 78 

and 33 1/3 D. T. 

Consult: SCOTT HOWE BOWEN, National Radio Advertising 

World Broadcasting System, Radio Spot Time, Inc. 

Facilities of R'HEC Rochester, New York 
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1 We Specialize 
in Electrical Transcriptions 

1 

Advertising Agencies 
Advertising Managers 

or Clients 

-following through from idea to continuity, 

talent selection, recording, mailing and 

checking ... . 

'1 1 

-A COMPLETE SERVICE ... 
-Our clients, nationally known, will gladly 

tell you how conscientiously and thoroughly 

we serve their interests. May we tell you 

who they are? 

Studio Facilities 
1 RECORD -O -CAST'S Chicago studio has 

been recently enlarged and now is equipped 

to give auditions, play test transcriptions and 

assist prospective clients in every way. 

HAVE YOU AN 
ELECTRICAL TRANSCRIPTION 

PROBLEM? 
Write or Phone 

RECORD -O -CAST, Inc. 

1 

1 

1 

444 N. WRIGLEY BUILDING 

CHICAGO ' Whitehall - 4722 
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NBC Acquires Four West 
Coast Stations 

STATION KYA. San Francisco. and 

the three stations of the Northwest 
Broadcasting System: KJR, Seattle; 

KEN, Portland, and KGA, Spokane, 
have been acquired by the National 
Broadcasting Company, and will probably 
be added to the NBC's Pacific hook-up. 

WLW Names Agency 
PROCTER & COLLIER. Cincinnati 

agency, has been placed in charge of 
the advertising of radio station 

\\'L\V of that city. 

Places Flour Campaign 
RADIO, newspapers and other media 

are to Le used ín a campaign for 
Phillips Already Flour, handled by 

De Pauli & Park, San Francisco. The 

campaign covers northern California and 

will run through next spring. 

La Palina Changes Agency 
BATTEN, BARTON, DURSTINE 

& OSBORN. INC., has been named 
as agency for the La Palina cigar 

advertising, by the Congress Cigar Com- 
pany. Philadelphia. What effect this will 
have on the La Palina broadcasts (Daddy 
and Rollo, three times a week over CBS) 
has not been announced. 

Pittsburgh's Dependable Station 
SERVES 

Busy, thriving commer- 
cial community of 3,618,629. 
An audience held by intelli- 
gent program building and 
public service. 

WCAE,IN 
Gimbels 

OFFERS 
Entirely modern facil- 

ities-NO old equipment. 
Fully equipped program 

service and large staff of 
artists. 

CORPORATED 
Pittsburgh, Pa. 

POPULAR 

Kiernan -Launder Associates 
Enter Field as Exclusive 
Station Representatives 

KIERNAN-LAUNDER \,.w.iat . 
Inc., is the name of a new 4,r-am- 
zation which has been formed in 

New York to act as exclusive sales._nd 
service representatives for radio sati-n. 
James P. Kiernan is president and area-- 

urer, Ray S. Launder, vice president. And 

Miss Lillian Holmes, secretary. 

The organization will concentrate 
the sale of station time to ativertisin, 
agencies and advertisers for the station - 

it represents. It will, however, be ntuipp.,1 
to supplement its service to radio user= 

by rendering complete program and con- 
tinuity assistance. when requested. and 

also to supervise recordings for electrical 
transcription work. 

Both Mr. Kiernan and Mr. Launder 
are well known in the advertising field. 
The former, after an apprenticeship in 

newspaper and advertising agency work. 
became assistant advertising manager of 
the American Express Company and then 

specialized for seven years in the creation 
and printing of direct -mail advertising as 

head of the Kiernan -Richardson Corp. i f 

New York. Mr. Launder resigned from 
the position of advertising manager e f 

BROADCAST ADVERTISING to join in form- 
ing the new enterprise. Before assuming 
his post with this publication he was ales 
manager of the Beckwith iron Works of 
Chicago and has to his credit a long and 

successful record as a sales and advertis- 
ing executive. Miss Holmes for the past 

two years was connected with Scott 
Howe Bowen, Inc., in charge of time con- 
tracts with radio stations. 

Messrs. Kiernan and launder will have 
associated with them in their organiza- 
tion Robert B. Holmes. formerly as- 

sistant advertising manager ni the Bor- 
den Sales Co. and more recently with 
Byers Recording Iaboratory. Inc.: R. L 
Cusick. at one time in the advertising 
department of the Westinghouse interestz 
and later vice-president of the Percival 
K. Frowert Co., Inc., New York adver- 
tising agency and Howard A. Kiernan. 
research director and statistician. 

McLaughlin Joins Newspaper 
Radio Program 

PJ. MCLAUGHLIN, former a - 
count executive with the Neu 
York Evening Graphic and be- 

fore that with Batten, Barton. Durstine 
& Osborn, Inc.. is now associated with 
Newspaper Radio Programs. Inc.. New 
York. 

New Chain in West 
THE North American Broadcasting 

Company, a new radio netw.rk 
headed by Guy Earl, has been or- 

ganized in Los Angeles and expects to be- 
gin operations this month. KNX will 
act as key station for the new chain, 
which is reported to have taken over 
most of the stations formerly affiliated 
with the late United Broadcasting Com- 
pany. 
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CLAThI,UIMASS. 
Or: "Ye Olde Ilot July Testymongals" 

Writes the Loop's Most 
Exclusive Menu Shops*: 

"You'll he glad to hear this. The sale ss a have been conducting 
at 125 S. La Salle Street has been a huge success and we believe 
Broadcasting elery day at 10:45 over W.B.B.M. has had a lot 
to do with it. 

We ran a teaser campaign and one announcement on the 
opening day ín the Journal of Commerce. Thereafter we relied 
on your Broadcasting to "bring home the bacon." Results were 
most satisfactory." 

Writes a Low -Price Clothing Store* 
On South State Street: 

" ... Since starting with you our business has had an increase 
of at least 50% ... At present we use no other medium of adver- 
tising and from the results we are getting from radio advertising 
w e doubt ven much if we will ever use any other kind of 
advertising . " 

Writes One of Chicago's Leading 
Automobile Merchants*: 

... In the past thirteen weeks we have received marvelous 
results from the programs broadcast over W.B.B.M. Our sales 
have increased many times over the past years, and we (lo not 
hesitate to say that we have found W.B.B.M. one of the best 
advertising mediums we have ever used." 

Sags We: 
These accouñts have renewed, of course. So have 62% of all 

other W.B.B.M. clients. The remainder are mostly new -corners. 
And you can put this down in ; our note-book-once and for 

all. If you have a product for sale in the Chicago territory- 
regardless of whether it finds its market among the high, middle 
or low classes-you can sell it over W.B.B.M. For the "Air 
Theatre" is Chicago's great medium of universal appeal. 

*Photostatic copies of original letters to agencies on request 

The Air Theatre 

IIIBMCHICAGO 
2.5,000 Watts -389.4 Meters -100% Modulation-Clear Channel - 
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WHY PROGRAMS FAIL 
(Continued from poor 17.) 

choosing one of the most general 
appeal ; or else one that represents 
a definite characteristic such as dig- 
nity, frivolity, exclusiveness, etc. 

Adopting the program to the 
character of the station over which 
it is broadcast. One must take into 
account the established reputation of 
the station or stations to be used. 

Importance of indelibly tying in 
the program feature with the name 
of the product. Perhaps this is best 
exemplified in the illustration of 
such programs as the "Cliquot Club 
Eskimos" or, if one wishes to go 
hack further, the "Ever Ready 
Hour." After all, the real object 
of radio broadcasting should be to 
increase sales and not to stimulate 
the business of the U. S. mails. 

Audience acceptance. When 
speaking of this, one must bear in 
mind the six qualifications already 
touched upon, plus the application 
of the necessary skill in showman- 
ship displayed. 

The paramount point to remember 
is this: "The program itself is the 
thing." When we speak of show- 
manship in radio, it is well to re- 
member that this attribute is para- 
mount for both the preparation and 
presentation of the program and so, 
knowing that the public after all 
makes the program, and in order to 
avoid failure we must attempt to 
gain success by serving the public 
with sincerity in all broadcast ef- 
forts. 

One of the greatest difficulties to 

be surmounted is to keep the inex- 
perienced radio advertiser from hav- 
ing his own way. He must be edu- 
cated to that which constitutes good 
broadcasting in order to keep him 
from spending his money foolishly. 
He must be made to understand that 
preparation is very essential and 
that unless he can undertake a series 
of broadcasts and in doing so do 
the thing right, the best thing for 
him to do is to keep his money. 

The great majority of potential 
advertisers should be told, for in- 
stance, that it is more important to 
choose the proper program than it 

is to select the day of the week or 
the hour of the day when the broad- 
cast is to be given. Many adver- 
tisers have to be told that it is best 
to start in moderately and when 
justified, after a given length of 
time, to increase their productions. 
In other .words, give radio a fair 
show and do not expect the impos- 
sible or that which is unreasonable 
from the outset. In this respect 
radio is no different from any other 
advertising medium. By guarding 
against abuses we at the same time 
prevent failures. 

And so, let us keep constantly in 
mind the thing that is necessary to- 
day-to educate the personnel of the 
station and everyone who has any- 
thing to do with the broadcast, in- 
cluding the advertiser himself or his 
representative, to the end that a bet- 
ter understanding and a deeper ap- 
preciation of what it is all about may 
be had. Adherence to these funda- 
mentals will insure success. 

EXPERIENCE over a number of 
years in commercial broadcast- 

ing has convinced me of the neces- 
sity for guarding against the follow- 
ing contributing factors to the fail- 
ure of any broadcast advertising: 
program, namely: 

Lack of understanding of essen- 
tials which constitute a good broad- 
cast. 

Lack of appreciation of the im- 

portance of radio psychology as ap- 
plied to selling through use of broad- 
casting. 

Failure to place confidence in and 
delegate responsibility to those com- 
petent to carry on. 

Unpreparedness, both as to dis- 
tribution and proper financing of a 

broadcast undertaking. 
Unfamiliarity with entertainment 

most popular with the radio audi- 
ence. 

Insufficient time allowed for pro- 
ductions, rehearsals and program 
presentation. 

Lack of harmony among those di- 
rectly or indirectly concerned with 
the success of a given program or 
series of productions. 

Too many sources of conflicting. 
inexperienced and selfish viewpoints 
inflicted on productions in prepara- 
tion. 

Burdensome suggestions of musi- 
cal selections by those who do not 
know a "sonata" from a "ballad." 

Lack of an objective or reason 
for using radio. 

Failure to recognize the difference 

Have you overlooked a bet? 
Surely you have not overlooked certain pertinent facts concerning the possibilities in the rich 

Wichita Market . . the biggest vv heat crop in history . . . . ample rain to insure a bumper corn 
crop. And regardless of price, the size of these crops represents millions in spendable income now in 
the hands of Kansans. 

If you've overlooked these facts, you've overlooked a bet-one that perhaps your competitor will be 
eager to grasp. 

Located in the very center of this rich area is KFII . . the only station within a hundred mile 
radius .... the only station that can guarantee you coverage in this prosperous territory .... equipped 
to provide for you the same complete merchandising service that you expect from a quality newspaper. 

Don't overlook a bet. Include KFH in your station lists. 
Send for our booklet, "Merchandising the Radio Program." 

K F H WICHITA, KANSAS 
Columbia Network Features 

1,000 Watts ... Complete Western Electric Equipped, including double turntables 
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bete,een educational, informative 
and advertising matter. 

Intolerance and personal jealousy 
among those having a part to per- 
form, big or small, at any stage from 
inception to completion of a pro- 
gram. 

Lack of proper balance between 
entertainment and ad'ertising mat- 
ter. 

Selling radio time and talent in- 
stead of a well defined merchandis- 
ing idea. 

Expecting the impossible and un- 
reasonable things of radio as a me- 
dium, and finally: 

Lack of station or agency ability 
in making correct analysis and spe- 
cific recommendations to a prospec- 
tive advertiser. 

The important thing is the assur- 
ance that all efforts to increase sales 
are properly coordinated and that 
the possibilities of each are com- 
pletely understood and capitalized. 
The extent to which certain forms 
of radio advertising or merchandis- 
ing are used and the manner in 
which they are used, must be based 
largely on reason, judgment and ex- 
perience-the experience of spe- 
cialists. 

The application of these principles 
will, in a large measure, guard 
against failures. 

USING RADIO TO 
REGAIN CONFIDENCE_ 

(Continued from' page 13.) 

Inasmuch as the talent used was 
already under contract with other 
large broadcast sponsors, their 
names could not be used in publicity 
for the building and loan programs. 
The distinct hit made by the pro- 
grams was therefore made solely on 

merit, without the aid of names pos- 
sibly known to many listeners. 

Both the National and Columbia 
chains cooperated in securing time 
on stations and in providing the tal- 
ented artists that appeared. 

Slattery Named Manager of 
Shortwave & Television Studio 

ERARD H. SLATTERY, for the 
past few years director of broad- 
casting with the Harry M. Frost 

Company, Inc., of Boston, has been ap- 
pointed manager of the new shortwave 
and television stations. WIXAV and 
\\ iXAU, Boston. ltIr. Slattery will still 
retain his radio affiliations with the Frost 
agency. 

.."a thousand bucks 
for an idea.... !" 

You've heard it said. You've said it your- 
self. Many, many times when some local 
account was about to crack, you'd have 
given a lot for a good, sound, merchandis- 
ing idea. 

MERCHANDISED 
CONTINUITIES 

there is the plug that stops the 
leak in your local accounts; the con- 

stant turnover that means loss of profit. If 
you lay a merchandised continuity on an 

account's desk, you're talking his language. 
If you give him an idea, this day and age, 
you're doing a real job . . . and reaping 
profits. 

RADIO MERCHANDISING 
SERVICE 

Is now serving over one hundred stations 
in the U. S. A. and Canada. It brings to 
you each month over one hundred pages of 
MERCHANDISED continuities and short 
announcements. Not merchandised gener- 
ally-but specifically for each of twenty- 
five local classifications for a certain defi- 
nite month. In addition, RADIO MER- 
CHANDISING SERVICE brings to you 
each month new merchandising ideas 
which your salesmen can use on new ac- 
counts. It brings you station promotion 
material. It brings you complete musical 
programs. 

All of this ... at a monthly cost so surpris- 
ingly low that you wouldn't think of offer- 
ing it as a weekly wage to your office boy, 
let alone to even the worst continuity 
writer in the world. 

See for yourself, without obligation. Write for 
a sample copy of RADIO MERCHANDISING 
SERVICE. It will be sent without cost. 

RADIO Merchandising Service 
75 East Wacker Drive, Chicago, Illinois 

RADIO MERCHANDISING SERVICE is prepared to 
render special continuity service as well as serving your 
needs on STATION REPRESENTATION, station re- 
organization. station maintenance and station operation. 
Write for details. 
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BASIC PRINCI PIES 
OF GOOD CONTINUITY 

(Continued from page 8.) 

yuainted with that stretch -of road 
will draw a mental impression of 
this speedy car. 

There are two objections given 
against specific advertising. One is 
that specific statements will destroy 
the interest of the listener, but with 
similes this can be overcome. The 
other is it is much easier to make 
general statements than to make 
specific ones. The only remedy is 
for us advertising men and copy 
writers to overcome our laziness 
and get specific facts with which to 
make specific statements. 

Every article or service has spe- 
cific points which may be mentioned. 
If you don't know enough specific 
facts, ask your customers : they will 
tell you. When the Solie Lumber 
company installed a new paint de- 
partment handling Devoe-Raynolds 
paint. the following statement from 
a local home ow ner was made. "My 
house was painted six years ago 
with Devoe paint and it looks good 
today." That was a specific state- 
ment and it carried a sales punch. 
8. Good continuity sounds natural. 

Did you ever know anybody who 
"put on" a lot of dignity? \ffecta- 
tion or unnaturalness is distastefttl 
in everything. including broadcast 
advertising. I lavelock Ellis wrote a 

whole book on self expression and 
the flapper summed it up in two 
words when she said. "Be yourself." 

I read an article by a housewife 

comparing two headings. One head- 

ing was: "My what delicious 
aroma !" and the other vas. 'YI-m; 
that smells darned good T. This 
writer went on to say that if her 
husband should come in and say, 

"Ah, my dear, what a delicious 
aroma," she would crack him over 
the head with a frying pan. How- 
ever, if he would come in and say. 
"M -m, that smells darned good," it 
would mean a lot more to her. 

Long sentences and long words 
are supposed to be high sounding 
and impressive, but they are not. 
That isn't to say that it is necessary 
to use slang or grade school lan- 
guage, but speak so the listener will 
be at ease mentally. It would he 

better to say that his job pays him 
well rather than to say that he has 

a lucrative position. Note that the 
biggest users of broadcast adver- 
tising use the common language that 
we can all understand. Make your 
continuity natural and representa- 
tive of the product you are selling. 

9. Good continuity stresses facts- 
not opinions. 

People pay little attention to 
prophecies : they are more interested 
in past records. They want to know 
that fourteen million cigarettes of a 

certain brand are used, not that it 
is prophesied that twenty million 
will be smoked at some future time. 

The history of a product stands 
for itself and the future is unknown. 
If 'a paint salesman tells you that his 
paint will last six years you discount 
the statement, but if he tells you 
that the George Hart's home built 

six years ago has the original pai 
on it, you listen and are cons inct 
that this is the paint you want. Stir 
to history, not prophecies fact.. r 
opinions. 

10. Good continuity consists of netts 
and stories. 

\\'hat do people like to hear? 
Generally speaking. there are four 
things. namely : news, stories essay.. 
poems. The listener audience like - 
news and stories, which is exempli- 
fied by the enormous circulation of 
newspapers and magazines. 

Essays usually give advice. The 
oretically. any man should be gla 
to receive advice. hut actually he re- 
sents it. \\'e refuse to listen to ad- 
vice from our best friends and the 
greatest men of the time. Theaters 
are crowded while libraries stand 
practically vacant. Church pews are 
empty because the minister advises 
too much and because someone at 

the club house or at the corner store 
has some good stories to tell. The 
same applies to the continuity 
writer, tell more news and stories 
and watch closely about advising. 

In conclusion I will give you a 

method of checking your continuity. 
Don't just hand it to someone for 
an opinion. Read it-or better still. 
recite it to a few prospects and try 
to sell them with the same words 
you use in your continuity. If it 
sounds ridiculous when you read it. 
it will sound more foolish when the 
listener hears it broadcast. If your 
copy sounds right and sells the pros- 
pect. your copy is good regardless 
of what anyone says. 

WFBL Daylight Programs -a real buy 
because 

"At the Hub of the Empire 
State" Station WFBL is a 

necessary part of every pro- 
gram effective In covering 
the state of New York. 
Eight years of leadership in 
service to the 1,634,000 radio 
listeners of this prosperous 
area has developed their re- 
sponsiveness and their con- 
fidence in WFBL. 

MAXIMUM POWER until sunset. While the evening power of 
WFBL is limited to 1000 watts, the daytime power has been in- 
creased to 2500 watts, through the installation of the finest modern 
equipment -100 per cent modulation, crystal control. 

REASONABLE RATES are another reason why this rich market 
offers an exceptional daytime broadcast opportunity. In spite of 
the increase in power the daylight rates of this station are still 
50% lower. 
MINIMUM COMPETITION is assured as WFBL enjoys the dis- 
tinction of being the only full-time network station within a radius 
of 75 miles. Write for further information. 

ONONDAGA RADIO BROADCASTING CORP. Mur a,, Ñ t : 
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KFYR 
"In the Rich Northwest" 
2,500 Watts day time * * * 
1,000 Watts night. 
The strongest day -time sta- 
tion in North Dakota! 
KFYR pulled 10,135 direct in- 
quiries on a recent five-minute 
daily program. 
KFYR reaches 2,000,000 
people! 
KFYR is listened to in North 
and South Dakota, Montana, 
Wyoming, Nebraska, Minne- 
sota and a .portion 'of Canada. 
Your campaign requires 
KFYR to cover the rich 
northwest. 
Write for our schedule and 
rate card. 

The Strongest 
Anmerica n Station) 

reaching 
Winnipeg 

- KFYR 
Meyer Broadcasting Co. 

Bismark North Dakota 

sure, 
I'll send you one.. 
then you'll gaunt a 
million . 

-Ha Itnem- 

HAYNES' 
Radio Logs 

Auction and Contract 
Bridge Calculators 
Football Schedules 

Have all been vital to the 
nation's good ww ill towards 
radio sponsors and stations 
... Inexpensive, clever spe- 
cialties for listener- responses 
and direct "build-up" cam- 
paigns. 

Halter Haynes Publications 
SOS So. Dearborn St. 

Chicago Illinois 

First Regional NAB Meeting 
Held in San Francisco 

THE First Regional Meeting of the 
National Association of Broadcast- 
ers, held in San Francisco, July 21 

and 22, was attended by about 75 West 
Coast broadcasters, who welcomed the 
opportunity to talk things over and who 
voted the meeting a complete success. 
The board of directors is planning a 

similar meeting for New Orleans, to be 

held some time during the coining winter. 
Commissioner Harold A. Lafount, prin- 

cipal speaker at the opening session, 
warned the broadcasters against blatant 
advertising and stressed their duty to the 
public. 'The broadcaster who is so blind 
to this duty as to give space to fraudu- 
lent stock promoters. star gazers and 
such personalities. fails in an obligation 
not merely to the Radio Commission 
which has given him his license, but to 
the great army of listeners in whom the 
final say as to whether or not he shall 
keep that license is vested," the Commis- 
sioner said. 

Walter J. Damn, WTMJ, NAB's pres- 
ident, warned the broadcasters against bad 
business practices now indulged in by 
some stations. "If the broadcasters do 
not clean up these conditions themselves." 
he stated, "somebody else will. You have 
already had a fair indication of this in 
the Federal Radio Commission's notice 
to stations regarding lotteries, gift enter- 
prises, etc. The Federal Trade Commis- 
sion also.has indicated that it is going to 
exercise a more pronounced supervision 
over radio advertising." Mr. Damm then 
offered a constructive program for devel- 
oping broadcasting along the best lines. 

The legislative situation was reviewed 
by Henry Bellows, vice-president of the 
Columbia Broadcasting System and chair- 
man of the NAB Legislative Committee. 
Don E. Gilman, NBC vice-president, dis- 
cussed "Standards of Practice for the 
Broadcasting Medium." 

ABC Account to Erwin, Wasey 
RADIO, newspapers and magazines 

will be used by Erwin, Wasey & 
Company, Chicago to advertise the 

ABC washers and ironers. manufactured 
by the 11torfer Brothers Company. Peo- 
ria, III. 

Philco Again to Broadcast 
Philadelphia Symphony 

SIX full-length concerts by Leopold 
Stokowski and the Philadelphia 
Symphony Orchestra will be broad- 

cast over 71 stations of the Columbia 
chain during the coming winter. The 
sponsor is the Philadelphia Storage Bat- 
tery Company, makers of Philco radio 
receivers, who have previously placed the 
same orchestra on the air. 

Doughnut Campaign in 
New England 

THE S. A. Conover Company, Bos- 
ton. is directing a New England 
radio and newspaper campaign for 

the Doughnut Machine Corporation, New 
York. 

_ 
,441111111 

"Midland 
Broadcast Central" 

"First 
in the Heart of America" 

Ask for the Blue Book, a 

40 -page picture story Hof 

K M B C. 

Midland Broadcasting Co. 
Kansas City, Mo. 
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HOW LARGE IS MY 
AUDIENCE? 

(Continued from pow 11.) 

daily. Telling a dealer that the pro- 
gram is doing good for him will 
frequently result in his attempting 
to sell the product more frequently. 
Folders concerning the program, 
distributed through dealers a n d 

salesmen, lend an air of importance 
to the program to both the dealer 
and the consumer. 

\ yardstick for advertising copy. 
which I might add we frequently 
do not live up to, is to be brief, in- 
formative and not boastful. 

\Ve do not consider fan mail, as 
a rule, indicative of the audience or 
the popularity of a program. In free 
offers on network programs, fre- 
quently or rather usually, the cost 
per inquiry may vary from $1 to $2 
or even more; that is accounted for 
by the limited exploitation allowed 
on such channels. The low for cost 
per inquiry on chain broadcasts is, 
I understand, about 45 cents, while 
the high mark is about $25 apiece. 

The type of offer makes a tre- 
mendous difference. Our own re- 
cent experience illustrates that point 

clearly. We offered a phonograph 
record, modestly anndunced to the 

audience of nine Pacific Coast sta- 

tions. The record was made by 

well known artists; its theme, in 

dialogue, was interesting from a 

historical standpoint. \Ve received 
150 anss ers. This offer cost us 

45c per copy in the form we finally 
delivered it. 

A few weeks later on the same 

program, over the same stations, we 

offered a dust mit free, and one sta- 

tion alone produced 1,893 inquiries, 
bringing the cost per inquiry down 
from the $3.40 apiece on first to 
less than 10c apiece on the second. 

Certainly that difference can't be at- 
tributed+to increased audience. 

TO determine our audience 
more accurately. we check the 
city by telephone. \Ve pre- 

determine the normal percentage of 
listeners to be expected over the sta- 

tion to be used. Then the -problem 
is to find whether or not we are in- 
creasing or decreasing that percent- 
age. \Ve zone check the city by 

telephone at the period that the pro- 
gram is on, asking. 'What program 
are you listening to?" If it is not 

ENHANCE THE VALUE 
OF YOUR 

NETWORK PROGRAM 

Use Announcements on 
Local Daytime Stations 

Advise the Daytime Audience of 
your Night Time FeaJIBStures 

1070 Kycs. 100 Watts 

Operating from 12:01 A. M. until Sunset Every Day in the Year 

SAN FRANCISCO CALIFORNIA 
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ours. we ask, "Have you ever heard 
such and such a program which 
comes over such and such station at 
such and such a time:" One or two 
other brief questions winds up the 
conversation without mentioning our 
company, unless the one called in- 
sists before answering. Generally. 
"\Ve are making a radio survey in 

public interest" will pull the ques- 
tioning girl out of the delay. T1-', 
method is the most satisfactory but 
must be done over a period of day - 
or programs and in quantity to get 

dependable averages. It does not 
deal with the memory of the listener. 
which is frequently inaccurate or 
very accommodating. 

In a very recent evening telephone 
survey over a two-week period we 
learned some interesting news about 
radio consumption in California 
Ninety per cent of the telephone 
subscribers had radios; 72.8 per cent 
of the families were at home : 48.7 
per cent of those at home had their 
radios turned on; 16.6 per cent were 
listening to our program and 35 1 er 
cent had heard the program. Of 
the 35 per cent who were occasional 
listeners, 84.6 per cent liked the pro- 
gram. 

\pplying these percentages to ar- 
rive at audience, we worked the 
problem this way: 523,416 families 
in the radio station's 10 -mile area 
with listening families of 112.269 
(apply Crosley 60.5 per cent ratio ), 
18,637 sets tuned to our program. 
Applying the Crosley figure of 3.1 

listeners per set represents average 
daily audience of 57.774. 

The free offer averaged 31 listen- 
ers per inquiry. Multiplying in- 
quiries of other stations by 31. we 
arrive at a probable total daily 
audience. Incidentally, 31 listeners 
to the inquiry is no thumb rule. 
Three other surveys gave results 
with a spread of 87 to 1 and 144 to 
1. For a rough guess, an average 
of the three might be applied. 

This application of multiplication 
in determining audience on returns 
depends on one accurate survey and 
identical announcements coming 
from the stations in various terri- 
tories, and does not apply to chain 
programs where the listener is ad- 
vised to "write to the station to 
which you are listening." although 
percentages in that case can be 
worked the same way if the origi- 
nating station where the survey is 
made is known to the listener as :*the 
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"It's Wasteful 
To Spend More 
To Cover 
Chicago ! " 

Seventy leading advertisers 
use WGES exclusively to 
get more than their share of 
Chicago business. Every one 
of these advertisers has re- 
newed his contract more than 
once! They've found that 
W G E S. with its 1,000 - 
watt transmitter located in the 
HEART of four million pop- 
ulation-with a commercial 
increase of more than 1000% 
in one year-is unquestionably 

The World's Greatest 
Publicity Investment! 

WGES 
GENE T. DYER, Operator 

in the HEART 
of Chicago" 

KFJB 
IS 

IO wa's 
Respected Low 
Power Station 

The Geographical Center of 
The Tall Corn State 

-MARSHALLTOWN- 
Direct Crystal Control 

100% Modulation 

L 

Co-operating with Advertising 
Agencies for Effective Han- 
dling of Radio Appropriations 

AGENCIES 
BROADCASTING 

BUREAU, Ltd. 
520 No. Michigan Ave. 
CHICAGO, ILLINOIS 

WHITEHALL 4915 

station to which you are listening." 
Looking into the future a little, 

this type of survey would be of no 

particular value if everyone started 
doing it. Before its value is tam- 
pered with, the suggestion might be 

in line that in this spot the adver- 
tising clubs can serve organized ad- 
vertising in an immeasurable way. 
Let the local Ad Clubs set up facili- 
ties for clearing this information. 
The survey is done by girls hired 
from some business college or simi- 
lar organization who do the calling 
from home. The Ad Club could 
charge a fixed amount for a survey 
to its members and by making a 

number of them could set up charts 
on many of the variable subjects 
which are now left to personal opin- 
ion. It would be simple then to get 
the cost per thousand listeners and 
the source would be unbiased. A 
natural result probably would be 

true positions of station and gener- 
ally better programs on the air with 
stations bidding for a more favor- 
able position. 

From the standpoint of the ad- 
\ertising department of any firm, 
the alleged unlimited possibilities of 
radio's influence on styles, art, litera- 
ture, culture and the aesthetics of 
life are of no particular interest, but 
the fact that practically one-fourth 
of the entire population is making 
itself available to he spoken to on 

any night is of deep concern. 

Nationwide Spot Campaign for 
Life Savers 

LiFE SAVERS, INC., is going on 
the air early in September with an 
unusual broadcast campaign. 

The "Life Savers Success Reporter" is 
conducting a nation-wide study of the 
most interesting successes achieved by 
men and women in America. Many of 
these successful people are the most 
famous in the nation. Others, just as 

real successes, are entirely unknown. The 
essential secrets of the success of these 
people are brought to the radio audience 
direct from the lips of the people them- 
selves through interviews with the "Suc- 
cess Reporter." 

This series of "Secrets of Success" 
will be on the air each evening by elec- 
trical transcription over stations in all 
parts of the country. The radio account 
of Life Savers, Inc., is handled by 
Critchfield & Company, Chicago. 

Meighan Joins Bowen 
MR. HOWARD S. MEIGHAN, 

formerly with J. Walter Thomp- 
son Company, has joined the New 

York stab of Scott Howe Bowen, Inc., 
radio station representatives. 

KGKB 
"The Voice of 

East Texas" 
In the heart of the 
world's largest o i 1 

field. 

Very thickly populated 
with 6,907 farms alone 
in Smith County. 

It will pay you to cul- 
tivate this territory 
which is the brightest 
commercial spot on the 
American continent. 

Your inquiries will be 
appreciated. 

TYLER. TEXAS 

WJAY 
CLEVELAND 

Cleveland's only truly local 
station, with rates in accord- 
ance. 

Has largest foreign listening 
audience of any station in 

the United States. 

For details and figures write 

WJAY 
1224 Huron Rd., Cleveland, O. 

Get the 
National Slant 

from Heinl's 

RADIO BUSINESS LETTER 
Insurance Building 

Washington, D. C. 

SEND FOR SAMPLE COPIES 
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FLABBERGASTED! 

Sally is so excited she 
can't think, but her 
talking goes on. Mamie 
Snodgrass, the Widow Mason's 
sister, is coming to live 
across the street and what 
she'll do to that quiet, 
dignified neighborhood 
will be plenty. 

More than 10,000,000 
listeners make it a point 
to hear Cecil and Sally 
every night. Over thirty 
successful campaigns are 
now bringing results for 
sponsors. It's the oldest 
and best recorded serial 
available for spot 
broadcasting. 

There's a new folder 
showing actual listener 
reaction. Write for it and 
some splendid new samples. 
The fall campaign can't 
help but click if Cecil and 
Sally is the program. 

PATRICK AND COMPANY 

865 MISSION STREET 

San Francisco, Calif. 

GOOD PROGRAMS NEED 
GOOD PUBLICITY 

(Continued from page 9.) 

IT WAS advertising to a large 
extent that made Barnum the 
greatest showman of all time. 

It was advertising that brought the 
amusement -seeking crowds into Bar- 
num's museum to see the "India 
Rubber Man, ' the "East Indian 
Mermaid," and other famous cu- 
riosities. Broadcasting's Barnum 
will realize the tremendous possi- 
bilities in exploitation of his radio 
entertainment through other adver- 
tising mediums, and will nightly at-. 
tract to the loudspeakers throughout 
the land an audience that will make 
the original Barnum look like a sand 
lot kid with an "admission five pins" 
show. 

Take a look at some of the spo- 
radic, hal f -hearted attempts that 
have so far passed as radio exploita- 
tion. The formula is usually like 
this: "Tonight at blank hour hear 
so and so and his orchestra in the 
such and such program, over station 
whatyamacallit, and affiliated sta- 
tions of the blank network." 

Any second rate publicity man in 
any- third rate theater in the country 
would get himself rapidly and thor- 
oughly fired if he didn't do a better 
job than that of selling his show to 
the public. But in present-day ad- 
vertising circles such feeble, uninter- 
esting stuff passes as radio exploita- 
tion. 

There is seldom a concerted effort 
to sell the radio show and its stars 
as top-notch entertainment worth 
sitting home nights to hear. When 
a motion picture producer brings 
out a major opus, he advertises it 
as such. ''This picture," says the 
producer in screaming bold -face, 
"costsa million dollars to make. It 
will set a new mark in motion -pic- 
ture entertainment. Twenty thou- 
sand people (try an' count 'em) par- 
ticipated in the subway scenes. The 
bath -tub used by the star was made 
of solid gold, inlaid with mosaic de- 
signs depicting nymphs and satyrs 
at play. A notable cast contributed 
the finest performances of their 
careers in making this mighty epic 
drama, which will go down in his- 
tory as the greatest motion picture 
of all time." 

Our radio showman goes out and 
hires a grand opera star, a Broad- 

way dance band and an internatin_. 
journalist. He engages the finest 
program engineers and the cleverest 
continuity writers the industry ha: 
developed. And then-yes. an I 

then, how is the opening pr 'ram 
announced? 

You guessed it! In a two-inch 
ad way down in the corner of the 
page we come across the familiar 
doggeral, "Tonight at blank bon: 
hear so and so-" 

There is no suggestion of a world 
premiere. There is no Hollyw, I 

opening, with a fleet of airplane, 
flying overhead, crepe paper taste- 
fully affixed to the street lamps. anr'_ 

gaudy three -sheets to inform the 
expectant public that here, at last. i> 

"the greatest radio program of all 
time." 

Obviously, radio presents a dif- 
ferent exploitation problem than 
that of a major motion picture opus. 
Equally as obvious is the fact that 
much Hollywood ballyhoo is in ex- 
tremely bad taste, exaggerated far 
beyond credence, and is, in addition. 
decidedly expensive. But there's no 
denying that all entertainment, in- 
cluding radio, needs aggressive ex- 
ploitation of one sort or another. 

There is something about every 
radio program that can profitably be 
publicized. There are interesting 
personalities in the cast; there are 
"name attractions" of one sort or 
another that should be played up. 
There are certain unusual facts 
about the production that. if told 
effectively, would materially in- 
crease the size of the audience. 

The radio stations themselves are 
greatly in need of advertising. The 
broadcasting outlets which are to 
survive will be those which have 
built up a consistent listener follow- 
ing. Those which have through the 
intelligent and persistent use of di. - 
play space, established a definite and 
distinctive personality in the public 
mind. Yet, how many advertising 
men have tried to sell radio stations 
in their communities on the idea 
of becoming advertisers in other 
media? 

Like carrying coals to Newcastle 
perhaps, but a highly practicable 
and desirable arrangement, never- 
theless. Don't forget that but a few 
years ago newspaper promotion was 
virtually unheard of. Publicity of 
a productive sort is even more nee - 
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Our policy 
is to clear 

' any time for 
a National 
Program 
account 

1 

1 

1 KGIR 
"The Voice of 

Montana" 

BUTTE 

MONTANA 

e. - --- 
tee 

Millions of 
NEW WEALTH 

in the Territory 
Served by 

KTBS 
Shreveport - Louisiana 

Construction under way in 
Shreveport: The world's largest 
airport, a million dollar bridge, 
a half -million dollar postoffice, 
schools Costing millions, vast 
street extension programs, and 
other great public and private 
enterprises. 

In every direction Bumper 
Crops, new oil fields and count- 
less oil wells, enormous road - 
building campaigns - literally 
millions in new wealth, new 
activity, new prosperity! And 
KTBS is the only radio station 
in the entire territory operating 
on a full-time schedule! 

1,000 WATTS 
100% Modulated 

Studios in the 
Washington-Youree 

Hotel 

essary to a broadcasting station than 
to a newspaper. 

Both sponsors and broadcasters 
are very much in need of the serv- 
ices of our friend, the advertising 
man, Whether they realize it or not. 
\re our agencies progressive enough 

to develop radio's highly profitable 
atl. ertising by-products? 

Appoints Geyer Company 
THE Hooklcss Fastener Company of 

Meadville, Pa., has placed the New 
York office of The Geyer Company, 

Dayton, Ohio, agency in charge of the 
advertising of ''Talon" slide fasteners, 
effective immediately. 

Department of Commerce Opens 
Radio Office in Florida 

THE radio division of the Depart- 
ment of Commerce, whose duty it 
is to police the ether waves, has 

opened a new office at Miami, Florida. 
Jos. H. McKinney, formerly radio in- 
spector at Dallas, Tex., is in charge of 
the new office. 

Wax Program on NBC 
SC. JOHNSON & SON, Racine, 

Wis.. makers of Johnson's Polish- 
ing Wax, are sponsoring a new 

Sunday evening series over NBC featur- 
ing Ted Weems and his orchestra, a ith 
llo May Bailey as soloist. The agency 
is Needham, Louis & Brorby, Chicago. 

March of Time Returns to Air 
ON September 11, the "March of 

Time," current etents program 
sponsored by Tinte Magazine, re- 

turns to the air as a weekly Columbia 
feature. 

State of Maine Sponsors 
Series on WLW 

MAINE is one of the first states of 
the union to make use of radio as 

a means of inducing visitors to 
cross her borders. 

The Pine Tree State's attempt "to sell" 
herself will be made over WLW, Cin- 
cinnati, and will be addressed to America's 
sportsmen in an effort to lure prospective 
hunters to Maine this fall, 

Teti dramatic sketches descriptive of 
the joys of fall hunting in the woods of 
Maine will be included in this series of 
broadcasts. It ís expected that the series 
will include playlets to be written by such 
authors as Booth Tarkington. Ben Ames 
Williams and Kenneth L. Roberts. All of 
these popular writers have written either 
short stories or books about Maine. 

Bowen Opens Two New Offices 
SCOTT HOWE BOWEN announces 

the opening of a new office in San 
Francisco located at 865 Mission 

Street. This office will be in charge of 
Wilbur Eickelberg and H. J. Grieg. 

Another new office will be located at 
502 Barker Building, Omaha, Neb.. un- 
der the management of Ernest Bader. 

1111 

.::and THAT 
done well' 

Producing 
RECORDED RADIO 

PROGRAMS 

(Electrical Transcriptions) 

The Marsh Laboratories 
specializing in the one 

field have won the ap- 

proval of Advertisers and 

Advertising Agencies. 

Because:- 
... quality is guaranteed. 

... cost is lower. 

new quarters, espe- 
cially built and equipped 
to facilitate the prodttc- 
programs, including or- 
gan studio. (Recording 
78 and 33 1-3 r.p.m.) 

attention is given to 
details of production and 
recording by experts. 

. . . seventeen years of 
recording experience in- 
sure outstanding results. 

the 

MARSH 
Laboratories, Inc. 

ELECTRICAL RECORDING 
(Originators) 

In all phases of - recorded 
radio program production, 
MARSH LABORATORIES 
offer experienced, qualified 
service! Marsh recordings 
include many famous radio 
names such as: Jesse Craw- 
ford. Quin Ryan, Willard 
Robinson. Nick Lucas, etc., 
and whole series of radio 
programs of Amos N' Andy, 
Ted Weems' orchestra! . . . 

etc., etc... . 

Wire or write immediately for our 
booklet "Electrical Transcription" 
(with prices) which will gladly be 

.cent to those interested in radio 
advertising. 

MARSH 
Laboratories, Inc. 
306 So. Wabash - Chicago 
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PERMEATE YOUR 
PROGRAM 

(Continued from page 14.) 

Suppose now we look at Lucky 
Strike's much -maligned broadcast. 
\Vhile I do not care for the program 
as entertainment I am forced to ad- 
mit that it does its job. I have 
watched listeners during the broad- 
cast and I always find one of two 
reactions. Either the listener turns 
away in disgust or-and the latter 
has been the case in many instances 
-he becomes restless. perhaps a bit 
irritated-slightly nervous. He is 
eager to be up and doing-he can't 
sit still. And he smokes cigaret after 
cigaret. He does not realize that he 
is smoking more than usual, he does 
not realize that there is anything the 
matter with him, he just goes on 
smoking. 

It is my personal opinion that 
Lucky Strike could go on the air 
every night in the week and pay the 
broadcasting bill from the income 
from the extra cigarets consumed 
during the Lucky Strike Hour each 
night. I think, too, there would be 
a right good sized profit. 

Now, for the purpose of contrast, 
let's look at the Blackstone Hour. 
Ilere we have three good fellows- 
and the fourth, the listener-getting 
together for a quiet evening on the 
moon lit porch of the Colonel's home 
in the tropics. And what happens 
7.'hen good fellows get together and 
the night is moonlit and there is a 
story and a song and a pretty woman 
-anti there's peace and quiet ? 

The answer is easy : those good 
fellows want to sit back and enjoy 
themselves; they want to smoke a 

peaceful, restful, good -fellow cigar. 
That program radiates good fellow- 
ship and ease; its very mood forces 
you to crave a long, cooling smoke. 
Now, in my opinion, the Lucky 
Strike Program never could sell 
Blackstone cigars-and the Black- 
stone Program never could sell 
cigarets. 

Suppose a trust company should 
decide to put on a program. The 
advertising manager has an idea that 
"good entertainment" is the thing. 
Ile goes into the talent market, gets 
a headline comedian, puts him on 
the air and waits for the listeners to 
hurry in to ask for advice on money 
matters and investments. 

The show has been a dandy. Peo- 
ple stand on the street corners and 
laugh about it. The comedian's 
jokes are repeated everywhere. But 
do these jokes sell trust company 
service? Do these jokes encourage 
people to go to that trust company 
for advice? 

This case is no dream, by the 
way. It was done. The success of 
that program was extremely doubt- 
ful. 

I believe if that trust company 
had used a concert orchestra or, if 
finances did not permit that, a trio 
of violin, 'cello and piano, playing 
good but popular music such as Her- 
bert or Friml, the program would 
have been more successful. The 
eery music would have planted the 
subconscious thought and conviction 

in the minds of the listeners thy 

the trust company was pod ar 
strong and trustworthy. The conic- 
dian could not do that. He had 
good show but there was no nw 
established, no conviction carried ti 
the listener. 

What of the .\ & P programs: 
Those Gypsies under Harry Horlick 
have made millions .\ & F con- 
scious. They have done much more 

than that. They have, by their own 
goodness and high class, convinced 
many people that, because funds at 

the A & P stores are inexpensive. 
that does not mean they are not 

good. 
It is no: hard for me to remem- 

ber the time when many people did 

not go into A & P stores. They felt 
that inexpensiveness was cheapness 

-that is. lack of goodness. That 
feeling does not exist now. A -k 
yourself the reason. 

And now for a peek at the new 

Stebbins Boys. \Vhat a clever stunt 
that is. No other program could 
sell hams as they will. I lams are 

a rustic article and the act is rustiz- 
ity itself. How many of us. per- 
haps, are a bit more friendly to 

Swift because of this rustic bit of 
entertainment. I cannot conceive 

of a fine orchestra or a snappy 

dance band or a master of the violin 
doing quite as well selling hams as 

the Stebbins Boys. 
On the other hand, rusticity vilu 

not sell many things: sugar or radia- 
tors or, perhaps, tires. Think that 

over. 
What have we found in the lab - 

Tone -Controlled 
Present day refinements in receiving sets deserve 
better broadcasting! Practically speaking, the entire 
audible range of frequencies is available to Cleve- 
land listeners in \VGAR's new transmitting plant. 
now on the air. 
From studio to antenna, every piece of equipment 
is uniformly matched, and with the NBC network 
now reproducing frequencies from 50 to 8,000 
cycles, New York and Chicago programs approach 
the same tonal range as WGAR's local features. 

Patronize a QUALITY station with a QUANTITY audience! 

The WGAR Broadcasting Co., Inc. 
Associated'Station of Studios and Offices: JOHN F. PATT 

N B C BLUE NETWORK HOTEL STATLER, CLEVELAND (Prospect 0200) Vice-Pres. and General Mgr. 
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oratory cases? Is it that any sort of 
good entertainment with an advertis- 
ing plug is enough and that listeners 

buy out of gratitude because they 

have been entertained, or is there 

some other reason the listeners buy 
if the program is arranged accord- 
ing to the plan I have tried to show 

you? 

I think you know the answer. Fit 
the talent and the show to the prod- 
uct. Make the show's psycholog- 
ical appeal such that it will have as 

much, if not more kick. and pull than 
the announcer's words. 

There are many excellent pro- 
grams on the air which work out 
partly according to the yardstick 
which I believe should be followed 
-and there are many others. I won- 
der if a few of these others might 
not he able to take a tip from Cleo- 
patra. 

Johnstone Heads NBC Press 
Relations 

FOLLOWING the resignation of Wal- 
ter Stone, G. W. Johnstone has again 
taken charge of the Press Relations 

Department of the NBC in addition to 
continuing to act as special assistant to 
President Aylesworth. 

NAB Membership Shows 
50 Per Cent Increase 

MEMBERSHIP in the National As- 
sociation of Broadcasters increased 
50 per cent during the first six 

months of 1931, according to a statement 
made by Philip G. Loucks, managing di- 
rector of the Association. On December 
31, 1930, the NAB included 88 active 
members and 25 associates. On June 30, 
1931, this had increased to 122 active and 
28 associate members. 

Heads Radio Feature Service 
RADIO FEATURE SERVICE, an 

organization formed to supply radio 
stations with standard features sim- 

ilar to those published in newspapers, has 
obtained Earle Ferris, managing editor of 
United Features, as managing director. 
Mr. Ferris also resumes the post of ac- 
count executive for National Radio Ad- 
vertising, Inc., which he left to join 
United Features. 

New Advertisers on Yankee Net 
THE Hecker H -O Company, Inc.. 

Buffalo, producer of cereals, flour, 
etc., is a new advertiser using time 

on the Yankee Network. McMullen, Ster- 
ling and Chalfant, New York, is the 
agency. Chambers & Wiswell. Boston 
agency, has placed the advertising of the 
New England Frigidaire distributor over 
this chain also. 

September, 1931 
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$26, 81,15 ú 
The National Advertising Records show that $26, 819, 156 

was spent in Radiocasting in 1930 (a year of depression) this 

is a stupendous sum. 

This was an increase over 1929 of 44% plus. 

$25 
For $25 you can have the Radio Section of National 
Advertising Records come to you month by month giving 

you a complete checkup on the time, frequency,expenditure 

and in fact an accurate picture of what is happening in 

Radiocasting on all the chains and networks. 

A complete Radio Analysis from 1927 to and including 

1930 is part of this section. 

A complete group analysis of the different types of Radio 

Advertisers is furnished in this section each month. 

All of This For Just 

$25 
Consult Our Nearest Office 

National Register Publishing Company 
Sole Selling Agents 

513 BroaJwar, New York 140 S. Dearborn Street, Chicago 

7 Water Street, Boston 929 Russ BLit., San Francisco 
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station Rate Directory 
SOUTHWEST BROADCAST- 

ING CO. 
Aviation Bldg., Fort Worth. Tex. J. E. Bryan, 
General Manager; A. P. Barrett, President. 
Contract Regulations. 

*General, exeept Par. 3: no agency commis- 
sion allowed on talent charges. 
Sponsored Programs. 

Group Discount. 
If all eight stations are used, apply a group 
dlaeount of 701 to the groat( amount for time. 
If all stations are not desired. deduct from 
total shown for all stations, the charge for 
timo on the stations not desired, and then apply 
a group discount of 1% fur each station more 
titan one. 

(After 6:00 P. NI.) 
One Hour. 

Stations. 1 TI. 4 TI. 13 Ti. 
K'rAT, 
Ft. Worth... 135.00 132.50 125.00 

KTH.A, 
San Antmdo 120.00 118.50 98.50 

KG KO. 
Wichita Falls. 97.50 96.50 94.50 

WACO, Waco 97.50 96.50 04.50 
KFJF, 
Okla. Clty... .160.00 157.50 140.00 

KGBa. 
Amarillo 97.50 96.50 94.50 

KTttfl. 
Houston 150.00 142.50 135.00 

tVItR. Dallas 100.00 95.00 110.00 

Stations. 
I:'1'A'1', 
Ft. Worth 

KTSÁ. 
San Antonio 75.00 65.00 60.00 55.00 52.50 

KOKO, 
Wichita Falls. 57.50 56.50 54.50 53.50 52.50 

WACO, Waco 57.50 56.50 54.50 53.50 52.50 

Okla. City 90.00 87.50 78.50 72.50 70.00 
galls. 

Amarillo 57.50 50.50 54.50 53.50 52.50 
KTRH, 
Houston 80.00 75.09 72.10 fí1.00 64.00 

WRIt, Dallas 05.00 62.50 60.00 55.00 50.00 

Total 502.511 538.00 506.107180.-0-0 459.00 
Quarter Hour. 

Stations. 1 TI. 4 TI. 13 Ti. 26 TI. 52 TI. 
KTAT, 
tort Worth 50.00 48.50 

ETNA, 
San Antonio 45.00 40.00 

KOKO. 
Wichita Fails. 35.00 33.50 

WACO. Waco 35.00 33.50 
1:FJF, 
Okla. City 60.00 58.50 

KORS. Amarillo 35.00 33.50 
KTRH, 
Ilona ton 45.00 42.50 

WRR. Dallas 40.00 37.50 

20 Ti. ,52TI. 

120,00 115.00 

93.00 90.00 

92.50 90.50 
92.50 90.50 

135.00 1:0.00 

92.50 90.50 

127.50 120.00 
80.00 70.00 

Total 957.50 935.50 872.00 835.00 796.00 

Half Hour. 
1 TI. 4 TI. 13 Ti. 26 TI. 52 TI. 

80.00 78.50 72.50 69.00 65.00 

45.00 

35.00 

31.50 
31.50 

42.50 

32.50 

1)0.50 
30.50 

40.00 

30.00 

29.50 
29.50 

48.500 4.5.00 42.50 
31.50 30.50 29.50 

40.00 98.25 38.00 
35.00 7,0.00 25.00 

Total 345.00 327.50 208.00 270.75 202.00 
(Before 6:00 P. NI.) 

One Hour. 
Stations. 1 Ti. 4 Ti. 13 TI. 26 Ti. 52 TI. 

ETA T. 
Ft. Worth 81.00 79.50 72.50 70.00 05.00 

KTSA, 
San Antonio 75.00 70.00 60.00 55.00 52.00 

KG 110. 
Wichita Falls. 58.50 57.00 55.00 54.00 

WACO, Waco 58.50 57.00 55.00 54.00 
KF.IF. 
Okla. City ... .100.00 07.50 85.00 82.50 

KGItS. 
Amarillo . 58.50 57.00 55.00 54.00 

KTRH. Houston 75.00 72.50 67.501 0.3.75 
Wit It. Dialing $5.00 80.00 75.00 85.0:1 

13.00 
53.00 

80.00 

53.00 
60.00 
55.00 

Total 591.50 570.50 525.00 498.25 471.50 
Half Hour. 

Stations. 1 TI. 
KTAT, 
!'t. Worth.... 48.00 

KTSA. 
San Antonio.. 45.00 

KOKO. 
Wichita Palls. 34.50 

R %CO, Waco.. 34.50 
KPJF. 

4 Ti. 

47.50 

40.00 

33.00 
33.00 

13 Ti. 

42.50 

32.50 

31.00 
31.00 

26 TI. 52 TI. 

40.00 38.00 

:0.00 28.50 

30.00 29.00 
20.00 21.00 

Okla. City.... 60.00 
KG RS, 

Amarillo ..... 34.50 
KTRII, Houston 40.00 
Will/. Dallas... 55.00 

Total 351.50 
Quarter Hour. 

Stations. I TI. 4 Ti. 13 TI. 20 Ti. 52 Ti. 
I: TAT, 
tort Worth 322.00 30.50 27.50 26.50 25.50 

KTSA, 
San Antonio 27.50 25.00 22.50 20.10 18.50 

KGKO. 
Wichita Fails. 21.00 20.00 18.00 17.09 16.00 

WACO, Waco. 21.011 20.00 18.00 17.00 16.60 
E CIF, 
Okla. City 10.00 37.50 30.00 27.50 25.00 

(:ORS. 
Arun rillo 21.00 20.00 18.00 17.00 16.00 

ICTItH, Houston 22.50 21.50 20.25 111.15 18.00 
WRR, Dallas 30.00 27.50 25.00 22.50 20.00 

57.50 47.50 45,10 12.50 

33.0(1 31.00 30.00 29.00 
88.00 30.09 34.00 32.00 
52.50 50.00 45.00 40.00 

331.50 301.50 284.00 288.00 

Tota I 215.00 202.10 179.25 1611.65 155.00 

Special Feature Periods. 
Electrical Transcriptions. 

YANKEE NETWORK 
I Winter Place, Boston. ?lass. Charles W. 
Phelan, Director of Sales; John Shepard. 3rd. 
President; It. f.. Marlow. Assistant to President. 
Operated lay Shepard Broadcasting Service, Inc. 
Contract Regtla tiona. 

*General. except Par. 3: no agency commix- 
slon allowed unless payment is male on or be- 
fore 10th of month following hroadcaat. 
Sponsored Programs. 
(0:00 1'. M. to 11:00 I'. SI. Rally and after 

1:00 P. M. Sundays.) 
I IIr. th Fir. á Hr. 

Roston, Mass. (WNAC).8300.07 8150.00 $100.00 
Boston. Mass. (WAAB).. 150.00 75.011 5(1.00 
Providence, R. I. (WEAN1 150.00 75.00 50.00 
Worcester, (lass. (WORC) 150.00 75.00 50.00 
Hartford, Corm. (WDRC). 150.07 75.101 30.1)(1 
Bridgeport. Conn. (WICC) 150.0/ 75.00 50.00 
Bangor. Me. (N'IJt7,).... 120.181 00.00 40.00 
New Bedford, Manx. 

(WNBH) 60.00 30.011 20.00 
Total 7 stations using 

WNAC 1080.00 540.00 360.00 
Total 7 station. using 

WAAB 930.110 465.00 310.00 
(Before 6:00 P. M. anal otter 11:00 P. N. dully 

and before 1:00 P. NI. Sundays.) 
Boston, Mass. (WNAC). 150.00 75.00 
Boston, Mass. (WAAB).. 75.00 37.50 
Providence, R. I. (WEAN) 75.00 37.50 
Worcester, Mass. (WORC) 75.00 37.50 
Hartford, Conn. (WDItC) 75.00 37.70 
Bridgeport, Conn. (WICC) 75.00 37.50 
Bangor. Me. (WLBZ).... 60.00 30.0:1 
New Bedford, Muss. 

(WNBH) 30.00 15.00 10.00 
Total 7 stations rasing 

WNAC X0.09 
Total 7 Mallon. using 

SVA AB 465.00 
Special Feature Periods. 
Electrical Transcriptions. 

33% and 78 r.p.m. turntables. 

50.00 
25.00 
25.00 
25.00 
25.00 
25.00 
20.00 

Special Program hates INIlnlnn'u , r 

contract.) 
Two daily 'announcements u'itla oat., -t .1 a 

grant one hour each week. tai. 1_ 

(after 6:00 P. NI.), per month. 015.0 
'two daily announcements with a 41 -t 

gram one-half hour each week, taint 
(after 6:01 P. NI.). per month. 110nal' 

Special Group Programs (Nllnlmn 
'root tact.) 

Two daily daytime anno0nrement- nit 
group program weekly (studio anal r - 
month, $50,00, 

Daytime dally record program. I 

125.00. 
Announcements, 

Per minute, $1.01. 
Term contracts -rates on appllrel o . 

Special Feature Periods. 
Electrical Transcriptions. 

:t3'y and 78 r.p.m. turntables. 

CALIFORNIA 

1 (lour 
% (lour 

Hour 20.00 15.00 
(Snndays.l 

tot( Flotar 35.01 28.01 
14 (lour 25.10 20.00 

Announcements 
Not to exceed 100 words. 

(Daytime daily except Sunday anal a. I 

Holidays.) 
1 TI. 26 Tl. 52 Ti. 7s TA. 

Per time $4.00 $3.0 02.75 82.: 
(12:110 midnight to 0:00 A. NI., raven day- ter 

week.) 
l'er month (6 per night, 1 each hour 
Per month 11 per night) 60.00 

Electrical Transcriptions. 
33'At and 78 r.p.m. turntables. 

San Francisco 
KJBS 

100 Watts. 1.0:0 Kc. 

1380 Bush St.. Sun Pr:anch-co. ('nl R It 
Brunton. General Manager. Owned a'.d .1> rated 
by Julius Brunton & Sons Co. 

Contract Regulations. 
*General, except Par. 3: no coma)-: l:uned 

on talent charges. 
Sponsored Programs. 

(Daily 
,'i. cept 

Mo13nday... 
Ti 52 

$50.00 $37.5'0 fl. "hau, 125.10 
'10 (Ya 22.51 1'(a 15.1 

12,114 111. . 

t.4.I 
pu . 14. 

CONNECTICUT 
270.01 150.00 Bridgeport' 
2:12.50 155.00 WICC 

See Yankee Network. 

ALASKA 

Ketchikan 
KGBU 

500 Watts. 900 Kg. 
Ketchikan. Alaska. G. E. Burlelgh, Manager. 
Owned and operated by Alaska Radio A Service 
Co.. Inc. 
Contract Regulations. 

*General. 
Sponsored Programs. 

1 After 6:00 P. 51.) 
I Hour (tinte only) 830.00 
1 hoar (program. furnished) 60.00 

(Before 6:00 P. M.) 
1 Hour (time only) 15.00 
1 Hour (program. furnlshedl 3000 

Term contracts -rates on application. 

Hartford 
WTIC 

50,000 Watts. NBC 1.060 Kc.-660 Et. 
26 Grove St.. Hartford. Coon. P. W. Mon - 
General Manager; J. P. Clancy. Itu.lne+s Mar 
user. Owned by Travelers' Insurance Co. Ot 
rated by Travelers' Broadcasting Seri's ChM - 
Contract Regulations. 

*General. 
Sponsored Programs. 

16:00 P. Nt. 
1 TI. 

1 Hour $500.00 
th Flour 1110.01 
1., Hour 170.00 

(8:00 A. M. 
1 flour 220.0) 

y't Hour 150.00 
'í Hour 85.00 

to 11:10 P. NI.. 
25 Ti. a' Ti. la'i 

8475.00 ><4t,`5.t 845: .(10 
2.15.00 277,5s) 
161.50 1.57.25 1.5. 

to11:00P. Nl.t 
237.50 231.2. 2.5. 
142.110 138.75 1:.5.. 
80.75 .sJñ 76.: 

Special Feature Periods. 
Electrical Transcriptions. 

33153 and 7$ r. p. ru. turntables. 

°General Contract Regulations, etc -Un- 
less otherwise noted under the station 
listings, the following general regulations 
apply to the purchase of time on the air. 

1. Rates include time on the air, facili- 
ties of the station In arranging programs, 
preparing announcements, securing talent. 
services of staff announcers, and blanket 
fees charged for copyrighted music. 

2. Rates do not include talent, travel - 

lag expenses, tolls and mechanical ex- 
penses for remote control, or other extras. 

3. Recognized advertising agencies are 
allowed a commission of 15% on both 
time and talent. 

4. If advertisers prepare their own an- 
nouncements or provide their own talent, 
these must be approved by the station 
well in advance before broadcasting. 

5. Periodic broadca°ts must be con- 

tracted for In advance and broadcast at 
least once a week to earn period dis- 
counts. 

6. Stations reserve the right to reject 
any broadcast which might mislead radio 
listeners, which is against state or gov- 
ernment regulations. or which is not in 
keeping with the policy of the station. 

7. No contracts accepted for a period of 
more than one year. 
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WDRC 
500 Watts CBS 1,330 Kc. 

Corning Bldg., 11 Asylum St., Hertford, Conn. 

Franklin 1I. Doolittle. Manager. Owned and 

operated by WDRC, Inc. 

Contract Regulations. 
Genetal, except Par. no comndsslon 

allowed on talent changes. 

Sponsored Programs. 
(After 0:00 I'. M.) 

1 Ti. 13 TI. 26 TI. 
1 Hour $123.00 $118.75 $112.50 

14 Hour 78.00 74.10 70.211 

1, Hour 49.00 46.55 44.10 

(Before 6:00 P. M.) 

78 

32 TI. 
$106.25 

651.30 
41.63 

I Ilonr 1:3.00 59.85 56.80 53.:5 
ty Hour 39.00 :17.05 25.10 :'3.15 
5, Hour 25.00 23.75 22.50 21.25 

Announcements. 
(%Der 6:51 P. Nl.) 

1(10 Wonle 
(1 min.) 20.00 i9.(O 18.09 17.00 
50 Word 13.00 12.35 11.70 11.05 

(Before 6:00 P. ll.) 
1110 Wonle 
(I min.) 10.00 9.50 9.00 8.50 
50 Wonls 8.50 6.18 5.85 5.53 

Electrical Transcriptions. 
:1355 and r.p.m. turntables. 

DISTRICT OF COLUMBIA 

Washington 

WOL 
100 Watts 1,310 Ho. 
Annapolis Hotel, Washington, D. C. I.e Hoy 
Mark. President. (Owned and operated by the 
American Broadcasting Co. 
Contract Regulations. 

"General, and In addition: discounts earned 
are deductible only at completion of contracts. 

(After 7:00 P. )l.) 
1 Ti. 13 TI. 26 Ti. 52 TI. 

1 (lour 1100.00 195.00 (1[0.00 185.01 
55 Hour 
% (lour 

55.00 
11.00 

52.25 
33.25 

49.50 
31.50 

46.75 
29,75 

10 Minute Talks. 30.00 28.50 27.00 25.50 
(Before 7:00 P. 11.) 

1 Hour 50.00 47.50 45.00 42.20 
14 Hour 27.50 26.13 24,75 23.38 
l4 Hoar 17.50 16.63 15.75 14.88 
10 Minute Talks. 15.00 14.25 13.50 12.75 
Announcements. 

(Between electrical recordings). 
(lion., Wed., Fri. or Tues., Thura. and Sat.) 

7-10x0 A. 50 100 S%orl« 
12- 2:00 P. \t 100 Words 
fe 7:00 P. II 50 Words 

Before 7:00 P. \I 100 Word. 
(Per Month, Three Times Weekly) 

3 Mos. (39 TI.)..$75.00 
6 Most (78 TI.).. 11.25 

$113.00 
61.75 

$75,00 $55.00 
71.2; 52.25 

1 Yr. (150 TI.)... 67.50 58.50 67.50 49.50 
(Per Month, Daily Except Sunday.) 

3 Moe. (78 Ti.) .142.50 123.50 142.50 105.00 
6 Mos. (156 T.).135.00 117.00 13.1.00 1)9.00 
1 Yr. (312 T1.)..128.23 110.50 128.25 93.50 
Rates are based on payments made monthly in 
advance from which a discount of 2% may be 
deducted if check is received on the due date 
only, Double above price« for !announcements 
after 7:00 P. H. No merchandise prices quoted 
after 6:00 p. m. 
Special Feature Periods. 
Electrical Transcriptions. 

3355 and 78 r.p.m. turntables. 

ILLINOIS 

Chicago 
WBBM 

25,000 Watts. CBS 770 Ko, 
Wrigley Bldg., Chicago, III. J. Kelly Smith, 
Commercial Manager. Owned and operated by 
the Atisss Co., Inc. 
Contract Regulations. 

'General. 
Sponsored Programs. 

Class "A." 
(7:00 P. M. to 11:00 P. M. weekdays and after 

4:00 P. M. Sunday.) 
1 Ti. 19 TI, 26 Ti. 52 TI, 100 TI. 

1 llour,$3'0.00 $315.00 1297.50 1250.00 $202.50 
55 Hour.. 210.00 189.00 178.50 168.00 157.50 
tot Hour.. 125.00 112.50 100.25 100.00 91.75 

Class "B," 
(6:00 P. Ni, to 7:010 P. M., weekdays only.) 

1 Hour,. 265.00 218.50 225.25 212.00 198.15 
54 Hour.. 1(0.00 144.00 136.00 128.00 120.00 
% Hour.. 95.00 85.50 80.75 70.00 71.25 

SePtc slyer, 1931 

Class "C." (6:00 5. M. to 5:00 P. 11, and 11:00 P. NI. to 

(9:00 A. U. to 1:00 P. 11.; 5:00 P. H. to 6:00 
P. M.: 11:00 P. 11. to 12:09 .Midnight 

weekdays, and Sunday until 
4:00 P. M.) 

1 Hour.. 210.00 1811.00 17850 168.00 157.50 

54 Hour.. 123.00 112.50 106.2.5 1141.00 93.75 
Hour.. 75.00 67.50 6:1.73 60.00 30.25 

Hin... 75.09 67.50 (01.75 60.00 511.25 

Class "D." 
(6:00 1. H. to 9:00 1. II.; 1:00 P. M. to 5:00 

P. 11.: 12:00 Midnight to 2:00 A. H. 
weekdays only.) 

1 Hour.. 175.00 157.50 148.75 140.00 131.25 
55 Hour.. 11155.00 1)4.50 89.25 84.00 78.75 

% Hour.. 62.50 511.25 53.13 50.00 46.88 

i5 11in.,. 62.50 56.23 53.13 50.00 46.88 

Class "E." 
Special rates for three-tltne and slx-time per 

week contracts. 
(Week days only, during Class "C" boors.) 

-Per Week - 
Ti. (I T1. 

1 Hour $301.00 í840.00 
55 Hour '102.40 504.06 
U4 Hour 180.00 300.00 

15 Minute. 180.00 300.00 

(Week days only, during Class "D" hours.) 
1 (lour 420.00 7(0.00 

55 Hour 2,52.00 420.00 

14 Hour 150.00 250.00 
15 Minutes. 150.00 250.00 

58 minutes only is allowed for talk, remainder 
of time moat be used for musical presentation. 

iThls time may all be used for talk and la for 
institutional, agricultural, beauty or household 
Information only. 

These special rates are subject to the follow- 
ing discount., on contract for: 
13 to 23 weeks 10% 
26 to 51 weeks 15% 
52 weeks 20% 

Announcements. 
During the "Mualenl Time Saver" (early 

morning) and the "Chicago Flour" (afternoon). 
75 words, per announcement: 

1 Ti. 13 Ti. 26 Ti. 
$20.00 $15.00 $10.00 

Special Feature Periods. 
See above. 

Electrical Transcriptions. 
33% and 78 r.p.m. turntables. Rates on 

n ppl lea t Ion. 

WGES 
1,000 Watts, Sundays, 
500 Watts, Weekdays. 
Guyon's Parndlee Ballroom, Crawford and West 
End Ares., Chicago. Gene T. Dyer, Manager: 
Arnold Hartley, Studio Director. Owned by Oak 
Leaves Broadcasting Station, Inc. Operated by 
Gene T. Dyer. 
Contract Regulations. 

'General. 
Sponsored Programs. 

(6:00 I'. )r, to 10:30 P. II.) 
I TI. 52 TI. 

0150.00 127.50 $120.00 
90,00 RLCO .55.50 72.00 
50.00 43.00 42.50 42.00 

(6:00 A. M. 

1 [lour 75,00 67.00 03.00 59.00 

55 Hour 45.00 40.00 37.50 35.00 

144 Hour 25.00 222.00 20.50 18.00 

Announcements. 
5 Minutes 20.00 19.00 18.00 17.00 

10 Minutes 35.00 33.25 :11.50 29.75 

Dally (except Sunday). 

(9:10 A. H. to 6:00 P. 11.) 

30 two -minute announcements $100.00 

(9:00 P. M. to 10:30 P. Sf.) 

30 two -minute announcements $200.00 

Special Feature Periods. 
Electrical Transcriptions. 
3355 and 78 r.p.m. turntables. 

13 Ti. 26 Ti. 
1 Hour $135.00$ 

1/HÍÍour 
to 6:00 P. lí.) 

1,360 Ke, 

WMAQ 
5,000 Watts. CBS 670 Kg. 

400 W. Madison St.. Chicago, Ill. Bill llay, 
Commercial Manager: Wm. S. Hedges, President; 
Judith C. Waller, Y. P. and Manager. Owned 
by WSIAQ. Inc., a subsidiary of the Chicago 
Dally News. 
Contract Regulations. 

"General. oleo add to Par. 3: agency commis. 
slog will not be allowed video' payment is made 

on or before the twentieth of the mouth follow- 
ing broadcast. 
Sponsored Programs. 

1 Ti. 14 TI. 26 Ti. 52 Ti. 
(7:00 P. M. to 11:00 P. II.) 

1 Hour $400.00 $380.00 $560.00 5340.00 
34 IJour 230.00 237.50 223.00 212.50 
y4 Hour 140.00 113.00 126.00 119.00 

(5:00 P. M. to 7:00 P, 

1 Hour 35000 332.50 315.00 297.50 
'4 Hour 200.00 190.00 180.00 170.00 

54 hour 125.00 118.75 112.50 100.25 

2:00 A. 1I.) 
1 Hour 200.00 100.00 180.00 170.00 

54 Hour 125.00 118.75 112.50 106.25 
rá Hour 75.00 71.25 67.50 63.75 

Announcements. 
Accepted only in special feature periods. 
Special Feature Periods. 
Shopping Bag (daytime) limited to six 

per half hour -with tousle -per broad- 
cast 1511.00 

Woman's Calendar (daytime) limited to 
three per halt hour -per broadcast 75.00 

Rates on the Shopping Bug and the Woman's 
Calendar are subject to the following quantity 
discounts: 
Six broadcasts per week 15% 
Less than elx broadcasts per week - 
13 or more times '5/ 
26 or more times 109E 

52 or more times 15% 

Electrical Transcriptions. 
8,3'4, and 78 r.p.m. turntables. Trenarrlptloue 
not accepted between 7:00 and 11:00 P. M. 
Subject to service charge. 

Rockford 
KFLV 

500 Watts 1,410 Kc. 

Rockford Dully Republic Bldg., 107-1I 8. Water 
St.. Rockford, Ill. Wesley W. Wilcox, Hnsi,teas 
Manager. Owned and operated by the Rockford 
Broadctutera, 1rc. 
Contract Regulations, 

'General. except 1.11 r. 3: no agency coin 
mission allowed on talent charges. 
Sponsored Programs. 

(6:00 P. 1I. to 12:110 P. N1.) 

SS 

5 

1 TI. 13 Ti. 20 TI. 
Hour...1140.00 $85.50 /81.00 
Hour... :0.00 47.50 45.00 
Hour... 30.00 214.50 27.111 
M In .... 2.10 1.90 1.80 

aft TI. 
$76.50 
42.50 
23.50 

1.70 

52 T. 
$72.00 

40.00 
24.00 

1.60 

(12:00 Noon to 6:1,0 F'. NI.) 

Flour... 613.00 57,00 54.00 51.0') 46.00 
(lour... 35.00 33.25 31.50 211.73 28.011 

Hour... 20.00 DUO 18,110 17.00 16.00 
1I in.... 1.50 1.43 1.35 1.28 1.20 

(6:00 1, H. to 12:00 Noon.) 

1 Hour... 40.00 38.00 :'6.00 34.00 32.00 

154 llorar... 25.0') 23.75 22.50 21.25 :19.00 

"5 Flour... 1.5.00 14.25 1:1.50 12.75 12.00 

1 Min.... 1.00 .95 .90 .85 .90 

Announcements. 
(Payable in advance.) 
(After 6:00 P. NI.) 

1 TI. 26 Ti. 52 Ti. 104 TI. :112 Ti. 
10 Hln...130.(8) 128.511 127.011 125.50 824.00 

5 111n,., 17.50 16.63 15.75 11.88 14.00 
S Min... 10.00 0.50 11.181 8.50 8.00 

100 Word«. 4.50 4.28 405 3.8.3 3.60 

(Before 6:00 P, H.) 
10 11In... 15.0) 14,25 13.50 12.75 12.00 

5 11l, ... 8.75 8.31 7.88 7.44 7.01 
3 If in 11.00 4.75 4.51) 4.25 4.00 

100 Words. 3.50 3.33 3.15 2.98 2.80 

Electrical Transcriptions. 
33% and 78 r.p.m. turntables. 

INDIANA 

1 Hour $190.00 $180.50 $171.00 
Hour 95.00 90.25 85.50 
Hour 55.00 52.25 49.50 

(6:00 P. H. to 7:00 1'. M.) 

1 Hoar 150.00 142.50 135.1,0 

55 Hour 75,00 71.25 67.50 

54 Hour 45.00 42.75 40.50 

(10:00 P. M. to 11:00 P, N1,) 

1 Hour 130.00 128.25 121.30 

Hour 70.05 66.50 03.00 
51,4 

Hoot 45.00 42.75 40.50 

(5:00 P. H. to 0:00 P. M.) 

1 Hour 125.00 118.75 112.50 100.25 

d Hour 65.00 61.75 58.50 55.25 

flour 40.00 38.00 36.00 31.00 

(11:00 A. H. to 1:30 1'. lt.) 
1 Hour 105.00 99.75 94.50 89.25 

55 Hour 5.00 52.25 49.50 40.75 

tr Hour 33.00 33.25 31.50 21).75 

(11:00 P. M. to 12:00 Midnight) 

I Hour 95.00 90.25 85.10 80.75 

55 Hour 50.00 47.50 45.01 42.50 

), Hour 30.00 28.;0 27.00 25.50 

(Continued oft page 50.) 

Fort Wayne 
WOWO 

10.000 Watts, CBS. 1,160 Kc. 

213 West Main St., Fort Wayne, Ind. C. It. 
Durbin, Rosiness Manager. Owned and operates 
by the plain Auto Supply Co. 

Contract Regulations. 
"Genera I. 

Sponsored Programa. 
(7:00 P. M. to 10.00 P. 11.1 

1 Ti. 13 Ti. 20 T1. 52 Ti. 
$161.50 

80.75 
46.75 

127.50 
63.75 
38.25 

114.75 
5).50 
38.25 
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(9:00 A. M. 10 11:01 A. 31. and 
1:30 P. M. to 5:09 P. 81.) 

1 hour 90.00 85.30 81.00 76.50 
tf Hour 47.50 45.13 42.75 40.39 
;, Hour :.0.00 28.50 27.(1) 25.50 

(6:00 A. M. to 9:00 A. M.) 
1 (tour 75.44) 71.21 67.50 63.75 

1,2 our 10.00 38.00 :16.00 34.00 
hour 25.010 23.75 22.50 21.25 

Announcements. 
(None niter 6:13 1'. 31.) 

(7:311 A. J1. to 6:15 I'. 11.) 
I TI. 20 Ti. 52 Ti. 100 Ti. :010 Ti. 

75 \\'or els nr 
Tess ,, $13.(0 414.25 $12.73 $12.00 $11.25 

151) 11' o t' el o or lee s I I 
Minute) . 17.50 16.63 14.88 11.00 13.13 

:100 Wor41a or 
1 e a a (2 
Minutes) 25.10) 23.75 

Special Feature Periods. 
Electrical Transcriptions. 

3315 and 78 r.p.m. turntables. 

21.25 20.00 18.75 

IOWA 

Marshalltown 
KFJB 

100.250 Watts. 1,200 Re. 
1601 W. Main St., Slarxballtawu. Iowa. Phil 
Hoffman, Manager. Owned and operated by the 
5lnrshnll Electric Co. 
Contract Regulations. 

Gcnernl, except Par. 3: no conambodnna 
allowed on talent charges. 
Sponsored Programs. 

(Day or Night Rates.) 
1 TI. 13 TI. 211 TI. 33 T1. 52 Ti. 

1 flour.. $65.11) 7t00.00 $51.140 $54.00 $51.00 
(lour 40.00 3:1.44) :1:1.25 31.60 20.75 
l lour 30.00 25.00 223.75 22.50 21.75 

Announcements, 
I Ti. 1:: Ti. 26 Ti. 52 Ti. 100 T1. 

I Min 4.14) 3.80 :1.00 3.40 3.00 
Shin 5.011 4.75 4.50 4.25 3.75 
Slio 6.141 5.711 5.411 5.10 4.50 

5 M 15 7.75 7.36 6.117 6.59 6, 21, 
(One nmlnaneement daily except Sunday.) 

I TI. 13 TI. 26 Ti. 52 TI. 
1 Slin 422.50 $21.38 $20.25 $19.13 

:1 Slin '14 00 32.::0 31.60 28.00 
Special Feature Periods. 
Electrical Transcriptions. 
333,2 and 78 r.p.m. turntables. 

KANSAS 

Topeka 
W I B W 

1,000 Watts. CBS 580 Kc. 
National Reserve Life Bldg.. Topeka, Kan.. 
Perce IDanry, Jr., \dvertixing Manager: Joe 
Nickell. Director. Operated by The Capper 
Publications 
Contract Regulations. 

*General. except Par. 3: no commission allowed 
on talent charges. 
Sponsored Programs, 

(After 0:00 P. M.) 
1TI. 13 T1. 20 11. 52 Ti. 

1 Hour $190.00 $170.00 $160.00 $150.00 
12 !lour 100.00 141.00 85.00 80.60 
1, I lour 14).00 50.00 47.50 45.00 

(Before 6:00 P. 81.) 
1 hour 110.0(1 90 00 85.00 

flour 70.00 60.00 55.00 
Hoar 40.00 3.5.00 32.50 

Announcements. 
(After 6:00 P. Si.) 

1 Minute 14.010 12.110 11.00 
(Before 6:00 I'. M.) 

1 Minute 7.00 0.00 5.50 
2 Minutes 15.00 12.50 11.50 
5 Minutes 40.00 35.011 32.50 

Special Feature Period.. 
Electrical Transcriptions. 
331;, and 78 r.p.m. turntables. 

5.00 
11.00 
30.00 

80.00 
50.00 
30.00 

Wichita 
KFH 

1.000 Watts. CBS 1,300 Re. 
124 8. Maaket St.. Wielelta, Duna. .1. Leslie Fox, 
Manager. (Ju'tted and operated by Radio Stu - 
lion 1( 'II l'ompnny 1\\'Irhlin "Eagle," hotel 
Lassen). 
Contract Regulations. 

*General. except Thar. :1: no comud.xlnll 
allowed on talent charge.. 
Sponsored Programs. 
I After 6:00 I'. 11. Weekdaya and after 12 noon 

Sundays.) 
1 TI. 13 TI. 26 Ti. 

1 flour 4200.00 $150.10 $142.50 
lb (lour 125.00 10.00 85.50 
4, Hour 70.00 50.00 47..10 
Iltefore 0:00 P NI. weekdays and before 12 noon 

Sundays.) 
1 Hour 125.1r1 100.0(1 95.00 ', Hoar 75.09 60.110 57.00 

1, (lour 40.110 3.1.10 :13.21 
Announcements. 

IAflrr 6:00 P. 11.) 
1 Minute 12.10 11.00 0.50 
2 Minute 15.00 14.00 13.00 
3 MInules 17.101 111.00 15.011 
5 Minutes..., 10.01 17.(8) 111.0)1 

(Before (1:00 P. \I.) 
1 Minute 8.10 0.00 5.00 
2 Minut ex 10.00 8.00 7.50 
3 Minutes 12.00 10.00 8.50 
5 Minutes 15.18) 12.00 10.60 

Special Feature Periods. 
"Ladies' Matinee." 3 to 4 P. 31. daily, except 
Sunday. Limited to 7 sponsor.. Irate. $50.00 per week. Minimum contract, 13 Weeks. 

Electrical Transcriptions. 
3315 and 78 r.p.a. turntable.. 

52 Ti. 
$1:13.00 

81.60 
45.00 

90.00 
54.00 
31.51) 

8.00 
12.00 
14.00 
15.00 

4.00 
6.00 
7.50 
8.0(1 

LOUISIANA 

New Orleans 
WDSU 

1,000 Watts. CBS 1,250 Kc. 
Hotel De$oto. Neu Orleans, In. J. II. Malt. 
'Managing Director. Owned and operated by 
Uhalt Broadcasting Co. 

Contract Regulations. 
*General, except l'ar. 3: no agency comma. 

.Ion on talent ehargo.. 21/4 discount for rash In 
advance. 
Sponsored Programs. 

(5:00 P. 11. to 12:00 Midnight.) 
1 Ti. 13 Ti. 20 TI. 

1 Hour $125.00 4118.75 4112.50 t4 Hour 75.00 71.21 67.50 
AHour 4.,00 42.75 40.50 

NI Mutes 30.00 28.511 27.00 
5 Minutes 20.44 10.00 18.09 
a Minute. 15.00 14.26 18.50 
1 Minute 10.00 9.110 11.00 

16:00 A. M. to 5:00 P. 11.) 
1 hour 61,01 61.75 58.50 

12 Hour 40.00 34.00 311.00 
1, Hour 25,00 23.75 222.50 
10 Minutes 20.00 19.00 18.00 

5 Minutes 15,00 14.25 13,50 
:t Mlnutex 10.0'1 9.:0 11.00 
1 Minute 7.00 6.65 6.30 

Announcements. 
(6:00 P. M. to 12:00 Midnight.) 

50 Words daily, per month $150.60 
(6:00 1. M. to 5:00 P. 51.1 

50 Words dully, per month $125.00 
Announcements Immediately after Chain Pro- 

grams: 4 announcements. each $25.00: 8 an- 
nouncement., each $22.50; 12 announcements, 
each 42.2.00; 16 announcement., each $18.73. 

Announcements Immediately before Chain Pro - 
10.00 grams: 4 announcements. each $20.00: 8 an- 

nouncements, each $17.:0: 12 announcements, 
each $15.00; 16 announcements, each $12.75. 

(10:30 P. M. to 2:00 A. M.) 
Co-operative pick-up Musical Programs only. 

14 hour (0 night. weekly), per montll $500,110 
Special Feature Periods. 
Electrical Transcriptions. 

50 Ti. 
$106.25 

6'1.7,i 
38.25 
25.50 
17.011 
12.75 
8.50 

55.25 
34.00 
21.25 
17.00 
12.75 

8.5(1 
5.15 

Shreveport 
KTBS 

1,000 Watts. 1,450 Re. 
Washington- Tourer. Hotel. Shreveport, 1.1. John 
Paul Goodwin. Studio Director: John 4'. Mc('o - 
meek, lbnunreel.] Manager. limed and oe a r- 
ated by Tri-State Brond.nxt Inc System, 
Cont:aet Regulations. 

*General. 
Sponsored Programs. 

IAfler (1:111 P. ]I.) 
I T1. 13 Ti. 2d Ti. .11 Ti. 32'1 e 

1 Hour...100.00 $95.00 4111.00 $85.101 p.o.e., 
% Hour.. 60.00 57.00 54.00 51.00 48.11 , 
1, Hour.. 40.00 38.01 30.00 34.40 ,1,19 

(Before 0:00 I'. 11.) 
I Ilour.. :0.00 47.31) 45.00 42.511 40.0e 

1,(, Hour.. 30.111 28.50 27.00 2.1.50 24.111 
¡lour.. 20.00 111.00 1..00 17.00 10.00 

Announcements, 
(After 6:40 P. 11.) 

1 TI. 1:1 TI. 26 TI. 3) TI. 52 TI. 110171. 
1 11111..$ 7.50 7.12$0.75$6.4.$ 6.101$ 5.1,2 
2 111n.. 0.011 9.72 8.64 8.16 7.6$ 7.20 
5 111n.. 20.0.1 19,00 19.00 17.00 16.101 15.111 

(Before 0:00 P. SI.) 
1 min.. 5.00 4.75 4.:0 4.25 4.00 3.75 
2 1199.. 7.50 7.12 6.75 6.48 1.01 5,112 
5 Min.. 1.5.00 14.25 1:1.50 12.75 12.00 11:25 

Special Feature Periods. 
Electrical Transcriptions. 

MASSACHUSETTS 

Boston 

WBZ-WBZA 
15,000 Watts, NBC 990 Kc. 
Statler Hotel. Poston. Mass.. Hotel Kimball. 
Springfield. Mass. Owned and orersted by the 
Westinghouse Electric h Slalufactening Co. 
Contract Regulations. 

'General. except l'ar. m no con l'>Io. n 
allowed on talent charges. ' 
Sponsored Programs. 

(6:00 P. 11. to 11:00 P. 44.1 
1 TI. 13 Ti. 26 TI. 52 Ti. 

1 (lour $750.00 4675.0:1 4637.511 40110.110 
Se, Hour 400.00 360.10 310.011 :520.(6 
1, Hour 280.00 252.00 2.19.00 221.00 
(11:00 P. S1. until close of program.: II A. S1. 

to 6:00 P. M.) 
1 Hour 375.00 331.50 318.15 :00.0, 

1,1 Hour 200.00 180.011 170.00 11111.00 
14 Hour r 140.00 12(1.00 119.00 112.00 
5 Minutes 100.00 140.111 83.00 81,00 
Special Feature Periods. 
Electrical Transcriptions, 
331a and 78 r.p.m. turntables. 

WNAC and WAAB 
See Yankee Network 

Worcester 

100 Watts 

WORC 
CBS -TN 1,200 He. 

Bancroft Trust Bldg:. Worcester, Mass, Ted 
11111. Director. Owned and operated by Alfred 
F. Klelndienat. 
Contract Regulations. 

'General, except Pau'. 3: nc commilesiee 
allowed on talent charges. 
Sponsored Programs. 

(6:00 P. 31. to 11:00 P. IL) 
1 TI. 13 TI. 26 Ti. 39 T1. 112 TI. 

1 liour..4150.00 4120.00 $114.00 $108.00 $102.09 
1,4 Hour.. 85.00 70.00 1.6.50 63.09 59.50 
1/4 Hour.. 45.00 40.00 38.00 36.06 34.011 

(Before 6:00 1'. M. land after 11:00 P. S1.1 
1 Hour.. 100.00 80.0) 76.00 72.00 68,01 

56 (lour.. 60.00 45,00 42.75 40.50 38.25 
1/4 Hour.. 30.00 25.00 23,75 22.50 21.23 

"General Contract Regulations, etc -Un- 
less otherwise noted under the station listings, the following general regulations 
apply to the purchase of time on the air. 

1. Rates include time on the air, facili- ties of the station in arranging programs, preparing announcements, securing talent. services of staff announcers, and blanket fees charged for copyrighted music. 
2. Rates do not include talent, travel- 

ing expenses, tolls and mechanical ex- 
penses for remote control or other extras. 

3. Recognized advertising agencies are 
allowed a commission of 15% on both 
time and talent. 

4. If advertisers prepare their own an- 
nouncements or provide their own talent. 
these must be approved by the station 
well In advance before broadcasting. 

5. Periodic broadcasts must be con- 

tracted for in advance and broadcast at 
least once a meek to earn period dis- 
counts. 

6. Stations reserve the right to reject 
any broadcast which might mislead radio listeners, which is against state or gov- ernment regulations, or which is not in keeping with the policy of the station. 

7. No contracts accepted for a period of more than one year. 

50 Broadcast Advertising 



I 

i 

i 

Announcements. 
(After 6:00 P. 31.) 

100 
or more 

1 TI. 13 TI. 26 Ti. 'TI TI. 52 TI. TI. 
1 Illn..$20.00 $16.00 $13.00 $12.50 $12.00 $11.00 

2 II In.. 23.00 22.50 20.00 19.00 18.00 16.00 
3 Min.. 30.00 27.50 34.00 23.00 21.00 19.00 

5lln.. 40.00 30.00 211.00 25.00 24.00 22.00 

10 Lio 00.00 50.00 46.00 45.00 44.00 42.00 
15 yin.. 73.00 65.00 61.00 00.00 59.00 57.00 

(Before 6:00 P. M.) 

I Clio.. 10.00 7.:0 6.50 6.25 0.00 
Mtn.. 15.110 12.50 11.50 11.25 11.00 

3 Ills.. 20.00 17.50 15.00 14.25 13.00 
:, Ilie., 25.00 22.:0 20.00 19.00 18.00 

10 Min.. 35.00 32.50 30.00 29.4:0 29.00 
13 yin.. 30.00 41.50 45.00 44.00 43.00 

Special Feature Periods. 
Electrical Transcriptions. 
:'r and 78 r.p.m. turntables. 

WTAG 

10.00 
11.30 
16.01 
26.00 
41.00 

210 Watts NBC 590 Kc. 

IS Franklin St., Worcester, Mass. John .1. 

Storey. Director. Owned and operated by 
Worcester Telegram and Gazette. 
Contract Regulations. 

'General, except Par. 3: no commission 
sl4.owl on talent charger. 

Spcnsored Programs. 
(6:00 P. NI. to 11:00 P. M.) 

1 Ti. 13 TI. 26 TI. 62 TI. 
1 hour $175.00 $166.25 $157.50 $148.75 

' hour 100,00 95,íb 90.c 0 83.00 
hour 60.00 57.00 34.00 51.00 

(All other hours.) 
Imo -bait above rates. 

Announcements. 
(Not accepted after 6:00 i'. NI. Ninx¡MUM 

125 words per minute.) 
1 TI. 13 TI. 26 Ti. 52. Ti. 

I min $10.00 $ 7.50 $ 6.50 $ 6.00 
2 Min 1,-..00 12.50 11.50 11.00 
3 Ilia 20.00 17.50 15.00 13.00 
t Mln 25.00 22.50 20.00 18.00 

Special Feature Periods. 
Electrical Transcriptions. 

al% and 78 r.p.m. turntables. 

MINNESOTA 

St. Paul 
KSTP 

10,000 Watts. NBC 
St. Paul Hotel. St. Paul, Minn. 
Riles ,Manager: Stanley E. 
President and General Manager 
tsslotant Manager. Owned and 
National Battery Broadcasting Co. 

Contract Regulations. 
'Genera I. 

Sponsored Programs. 
(6:00 i'. NI. to 11:10 P. M.) 

1 T). 1:1 Ti. 211 TI. 152 Ti. 
I Hour $400.00 $380.01) $300.00 $340.00 

.s Hour 200 00 190.00 180.4.0 170.00 
', Hour 125.00 118.75 112.50 106.25 
16::21 A. 11. to 6:00 P. NI. and 11:00 P. M. to 
c:"0 A, NI. to 6:00 I'. M. and 11:00 P. NI. to 

1:90 A. 3I.) 
I Hour 500.00 190.00 180.00 170.00 

'a Hour 100.0) 05.00 110.00 85.00 
1. Hour 50.00 41.50 45.00 42.50 

114 Min. 40.00 3.00 36.00 34.00 
5 Min 25.00 23.75 2.1.50 21.25 

Sundays 
(6:10 P. .1I. to 11:00 P. 11.) 

1 hour 401.00 380.00 1410.00 340.00 
' a Mohr 2010.10 190.0 0 150.00 170.00 
1, Hour 125.01 118.75 112.50 106.23 

(10:01 A. M. to 6:00 P. NI.) 
1 Hour 300.00 28.1.00 270.00 255.00 

'a Hour 173.00 166.25 157.50 148.75 
'a Hour 100.00 95.00 90.00 85.00 

'Consecutive times, one or mere broadenale rer 
week. 

Announcements. 

'Bally except Sunday. Minimum program alter 
6:0) P. M.. % hour.) 

(One minute or 125 words) 
single announcement $15.00 
,; to 23 announcements. per announcement 12.00 
2) to 77 announeements. per announcement 10.00 

to 135 announcement«. per announcement 9.00 
1-26 or more announcements. per announce- 

ment 8.00 
The above rates are booed on one or more 

announcements on consecutive week days. Rates 
for longer announcements multiples of above 
Per minute. 

1,460 Ko. 
E. D. Jencks, 

IIuhbaryl, Vice- 
; K. M. Hance. 
operated by the 

Special Feature Periods. 
(One minute or 123 words. Same rates and 
diacouato as regular announcements.) 

(Daily except Sundays.) 
'Night it'atchman'a Parade (0:00 to 6:30 A. 11.): 
Early Risere Club (6:30 to 0:00 A. NI.): Fashion 
Review (0:30 to 9:45 i. MI.); Home Maker's 
Chats (10:00 to 10:15 t. NI.); Household Corner 
(10:30 t. M. to 10:45 A. ll,); Farm Hour (12:30 
to 1:00 P. NI.); Tea Time Concert (3:30 to 4:15 
P. M.): Children's Hour (5:00 to 5:30 P. 31.). 

Electrical Tranacriptions. 
;13% and 18 r.p.m. tmntubles. 

MISSISSIPPI 

Vicksburg 
WQBC 

500 Watts 1,360 Ko. 

Gore] Vicksburg. Vicksburg, Miss. C. A. .ac3. 
libretto.: I.. I'. Cashman. President. Owned and 
operated by Delta Broadcasting Cu. 

Contract Regulations. 
*General, except Par. 3: no commission 

allowed on talent charges. 
Sponsored Programs. 

(6:00 A. M. to 0:00 P. M. Only.) 
1 Ti. 13 Ti. 26 TI. 

1 hoar 872.110 $48.1:0 $43.55 
N. Hour 40.:0 27.111 24.:10 
1, Hour _3.30 13.00 13.50 

Announcements, 
1:0 Words $ 5.00 

7.5 Words 3.011 
15.00 Six 75 -word announcements 

Electrical Transcriptions. 
33',, and 78 r.p.m. turntables. 

52 TI. 
$314.35 

21.8.5 
12.15 

MISSOURI 

Kansas City 
KMBC 

1,000 Watts. CBS 950 Ko, 

11th Floor, Pickwick Hotel, Kansas City, Mo. 
Arthur B. Church. .'Ice -President and General 
Manager. Owned and operated by the Midland 
Broadcasting Co. 
Contract Regulations. 

General. 
Sponsored Programs. 
(6:00 P. M. to 10:00 1'. 51. weekdays, and 12:60 

noon to 10:00 I'. M. Sundays.) 
I TI. 13 TI. 20 TI. 52 TI. 100 TI.300 TI. 

Hr...187.50 150.00 142.50 121.50 120.00 112.50 
1/4 Hr...112.50 90.00 85.50 70,50 12.00 87.50 
10 5114..100.00 80.00 70.00 69.01 (14.00 00.00 

5 Min.. 67.50 50.00 47.50 42.50 40.00 37.50 

(10:00 P. M. to 11:00 P. 51.) 

ly Hr...130.00 120.00 114.00 102.00 90.00 90.00 
y. IIr... 90.00 72.00 (18.40 01.20 57.60 54.00 
10 Min.. 80.00 04.00 60.80 54.40 51.20 48.00 

L SIto.. 54.00 40.00 38.00 34.00 32.00 30.00 

(All Other Hours.) 
% Hr... 93.75 75.00 71.25 63.75 60.00 56.25 
1/4 Hr... 36.25 45.00 42.76 38.25 36.00 33.15 
10 51in.. 50.00 40.00 38.00 34.00 32.00 80.00 

5 111x. 31.25 25.00 23.75 21.25 20.00 18.15 

(Special rate for doily 15 -minute programs 
before 4:30 P. N1. and after 11:00 P. M.) 

13 Weeks. 26 Weeks. 52 Weeks. 
Per week $180.00 $171.00 $135.00 

Announcements. 
1'4 minute, maximum 30 words; 'h minute, 
maximum 00 word»; 1 minute, maximum 120 

words; 2 minutes, maximum 240 words. 
(6:00 P. M. to 10:00 P. M.) 

1 Ti. 6 TI. 24 T1. 78 Ti. 300 TI. 
1/4 Minute -.$22.50 $18.00 $10.50 $15.00 $13.50 
'y Minute.. 30.00 24.00 22.50 21.00 14.00 

1 Minute.. 45.00 36.00 3.3.75 31.50 27.0 
2 Minutes. 75.00 60.00 . 56.25 52.50 43.00 

(10:00 P. M. to 11:00 P. M.) 

% Minute.. 15.00 12.00 11.00 10.00 
Minute.. 20.00 16.00 15.00 14.00 

1 Minute.. 30.00 24.00 22.50 21.00 
2 Minutes. 50.00 40.00 37.50 35.00 

(Before 6:00 P. Mf.) 

y, Minute.. 7.50 6.00 5.50 
'h Minute.. 10.00 8.00 7.50 

1 Minute.. 15.00 12.00 11.25 
2 Minutes. 25.00 20.00 18.75 

Special Feature Periods. 
Co -Sponsorship Programs "Big Brother Club" 

(daily except Sunday-Chlldren'a Feature); 
"Happy Hollow" (every evening except Sunday - 
Serial feature); "Indy of the House" (Dolly 
Home Economics Program). 
Electrical Transcriptions. 

381,, and 78 r.p.m. turntables. 

5.00 
7.00 

10.:0 
17.50 

9.00 
12.00 
18.00 
30.00 

4.50 
6.00 
9.00 

15.00 

St. Louis 
KWK 

1,000 NBC 1,350 Ko. 
Hotel Chase, St. Louis. Mo. Thomas Patrick 
Convey, President; C. G. Cosby, General Man- 
ager. Owned and operated by the t; renter 
St. Louis Broadcasting Corp. 

Contract Regulations, 
'General, except Par. 3: no commirdon 

allowed on talent charges. 

Sponsored Programs. 
(6:00 P. M. to 12:00 midnight weekdays; Sun- 

days 9:00 A. M. to 11:00 P. .11.) 

1 Per. 13 Per. 26 Per. 50 Per. 100 Per. 
1 Hour..$850.00 $280.00 $200.00 $252.00 $238.00 

Sa Hour,. 200.00 160.00 152.00 144.00 130.00 
SS Hour.. 112.50 90.00 85.50 81.00 76.50 

(9:00 A. N1. to 6:00 P. M.. except noon to 1:00 
P. M.) 

1 Hour,. 175.00 140.00 133.00 120.00 119.00 
4 floor.. 100.00 80.00 16.00 72.01 (18.00 

184 Hour.. 56.25 45.00 42.73 40.50 35.25 

Announcements. 
(5:30 P. M. to 11:00 P. NI,) 

Maximum copy, 40 words. 
13 Weeks, per week $100.00 
20 Weeks, per week 157.01 
Si) Weeks, per week 154.01 
52 Weeks, per week 151.00 

(9:00 A. NI. to 5:30 P. M.) 
Maximum copy, 75 words. Two musical numbers 
precede and follow each announcement. Mini- 
mum contract, 13 weeks. 
13 Weeks, per week $ 85.00 
26 Weeks, per week 82.0) 
39 Weeks, per week 79.01 
52 Weeks, per week 76.00 

(7:00 A. NI, to 9:00 A. M. and 11:00 P NI. to 
12:00 Midnight.) 

13 Meeks, per week $ 50.00 
26 Weeks, per week - 48.00 
39 Weeks, per week 40.00 
52 Weeks, per week 44.00 

Special Feature Periods. 

Electrical Transcriptions. 
33% and 78 r.p.m. turntables. 

(0:00 P. M. to 12:01 midnight weekdays; 
Sundays, 9:00 A. NI. to 11:00 P. M.) 

1 Per. 13 Per. 26 Per, 50 Per. 100 Per, 
SG Hour..5250.00 $200.00 $190.00 $180.00 $170.00 
14 'lour.. 137.50 110.00 104.50 99.00 93.50 
5 SIM.,,. 50.00 

(9:00 A. M. to 0:00 P. M.) 
SS Hour.. 125.00 100.00 95.00 90.00 854'0 
14 Hour.. 68.75 55.00 52.25 49.50 40.75 
3 Min... 25.00 

MONTANA 

Butte 
KGIR 

500 Watts. 1,360 Kc. 
121 West Broadway, Butte. Montana. E. B. 
Craney, Manager. Owned and operated by 1:4:114, 
Inc. 

Oontraot Regulations. 
'General, except Par. 3: no commissions al- 

lowed on talent charges. 

Sponsored Programs. 
(6:00 P. NI. to 12:00 Mldnlght) 

1 TI. 4 TI. 13 Ti. 26 Ti. 52 Ti. 100 TI. 
1 Hr..$60.00 $ 57,00 $54.00 $51.00 $48.00 $45.00 

1,4 Hr.. 36.00 31,20 32.40 30.60 28.80 27.00 
14 Hr.. 24.00 22.80 21.00 20.40 19.20 18.00 

(All other hours) 
1 Hr.. 40.00 38.00 36.00 34.00 

% Hr.. 24.00 22.80 21.60 20.40 
1/, Hr.. 16.00 15.20 14.40 13.60 

32.00 30.00 
19.20 18.0) 
12.80 12.00 

Announcements: 
(0:00 P. U. to 12:00 Midnight) 

Per month -on contract, 0 times a week for: 
Single 1 Month 0 Slonths 

1 Minute A 7.00 $125.00 $ 75.00 
2 Minutes 10.50 187.50 112.50 
3 Minutes 14.00 250.00 150.00 
5 Minutes 21.00 375.00 223.00 

( \11 other hours) 
1 Minute 4.66 83.38 50.00 
2 Mlnates 7.00 125.00 75.00 
3 Minutes 9.32 166.07 100.00 
5 Minutes 14.00 250.00 150.00 

Special Feature Periods. 
Musical Clock Market flour (8:00 A. NI. to 0:00 
t. M. ; Farm Flashes (12:30 P. N1. to 1:00 

P. M. ; housekeepers Chute (1:30 P. NI. to 
2:00 . MI.); Children's Happy Hour (6:00 P. 
M. to 6:45 P. 11.1: Dinner hour (electrically 
transcribed) (6:45 P. ll to 8;00 P. M.). 

Electrical Transcriptions, 
33% and 78 r.p.m. turntables. 

(Continued on page 52.) 
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NEBRASKA 

Omaha 
KOIL 

1,000 Watts CBS 1,260 Ito. 
The "Hilltop Studios," Council Bluffs. Iowa, and 
The Brandeis Bungalow Studios," tlmahn, 
Nebr. Don Searle, Director: George Baesler, 
Commercial Manager. Owned and operated by 
the Mona Motor Oil Co. 
Contract Regulations. 

'General, except Par 3: no commission 
allowed on talent charges. 
Sponsored Programs. 

(6:00 P. Si. to 11:00 P. II.) 
1 Ti. lú Ti. 26 TI. 39 Ti. 52 TI. 

Hour..9-00.00 $190.00 $180.00 $170.10 9160.00 
Hour.. 125.00 118.75 112.511 106.25 100.00 
Hour.. 75.00 71.25 67.50 63.25 60.00 

46:00 A. M. to 6:00 P. 5I.) 
1 Dour.. 150.00 142.50 135.00 127.50 120.00 

% (lour.. 100.10 95.00 10.00 85.011 80.00 
% Hour.. 60.00 57.00 :.4.4)0 51.00 48.00 

One-half hour program, 6 days per week, day- 
time and between 11:00 P. M. and 1:00 A. If. - 
no leo, than 13 week contract, per week 4350.00. 
Announcements. 

(10:00 P. II. to 12:00 midnight.) 
I Minute $15.00 
2 Minutes 'í000 
3 5tinutea 45.00 
5 Minutes 50.00 

10 Minutes 65.00 
Station will nut quote Ir'res after 11:0) P. 51. 

(0:00 A. II. to 6:íq P. M.) 
1 Minute $10.00 
2 Minutes 211.00 
I Minute. 10.00 
S Minutes 40.00 

10 Minutes 501l1 
Electrical Transcriptions. 

:13yú and 11 r.p.m. turntables. 

'.í 

NEW YORK 

Rochester 
WHEC 

500 Watts CBS 1,440 Be. 
New Rochester Savings (lank Bldg., Rochester, 
N. Y. G. 0. Wile. General Manager: L. G. 
Hickson, President. Owned and operated by the 
Hickson Electric and Radio Corp. 
Contract Regulations. 

*General, except Par. 3: no commission allowed 
on talent charges. 
Sponsored Programs. 

(6:00 P. 51. to 12:00 P. 51. and Sunday.) 
1 Ti. 13 Ti. 26 Ti. 52 Ti. 

1 Hour $100.00 $95.00 $90.00 685.00 
% Hour 67.00 63.63 00.30 56.05 

Hour 42.00 39.90 37.80 35.70 
1 Minutes 30.00 28.50 27.00 25.50 

5 Minutes 20.00 19.00 18.00 17.00 
2 Minutes 15.00 14.25 13.50 12.75 
1 Minute 8.50 8.08 7.65 7.23 

(7:00 A. M. to 6:00 P. M.) 
1 Hour 00.00 57.00 54.00 51.00 

% Hour 40.00 38.00 36.00 34.00 
L¡ Hour 25.00 23.75 22.50 21.23 
10 Minutes 17.60 16.63 15.75 14.88 
5 Minutes 12.00 11.40 10.80 10.20 
2 Minutes 8.50 8.08 7.61 7.23 
1 Minute 5.00 4.75 4.50 4.25 

Special Feature Periods. 
Electrical Transcriptions. 
33% and 78 r.p.m. turntables. 

Syracuse 
WFBL 

1,000.2,500 Watts. CBS 1,360 Ko. 
Onondaga Hotel. Syracuse, N. Y. Charles F. 
Phillips, Manager. Owned and operated by The 
Onondaga Radio Broadcasting Corp. 
Contract Regulations. 

'General, except Par. 3: no commission 
allowed on talent charges. No commissions 
allowed unless payment is made on or before 
tenth of month following broadcast. 

Sponsored Programs. 
(After 6:00 P. M.) 

1 TI. 13 TI. 26 TI. 
1 Hour..8100.00 $95.00 $90.00 

24 Hour.. 62.50 59.37 50.n 
y¡ Hour.. 39.00 37.05 35.10 

(Before 6:00 P. 51.) 
1 Hour.. 50.00 47.50 45.00 

% Hour.. 31.25 29.69 28.12 
%Hour.. 18.53 17.60 16.08 

3) Ti. 
$85.00 

rí.3.1.1 

42.50 
26.50 
15.75 

Announcements 
(7:30 A. 11. to 6:00 P. M.) 

10 Silo.... 17.50 16.62 15.75 14.87 
5 Min.... 13.00 12.35 11.70 11.05 

Less than 
5 min., 
per min.. 5.00 4.75 

Special Feature Periods. 
Electrical Transcriptions. 
:13% and 78 r.p.m. turntables. 

52 Ti. 
$W).00 

50.010 
31.20 

40.00 
25.000 
14.8.2 

14.00 

NORTH CAROLINA 

Asheville 
WWNC 

1,003 Watts 570 Re. 
813 Flatiron Bldg.. Asheville. N. C. C. 0. 
Shepherd. President and Director; C. H. Smith. 
('ommetrial Manager. Owned and operated by 
Citizen Broudearting Co., Inc. 

Contract Regulations. 
*General. except Par. 3: no commission 

allowed on talent charges. 
Sponsored Programs. 

(6:00 P. M. to 12:0) P. 11.) 

I TI. 13 Ti. 210 Ti. 
1 flour 1100.00 $165.00 $10.01 

464 hour 61.00 57.01 54.00 
51 Hour 35.00 3.3.25 :11.0,0 

(8:00 A. 11. to 0:00 P. NI.) 

Hour 50.00 47.50 45.10 
Dour 30,0' 1 :x{.50 27.60 
Hour 17.50 16.65 15.75 

52 Ti. 
$86.00 

48.0) 
28.18) 

40.40 
_4.00 
14.00 

Announcements. 
(Prior to 7 P. 11. Nothing less than 15 tuinutes 

mild after 7 P. 5I.) 
1 Minute 9 7.00 
2 Minutes 8.511 
3 Minutes 10.01 
5 Minutes 11.511 
Talks. time limit ten minutes 18.01 

Discounts, announcements and talks, If used 
tonaecntively: 13 times, 10%: 26 times, 15%; 
52 times, 20%. 

Electrical Transcriptions. 
33% and 78 r.p.m. turntables. 

Charlotte 
WBT 

5,000 Watts, CBS 1,010 Kc. 
Wilder Bldg., Charlotte, N. C. Earle J. Gluck, 
Manager: C. D. Taylor, Commercial Manager. 
Owned and operated by WBT, Inc. 

Contract Regulations. 
'General, except Par. 3: no commleslons 

allowed on talent charges. 
Sponsored Programs. 

(6:00 P. M. to 2:00 A. M.) 
1 T1. 13 T1. 26 Ti. 

1 Hour $200.00 $100.00 $180.00 
'/i Hour 125.00 118.76 112.50 
I% Hour 75.00 71.25 67.50 

(2:00 A. NI. to 6:00 P. M.) 
1 Hour 125.00 118.75 112.50 

% Hour 75.00 71.25 67.50 
% Hour 50.00 47.50 45.00 

Announcements. 
$15.00 each. Limited to 100 words. No period 
discount, on announcements. 
Special Feature Periods. 
Electrical Transcriptions. 
33% and 78 r.p.m. turntables. 

(6:00 P. M. to 2:00 A. M.) 
1 Ti. 13 Ti. 26'11. 

1 Hour $2.50.00 $237.50 $225.00 
1y Hour 160.00 142.50 135.00 
Yo Hour 90.00 85.50 81.00 

52 T. 
$170.00 
166 25 
63.75 

100.25 
63.75 
42.50 

52 TI, 
$212.50 
127.50 
76.50 

(2:00 A. H. to 6:00 P. 51.1 

1 Hour 150.00 142.50 135.00 127:' 
% Hour 110.00 85.:0 121Á0 76:' 
% Hour 55.00 x2.25 49.50 46.7' 

NORTH DAKOTA 

Bismarck 
KFYR 

10.40 2,500 Watts 550 Be. 

328) Broadway, Bianuirck, N, D. P. J. Meyer, 

4.50 4.25 4.00 Manager; Stanley 51. Lucas, Director: C. F. 
Dirlam, Commercial Director. (Issued and ui r- 
ated by Meyer Broadcasting Co. 

Contract Regulations. 
'General. except Par. 3: no comníi.-k,a 

allowed on talent charges. 

Sponsored Programs. 
(6:00 P. M. to 12:00 Midnight.) 

I Ti. 13 Ti. 26 Ti. 52 TI. 
1 hour 91110.441 $95.01 890,00 485.11 

54 Hour 0).01 57.011 5441) .51.)4 

% Hour .15.00 23.25 21.:0 2'4.7: 
10 Min .5.00 23.75 22.5.1 21.2:, 

(6:011 A. SI. to 41:410 P. Si.) 
1 Hour 60.49 57á0 :.4.00 51.11 

544 hour 35.01 33.25 31.50 20.7' 
144 (lour 20.40 19.00 18.01 17.4 

10 Min 15.00 14.25 13.54) 12.72 

(Full time station. excepting horn 122::11 P. 51. 

to 2:01) 1'. M. week days.) 
Announcements. 

4100 words or less.) 
Pets een tí:00 p. m. and 7:00 p, tu...$7.5'' Ea, 
Between 2:90 p. m. and 5.30 it. a... 5.001:a,h 
Between 6:00 n. m. and 11:30 a. m.. 1.45) Each 
Sponsoring of miseellauems servl a fen tnre 

announcements. dally except Sunday: 
Evening - 

50 words -per week $45.14' 
Daytime - 

50 words -per week 10411 

Electrical Transcriptions. 
33'% and 78 r.p.m. IOrntables. 

Fargo 
WDAY 

1,000 Watts. NBC 940 Be. 
Address: Fargo. N. D. Charles G. Burke. Com- 
mercial Manager: E. C. Rebate. General Man 
tiger. Owned and operated by WDAY, Inc. 

Contract Regulations. 
'General. except Par. 3: no agency coutmis- 

sioo allowed on talent. 
Sponsored Programs. 

(After (1:00 P. M.) 
1 TI. 13 Ti. 26 TI. 52 TI. 

1 Hour 9100.00 995.00 $90.00 985.00 
'4 Hour 60.00 57.00 54.00 51.04 
14 Hour 35.00 33.25 31.50 211.75 

(Before 0:00 P. NI.) 
1 Hour 60.00 57.00 2,4.00 

% Hour 7'.410 3.3.25 31.50 
44 Hour 20.00 19.00 18.00 
10 Min 15.00 14.25 13.50 

5 Min 12.50 11.85 11.25 

51.00 
29.75 
17.00 
12.60 
10.00 

Announcements. 
(Broadcast before 6:15 P. M. only. Copy limited 
to 100 words. Discounts: 6 months. 10%: 1' 
months, 20%.) 

9:20- 
11:30 A. 11.; 

6:00- 1:30- 
9:15 A. M. 4:30 P. M. 

Daily, except Sou.. per mo.$100.0' $70.00 
3 times a week, per mo. 60.00 40.00 
Daily, except Sun., per wk. 30.00 20.00 
Less than week, per an- 

nouncement 6.00 
12:30- 

1:15 P. N1 

Daily, except Run., per mo.9140.00 
3 times a week. per mo 75.00 
Daily, except Sun., per wk 37.50 
Less than week, per an- 

nouncement 7.00 

Special Feature Periods. 
Electrical Transcriptions. 
33% and 78 r.p.m. turntables. 

4.00 
5:30- 

6:15 P. M. 
$90.00 
50.0' 
25.00 

5.00 

*General Contract Regulations, etc -Un- 
less otherwise noted under the station 
listings, the following general regulations 
apply to the purchase of time on the air. 

1. Rates include time on the air, facili- 
ties of the station in arranging programs, 
preparing announcements, securing talent, 
services of staff announcers, and blanket 
fees charged for copyrighted music. 

2. Rates do not include talent, travel- 

ing expenses, tolls and mechanical ex- 
penses for remote control, or other extras. 

3. Recognized advertising agencies are 
allowed a commission of 15% on both 
time and talent. 

4. If advertisers prepare their own an- 
nouncements or provide their own talent, 
these must be approved by the station 
well in advance before broadcasting. 

5. Periodic broadcasts must be con- 

tracted for in advance and broadcast at 
least once a week to earn period dis- 
counts. 

6. Stations reserve the right to reject 
any broadcast which might mislead radio 
listeners, which is against state or gov- 
ernment regulations, or which is not in 
keeping with the policy of the station. 

7. No contracts accepted for a period of 
more than one year. 

32 Broadcast Advertising 

i 

i 

i 



OHIO 

Cincinnati 
WKRC 

1,000 Watts. CBS 550 Ko. 

Hotel Alms. Cincinnati. Ohio. E. 8. Mittendort, 
General Manager. Owned and operated by 
W148C. Inc. 
Contract Regulations. 

'Genera L 

Sponsored Programs. 
(6:00 P. Si. to 12:00 Midnight.) 

1 Ti. 26 TI, 52 Ti, 100 Ti. 
I Hour $200.00 $190.00 $170.00 $160.00 

ar flour 110.00 104.50 03.50 88.00 
1, Hour 60.00 57.00 51.00 48.00 

(6:00 A. M. to 6:00 P. M.) 
1 Hour 100.00 95.00 85.00 80.00 

4 Hour 53.00 52.25 46.75 44.00 
1, Hoar 32.50 30.88 27.03 20.00 

Commercial Announcements. 
IMO per month between 6:00 P. A1. and 11:00 

P. Si. 
$125 per month between 7:00 0. 51. and 6:00 

P. NI. 

Special Feature Period*. 
A special Women's Hour program (10:30 A. 

M. to 11:00 A. NI.). 6 one -minute announcements 
weekly on 6 months' contract. $100.00 a month. 
Electrical Transcriptions. 

"3's and 78 r.p.m. turntables. 

WLW 
:0,000 Watts NBC 700 Kc. 
3401 Colerain Ave., Cincinnati, Ohio. It. I... Fer- 
guson. Commercial Manager; Powell Croxley, Jr., 
President: John L. Clark, General Manager. 
Owned and operated by The Croeley Iltdlo Corp. 
Contract Regulations. 

*General. 
Sponsored Programs. 
Illininium contract period, 13 weeks.) 

(7:00 P. M. to 11:00 P. 31.) 

13 T1. 26 Ti. 
I (lour 01.152.00 $900.00 
]í Hour 048.00 540.00 
t, Hour 456.00 380.00 
Iflaily 5:00 P. M. to 7:00 P. M. and 

noon to 7:00 P. M.) 
I (lour 804.00 720.00 

Hour 488.00 441.00 
a, Hoar 312.00 285.00 

(11:00 I'. M. to Sign Oft.) 
Hates on application, 

(All other hours.) 
576.00 480.00 
324.00 270.00 
228.00 190.00 

I Hour 
a, noel. 
y Boor 
Announcements 

(Not accepted between 7:00 P. 31. and 
Midnight.) 

Special Feature Periods. 
Electrical Transcription. 

37', and 78 r,p.m. turntables. 

52 TI. 
$804.00 

486.00 
342.00 

Sunday 

648.00 
364.50 
236.50 

Cleveland 

432.00 
243.00 
171.00 

WGAR 
500 Watts. NBC 1,450 %a. 
Hotel Studer. Cleveland, Ohio. John F. 1'att. 
Manager; Clyde L. Wood. Commercial Manager: 
Fred It. Ripley, Axstatnut Manager. Owned 
and operated by the WGAR Broadcasting Cb. 

Contract Regulations. 
'General. 

Sponsored Program,. 
16:00 P. M. to 11:00 P. M.) 

1 Ti. 13 TI. 26 TI. 51 Ti. 
1 Hour $300.00 128,5.00 $270.00 $235.00 

$4 Hour 175.00 166.25 157.50 148.75 
51 Hour 100.00 95.00 90.00 85.00 
(12:00 noon to 1:00 P. 51.; 5:00 P. 31. to 6:00 

P. 31. and 11:00 P. 31. to 12:00 P. M. 
Midnight. ) 

1 flour 175.00 166.23 157.50 148.75 
55 flour 100.00 95.00 90.00 83.00 
'1 Hour 50.00 47.50 45.00 42.50 

(All other hours.) 
150.00 142.50 135.00 127.70 
75.00 71.25 (17.50 03.75 
45.00 42.75 40.50 38.23 

1:00 P. M. to 7:00 P. 51.) 
250.00 237.50 225.00 212.50 
150.00 142.50 1.35.00 127.80 
75.00 71.25 67.50 63.75 

1 Hour 
le Hour 
14 Hour 

(Sunday 
1 (lour 

5S Hour 
K (lour 
Announcements. 

(100 words maximum.) 
9:00 to 9:30 A. M. -Betty Brown's Rambles. 

1 announcement, $7,50. Monday to Saturday 
(e times), X7.60. 

September, 1931 

12:00 to 12:30 P. 51. -Noonday announcements. 
Afternoon periods: 
5:30 to 5:45 P. M. -Amusement Guide. 

1 announcement, $10.00; Monday to Saturday 
(0 times), $30.00. 
5:43 to 6:30 P. M. -Dinner Music. 
After 11:00 P. 51. -Late announcements. 

1 announcement, $20.00; Monday to Saturday 
(6 times), $100.00. 
Special Feature Periods. 

See above. 
Electrical Transcriptions. 

3355 and 78 r.p.m. turntables. 

WHK 
1.000 Watts. CBS 1,390 Ka. 

Standard Bank Bldg., Cleveland. Ohio. H. 
Howlett, Com me rein I Mn mtger. Owned and 
operated by The Radio Sir Service Ccrp, 

Contract Regulations. 
'General. except Par. 3: no agency commis. 

sion on talent charges. 
Sponsored Programs, 

(After 6:00 P. M.) 
1 Ti. 13 Ti. 26 Ti. 

1 Hour $325.00 $308.75 $292.50 
Ifs Hour 173.00 166.25 157.50 
44 Hour 100.00 95.00 110.00 

5 Minutes 40.00 38.00 36.00 
(Before 6:00 P. 11.) 

1 Hour 
55 Hour 

hour 
5 Minutes.... 

52 Ti. 
$276.25 

148.75 
83.00 
34.00 

175.00 166.25 157.50 148,75 
100.00 95.00 00.00 83,00 
60.00 57.00 54.00 51.00 
23.00 23.75 22.50 21.25 

Announcements. 
(Daytime only.) 

1 Minute 25.00 23.75 
5 Minutes 35.00 33.23 

Special Feature Periods. 
Electrical Transcriptions. 

33% and 78 r.p.m. turntables. 

WJAY 
500 Watts. 610 Ka. 

1224 Huron Road. Cleveland, Ohlo. G. C. Mel- 
rose. Manager. Owned and operated by Cleve. 
land Radio Broadcasting Corp. 
Contract Regulations. 

'General. except Par. 3: no commission 
allowed on talent charges. 
Sponsored Programs. 

Sunday Rotes 
(12:00 Noon to 6:00 P. M.) 

1 Hour 
55 Hour 
54 Hour 

(7:30 A. 31. to 12:00 Noon.) 

Hour 
Hour 
Hour 

$175.00 
90.00 
50.00 

$150.00 
80.00 
45.00 

Weekday Rates 
1 Hr. 1,4 Hr. y, Ilr, 

8:00 A. 31.-10:00 A. 31.. 0125.00 $ 62.50 $35.00 
11:00 A. M.-12:00 Noon.. 1:15.00 67.30 35.00 
1:15 P. 51.- 2:15 P. M.. 135.00 67.50 35.00 
3:00 P. .N.- 4:00 P,11... 123.00 62.50 35.00 
4:15 P. 31.- 6:00 1'. 31.. 150.00 75.00 40.00 
6:00 P. M. -Sign oft..... 2C0 00 100.00 50.00 

Announcements. 
(7:00 A. 31.-8:00 A. 5I.) 
$7.50 per announcement. 

(10:00 A. 31.-11:00 A. 51.: 12:15 P. 51.-1:15 
P. M.; 2:00 P. 31.-2:45 P. NI.: 4:50 

P. M.-5:00 P. M.) 
$12.50 per announcement. 

Special Feattre Periods. 
Electrical Transcriptions. 
33% and 78 r.p.m. turntables. 

OKLAHOMA 

Enid 
KCRC 

250 Watts 1,370 Kc. 

Convention Hall. Enid. Okla. Toni F. Campbell. 
Manager; L. It. Parkersen, Advertising Man- 
ager; William Davis, Progaont Director: 11 ude 
Spear. Chief Engineer. Owned and open sled 
by Enid Publishing Co. 

Contract Regulations. 
*General. except Par. 3: no commission al- 

lowed on talent charges. 
Sponsored Programs. 

(Advertising and nnnouncetueuts accepted for 
week days only.) 
(10:00 t. M. to 2:00 P. 51, and 3:45 P. NI. to 

7:45 P. NI.) 
1 Ti. 13 TI. 26 Ti. 52 Ti. 

1 Hoar $54.00 $44.00 $40.00 $36.00 
1,4 flour 28.00 23.00 21.00 111.00 
Vi Hour 14.50 12.00 11.00 10.00 

Announcements. 
(Limited to 100 Words.) 

6 TImes $2.50 Each 
12 Times 2.23 Each 
24 Times 2.00 Each 
48 Times 1.75 Each 

100 Times 1.50 Each 
312 Times 1.00 Each ' 

Announcements twice daily, discount 10%. 

Electrical Transcriptions. 
3354 and 78 r.p.m. turntables. 

Oklahoma City. 
KFJF 

See Southwest Broadcasting Co. 

Tulsa 
KVOO 

5,000 Watts NBC 1,140 Ko. 
H right Bldg. Tulsa, Okla. Leonard Byars. 
Commercial Manager; H. A. Hutchinson, Gen- 
eral Manager. Owned and operated by the 
Southwestern Sales Corp. 
Contract Regulations. 

'General, except Par. 3: no agency commis- 
sion allowed on talent charges. 
Sponsored Programs. 
(6:00 P. M. to 12:00 P. M. Midnight local time.) 

1 T1. 13 Ti. 26 Ti. 52 Ti. 200 Ti. 
1 Ilr...$225.00 $213.75 $202.50 1191.25 $168.75 

)y Hr... 140.113 133.60 126.57 119.54 105.47 
V. Hr... 87.811 83.50 79.10 74.71 65.92 

(6:00 A. M. to 6:00 P. M. local time.) 
22.59 21.25 1 Hr... 112.50 106.88 101.25 95.113 84.38 
31.50 29.75 54 Hr... 70.32 66.80 63.28 59.77 52,74 

14 Hr... 43.95 41.73 39.55 37.35 32.90 

Announcements. 
Daylight Broadcasting. 

Except by special arrangement, announcements 
of a commercial character are handled only In 
daylight hours. 
100 words..$10.00 $ 9.50 $ 9.00 $ 8.50 $ 7.50 
200 words.. 15.00 14.25 13.50 12.75 11.25 
300 words.. 18.00 17.10 16.20 15.30 13.50 

Night Rate. 
Minimum night rate, if acceptable, $23.00. Max- 
imum 200 words. 
Special Feature Periods. 
Electrical Transcriptions. 

33% and 78 r.p.m. turntables. 

PENNSYLVANIA 

Pittsburgh 
KDKA 

50,000 Watts. NBC 1.280 Kc. 

Wm. Penn Hotel. Pittsburgh, Pa. Owned and 
operated by the Westinghouse Electric A Manu- 
facturing Co 
Contract Regulations. 

'General. except l'ar. :l: no commission 
allowed on talent charges. 
Sponsored Programs. 

(6:00 1'. NI. to 11:00 P. M.) 
1 TI. 13 Ti. 26 Ti. 52 TI. 

1 Hour 0900.00 $1410.00 1765.00 $720.00 
55 Hour 500.00 450.00 425.00 400.00 
t, pour 350.00 315.00 297.50 280.00 
(6:00 A. M. to 6:00 P. M. and 11:00 P. M. until 

close of programs.) 
1 (lour 450.00 405.00 382.50 260.00 

55 Hour 250.00 205.00 212.50 200.00 
$4 flour 175.00 157.50 140.75 140.00 

5 Minutes 100.00 00.00 85.00 80.00 

Special Feature Periods. 
Electrical Transcriptions. 
33% and 78 r.p.m. turntables. 

WCAE 
1,000 Watts. NBC 1.220 Ko. 

Smithfield St. and 6th Ave.. Pittsburgh, Pa. J. 
L. Knnfmnn, Alanats-r. Owned and operated by 
WCAE, Inc. 
Contract Regulations. 

'General. 
Sponsored Programs. 
(6:00 P. M. to 12:00 Midnight Weekdays and all 

day Sunday) 
13 ICeeks. 26 Weeks. 52 Weeks. 

1 Hour e210 00 $237.50 $200.00 
54 Hour 150.00 142.50 120.00 
V. flour 105.00 99.75 84.00 

(6:0) A. NI. to 5:30 P. M.) 
1 Hour 123.00 118.75 100.00 

55 Hour 75.00 71.2.3 60.00 
% Hour 52.50 49.88 92.00 
5 Minutes 35.00 33.25 28.('0 
1 Minute 15.00 14.25 12.00 
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Announcements. 
16:00 P. ]l. to 12:00 Midnight Weekdaya and 

Sponsored Programs. 
(After 6:00 P. 11.) 

all day Sunday) 
1 TI. 13 TI. 26 Ti. 39 Ti. 52 TI. 

13 Weeks. 26 Week«. 52 Weeks. 1 llonr..8100.00 $95.111 $90.00 $45.00 $80.00 
100 Words 30.00 28.50 29.00 ? (lour.. 611.00 57.00 54.00 51.00 -18.00 
One minute announcements are limited to 100 14 Hour.. 36.00 34.20 :12.40 30.60 28.80 
wools. Copy submitted in excess of this limit (Before 6:00 P. 111.) 
ttlll_ be broadcast but will be charged at higher 
rate. 1 Hour.. 60.00 57.00 

Hour.. 36.00 34.20 
54.00 
32.40 

51.00 
30.60 

48.00 
2s,80 

Special Feature Periods. v, Hour.. 21.60 20.50 19.40 18.35 17.25 

Electrical Transcriptions. Announcements. 
331,.. and 78 r.p.m. turntables. (After 6:00 P. M.) 

5 Minutes 25.00 2:1.75 22.50 21.25 20.00 
2 Minutes 18.00 17.10 16.20 15.30 14.40 
1 Minute. 12.00 11.40 10.80 10.20 9,00 

50 Words. 7.50 7.13 6.76 6.40 6.02 
RHODE ISLAND 25 Words. 5.00 4.75 4.50 4.2.5 4.00 

(Before 6:00 P. M.) 
5 Minutes 15.00 14.25 13.50 12.75 12.00 

Providence 2 Minutes 10.80 10.26 
1 Minute. 7.20 6.84 

9.72 
6.48 

11.18 
6.12 

8.64 
5.76 

WEAN 50 Words. 4.50 4.23 
25 Words. 3.00 2.85 

4.00 
2.70 

3.78 
2.55 

:1.:50 
2.40 

See Yankee Network Special Feature Periods. 

SOUTH CAROLINA 

Columbia 
WIS 

500.1,000 Watts. CBS 1,010 Rc. 
Jefferson Hotel, Columbia, S. C. Van H. Burgin. 
Commercial Manager; H. 1'. Danforth, Produc- 
tion Manager. Owned and operated by Geo. 
Barnes, Inc. 
Contract Regulations. 

*General, except Par. :k no commission al- 
lowed on talent charges. 
Sponsored Programs, 

(After 6:00 I'. M.) 
I Ti. 13 Ti. 26 Ti. 30 TI. 52 TI. 

Hour.,.$83.00 $80.75 $76.50 $72.25 $68.00 (lour... 45.00 42.75 40.50 38.25 30.00 (lour... 25.00 23.75 22.50 21.25 20.00 
(Before 6:00 P. M.) 

1 Hour... 115.00 61.75 58.50 55.2.5 52.00 
S¢ (lour... 37.50 35.63 :3:3.75 31.88 30.00 
ti Hour... 21.25 20.19 111.13 18.116 17.00 
Announcements. 

14, 

?1 

(Until 8:00 P. M. only) 
Under 100 words, per word t 08 
100-200 words, per word 07 
200.300 words, per word 06 
'400-400 words, per word 05 
MInimum, 50 words; Maximum. 411) word.. 
Consecutive announcements beam discounts no fol. 
Iowa: 13 times. 5%; 26 times, 10%; 39 times, 
15%; 52 times and over, 20%. 
Special Feature Periods, 

Electrical Transcriptions. 
334 and 78 r.p.m. turntables. 

TEXAS 

Fort Worth 
KTAT 

See Southwest Broadcasting Co. 

Houston 
KTRH 

500 Watts. CBS 1,120 Rc. 
Rice Hotel, Houston, Texas. J. G. Belcher, 
Commercial Manager; B, I". Orr, Station Super- 
visor. Owned and operated by the Rice hotel. 
Contract Regulations. 

*General, except Par. 3: no agency csammisalon 
on talent charges. 
Sponsored Programs. 

(6:00 1'. H. to 12:00 Midnight.) 
1 TI. 13 Ti. 26 Ti. 52 Ti. 

1 Hour $150.00 $125.00 $127.50 $120.00 
3 Hour 110.00 72.00 68.00 64.00 
14 Hour 45.00 40.50 38.25 36.00 

(7:00 A. M. to 6:00 P. N.) 
1 Flour 71.00 (17.50 83.75 60.00 

?S Hour 40.041 36.00 34.00 32.00 
44 Hour 22.57 20.25 19.13 18.00 
Announcements. 

(Not to exceed 110 words.) 

Electrical Transcriptions. 
3:1';, and 78 r.p.m. turntables. 

(After 0:00 P. M.) 

(7:00 A. SI. to 6 P. 31.) 
Single announcement $10.00 
Daily: 6 anuouocemente, $511.00; 24 announce- 
ments. $180.00; 78 announcements, $5211.00; lSii 

1 TI. 13 Ti. 26 T1. 19 TI. 52 Ti. announcements, $010.00. 
15 Minutes.$25.00 $23.75 8'22.50 $21.2.5 $20.00 (Rates for two minutes or more upon request.) 
10 Minutes. 18.00 17.10 16.20 15.30 14.40 (Night announcements.) 
5 Minutes 

or less. 15.00 14.25 13.50 12.75 12.00 (On daily news feature containing national. local 
and sport news, together with local merchandise 

(Before 6:00 P. H.) news. Goes between (1:30 and 10:00 P. >I.1 
15 Minutes. 21.25 20.19 19,13 18.00 17.00 Single announcements 117.50 
10 Minutes. 16.00 

5 Minutes 
15.20 11.40 1:3.60 12.80 Nightly: 6 announcements, $90.(0: 21 nnnouuw- 

ments, $300.00; 78 announcements, $780,10: 156 
or less . 12.50 11.88 11.25 10.63 10.00 announcement... $1.:04.00. 

Electrical Transcriptions. Special Feature Periods. 
3:11:, and 78 r.p.m. turntables. 

TENNESSEE 

Memphis 
WNBR 

500 Watts. 1,430 KO. 
Elk's Hotel, Memphis, Tenn. Mallory Chamber- 
lin, General Manager; Francis S. Chamberlin. 
Program Director. Owned and operated by the 
Memphis Broadcasting Co. 
Contract Regulations. 

.General, except Par. 3: commission allowed 
on talent charge« only if payment In full Is 
made on or before the 10th of the month fol- 
lowing broadcast. 

Electrical Transcriptions. 
3311, amt] 78 r.p.m. turntables. 

San Antonio 
KTSA 

See Southwest Broadcasting Co. 

Tyler 
KGKB 

100 Watts 1,500 Ro. 

Tyler Commercial College, Tyler. Texas. J. H. 
Gilliam. General Manager: Evan It tes, Loral 

iñ 

Manager. Owned and operate] by the ly 
Broadcasting Co. 

Contract Regulations. 
*General, except 19,r. :l' no agency 

slan allotted on talent charges. 
Sponsored Programs. 

(After 7:00 1'. N.) 
1 TI. 4 Ti. 13 Ti. 26 Ti. 

I Hour...$15.00 $70.10 160.00 35.5.00 $32. 
14 (lour... 42.50 40.00 :15.00 12.501 3! 
1, Hour... 27.50 25.04 21.10 20.10 19 
10 Min.... 19.00 17.50 1.5.01) 14.50 1 t. 

5 Min.... 11.00 10.01 0.50 S.10. 7. 

(6:00 A. Si. to 7:00 P. H. daily. except Sunday 
(These rates include studio talent. Special talent 

extra.) 
1 (lour... 50.00 a (lour... 3.5.00 

(lour... 20.00 
Silo.... 16.50 

5 \Iln.... 9.50 

47.50 42.511 
!.50 27.50 

17.50 1:1.50 
14.50 11.50 
8.50 7.50 

411.00 
25.00 
12.:4, 
10.511 

6.7.0 

Announcements. 
(6:00 A. H. to 7:00 P. N1.1 

11.14 

156 .11. 
I TI. 4 TI. 13 TI. 26 TI. 7" TI. Ti. ti. 

1 Min...17.50 16.50 $5.111 $4.00 $3.00 $2.;11 
2 Min...13.50 12.50 9.00 7.50 5.50 5.00 41 
3 Hin...19.25 18.25 14.50 11.25 8,50 8.00 710 
4 311n...25.00 24.00 19,00 15.00 11.50 9.50 8.50 
5 11in...31.25 30.00 24.00 18.51) 17.10 11.50 10.50 

Special Feature Periods. 

Electrical Transcriptions. 
711aa and 78 r.p.m. turntables. 

Waco 
WACO 

See Southwest Broadcasting Co. 

WASHINGTON 

Spokane 

KFPY 
1.000 Watts CBS 1,340 Rc. 

Symons Bldg., Spokane. blush. Arthur I.. Bright. 
Manager; T. W. Symons, Jr President. Owned 
and operated by The Symons Ilruadca+lint Co. 

Contract Regulations. 
*General. 

Sponsored Programs. 
(7:00 P. M. to 10:00 1'. H.) 

1 Ti. 1:3 Ti. 26 TI. 52 Ti. 
1 Hour -1100.00 

Hour.. 00.00 
14 Hour.. 40.00 
5 Min... 25.00 

(Before 7:00 P. 
1 Hour.. 50.00 

14 Hour.. 30.00 
y Hour.. 20.00 
3 ylIn... 12.50 

$715.00 $90.00 $.55.00 
57.011 54.00 51.00 
38.00 36.00 31.10 
2:1.75 22.50 21.25 

H. end after 10:10 P. 
47.50 45.00 42.50 
28.50 27.00 25.50 
19.40 18.00 12.01 
11.88 11.25 10.67 

1111 Ti. 
$w.00 

4 .00 
32.00 
20.60 

)1.1 
40.00 
24.10 
16.e 
10.01 

Electrical Transcriptions. 
5 Minute transcriptions only. minimum :1 t m < 

weekly: 
(1:00 P. M. to 10:00 P. H.) 

5 Min $15.00 $14.25 $13.:0 
!Before 7:00 P 31. and after 10:10 I'. 

5 31In 7.50 7.13 6.75 

Announcements. 
alaximum of 125 words l''r minute. 

(6:00 P. M. to 10:30 P. M.) 

$12.75 
11.1 

1.18, 

I. 
1 Ti. 10'1 Ti. 200 Ti. 300 TI. 500 TI. Ti. 

511 Wds.$10.00 $9.50 $9.00 $8.50 $8.00 $7.7 
1 Min. 15.00 14.23 13.50 12.75 12.00 V.% 
2 Min. 20.00 19.00 18.00 17.00 16.00 15.01 
5 Min. 50.00 47.50 45.00 42.50 40.00 37.'0 

(Before 6:00 P. AI. and after 10:911 P. 11.1 

50 Wds. 5.00 4.75 4.50 4.25 4.00 3.77 
1 Min. 7.50 7.13 11.7.5 6.38 6.00 5.6. 
2 31in. 10.00 9.50 9.00 8.50 8.00 7.:I 
5 Min. 25.00 23.75 22.50 21.25 20.40 18,7" 

Special Feature Periods. 
Electrical Transcriptions. 

°General Contract Regulations, etc. -Un- 
less otherwise noted under the station 
listings. the following general regulations 
apply to the purchase of time on the air. 

1. Rates include time on the air. facili- 
ties of the station in arranging programs, 
preparing announcements, securing talent, 
services of staff announcers, and blanket 
tees charged for copyrighted music. 

2. Rates do not include talent, travel- 

ing expenses, tolls anti mechanical ex - 
Defiles for remote control, or other extras. 

3. Recognized advertising agencies are 
allowed a commission of 15% on both 
time and talent. 

4. If advertisers prepare their own an- 
nouncements or provide their own t'llent. 
these must be approved by the station 
well in advance before troadcllsting. 

5. Periodic broadcasts must be con- 

tracted for in advance and broadcast at 
least once a week to earn period 
counts. 

6. Stations reserve the right to rej.+-t 
any broadcast which might mislead tad]" 
listeners. which Is against state or gov- 
ernment regulations, or which is not it 
keeping with the policy of the station. 

7. No contracts accepted for a period of 
more than one year. 
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New Accounts on the Air 
The Principal New Accounts of Radio Stations with 
the Exception of Chain and Strictly Local Programs 

(Where no address is given, the advertiser is located in the same 

ARIZONA 
KTAR-Phoenix 

Fox West Coast Theaters, Inc. 
Owl Drug Co., Inc., Los Angeles. (Local 

Store). 
Pity 'n' Takit Stores, Inc. (Chain Store). 
(teed & Bell (Root Beer Distributors). 

CALIFORNIA 
KHJ-Los Angeles 

Signal Oil Co. (Gas and Oil). 
L. A. Soap Co. 
Hoyt Water Heater Co. (Water Heaters). 

KFRC-San Francisco 
Lewis Miller Co. 
Phillips Milling Co. (Flour). 
Morgan Jewelry Co. 
Ames -Harris & Neville (Dish -Shine 

Towels). 
Blue Bird Potato Chip Co. 
George E. Keith Co., Brockton, Mass. 

(Walk -Over Shoes) (urcal dealer). 
CONNECTICUT 

W ICC-B rid ge port 
Meeker Beauty Shops. Chicago. 
Kathleen Mary Quinlan, New York City 

(Beauty Products). 
Morrison Electrical Supply Co.. New 

York (Majestic Refrigerators). 
New York, New Haven & Hartford R. R. 

Co.. New Haven. 
DISTRICT OF COLUMBIA 

WJSV-Washington 
A. W. Abbott, Rye, N. Y. (Frozen Cus- 

tard). 
FLORIDA 

WFLA-Clearwater 
Perfection Stove Co., Cleveland. Ohio 

ISuperflex Refrigerators). 
National Fan Co.. Tampa. 
Hasa -Tampa Cigar Co, Tampa. 
iGA Stores, Tampa (Grocery Chain 

Store]. 
Gruen Watchmakers' Guild. Cincinnati, 

Ohio (Local Distributor). 
Philadelphia Storage Battery Co. (Philco 

Radios) (Local Distributor). 
Chevrolet Motor Co., Detroit. 
Florida Brogdex. Dunedin, Flt. (Orange 

Preserving). 
ILLINOIS 

W B B M-Chioago 
Slats Brewing Co., Milwaukee (Beer). 
Lake Side Packing Co., Milwaukee 

(Meats). 
Rit Products Co. (Dyes). 
Kaempfer's (Bird Seed). 
Mosso Laboratories (011 of Salt). 

M AG-Chicago. 
General Mills. Minneapolis (Flour). 
Golden Peacock. inc., Paris, Tenn. (Toi- 

let Preparations). 
International Bible Students' \ssociation, 

New York. 
INDIANA 

WOWO-Fort Wayne 
(Yty of Lima, Ohio (Community Promo- 

tion). 
Winona Lake Association. Winona Lake. 

Ind. (Itesort). 
Citrus Juice & Flavor Co.. Los \ngeles. 

Cal. (Beverages). 
IOWA 

W MT-Waterloo 
Coca-Cola Bottling Co., \tlanta. Ga. (Lo- 

cal dealer). 
Golden Glow Co. (Golden Glow Brew). 
(YGara Coal Co., Chicago. 

LOUISIANA 
KTBS-Shreveport 

Monogram Coffee Co. 
Rumford Chemical Works, Rumford, R. I. 

(Raking Powder). 
Walker Properties 5ss3 n., twain, Tex. 

(Canned Goods). 
Philadelphia Storage Battery Co., Phil- 

adelphia (Radios) (Local dealer). 
Crosley Radio Corp.. Cincinnati (Radios) 

(Local dealer). 
"ritzy Water Hotel. Mineral Wells, Tex. 

MASSACHUSETTS 
W N AC-Boston 

May Oil Burner. Baltimore. bid. 
Ocean Spray Co.. South Hanson, Mass. 

(Cranberries). 
Barnstable Fair. Barnstable. Mass. 

(Fair). 
Runson Oil Burner Co. 
Templeton's. Inc.. Detroit (Raz-Mah 

Medicine). 

W BSO-Needham 
Eagle Oil & Supply Co., Boston. 
Alden Knit Mills, Inc., Waltham. Mass: 

(Knit Goods). 
Ir. S. Automatic Box Machinery Co.. 

Newton, Mass. (Machinery). 
Nonantum Knitting Co.. Newton, Mass. 

(Knit Goods). 
Cando Corp., Cambridge. Mass. (Silver 

Polish). 
E. Howard Clock Co. Waltham, Mass. 

WORC-Worcester 
Colt Shoe Co., Boston. 
United Dairy System, Springfield. Mass. 
Philadelphia Storage Battery Co., Phila- 

delphia (['hilen Itadlosl. 
Ball Bros. Co., Muncie. Ind. (Glassware). 

MICHIGAN 
WBCM-Bay City 

Independent Grocers' Alliance of America. 
Chicago (Prosperity Sale). 

George E. Keith Co., Brockton. Mass. 
(Walk -Over Shoes) (Local dealer). 

John Schmelzer Co. Saginaw, Mich. 
Robbins Furniture Co.. Owosso, Mich. 
Harris Sample Furniture Co. 
The Arthur Ward Co., Owosso. Mich. 

WXYZ-Detroit 
Annis Fur Post. 
Chevrolet Motor Co. 
Sears. Roebuck & Co., Chicago (Local 

Branch). 
Century Air Lines. Chicago (Local 

Branch). 
Grinnel Bros. Music House (Music and 

Musical Instruments). 
Blue Valley Creamery Co.. Chicago (But 

ter). 
WOOD-Grand Rapids. 

Dethol Co., Baltimore, bid. (Moth De- 
stroyer). 

Buick Motor Co.. Flint. Mich. (Local 
dealer). 

Chicky Mfg. Co. (Peanuts and Candy). 
Blue \'alley Creamery Co.. Chiral :0 (But- 

ter). 
Templeton's. Inc.. Detroit (Ras -Mali 

Medicine). 
Frigidaire Corp.. Dayton, Ohio (Local 

branch). 
MINNESOTA 

WEBC-Ouiuth and Superior, Wis, 
Rtio,fnrd Chemical Works, !Rumford, R. I. 

(Baking Powder). 
Zinsmaster Bread Co. 
Charts Corp., Allentown. Pa. (Foundation 

Garments). 
Publlx Theaters. 
Northern Navigation ('o. 
Firestone Tire & Rubber Co. (Local 

dealer). 
Royal Typewriter Co., New York (Local 

dealer). 
Manchester Biscuit Co. 
Blue Valley Creamery. Chicago (Butter). 
Montgomery Ward & Co.. Chicago (Local 

branch). 
MISSOIIR' 

W M BH-Joplin 
t.ehn & Fink. New York (Formula L -F). 
Purity Baking Co. 
Empire Dist. Electric Co. 
American Serv. Ice. Co. (Refrigerators) 

(Local branch). 
Economy 011 Co. (Thermoil D'st.) (Locals 

MONTANA 
KGIP-Butte 

Royal Typewriter Co.. New York (Local 
dealer) 

C. H. Robinson Co., Minneapolis (Fruits). 
NEBRASKA 

WJAG-Norfolk 
O'Gara Coal Cu.. Chicago. 
Uncle Sam Breakfast Food Co. Omaha 

(Vanilla Sweeties). 
WOW-Omaha 

Assn. of American Soap & Glycerine Pro._ 
ducers, New York (Radiator Glycerine). 

Illinois Central R. R. Co., Chicago. 
National Refining Co. Cleveland (Oil). 
Natiónal F one Furnishings Association. 
Shaft -Pierce Shoe Co.. Faribault, Minn. 

KGBZ-York 
Gooch Billing Co.. Lincoln (Pancake 

Flour). 
Dempster Mill 11íg. Co., Beatrice. Nebr. 

(Windmills, etc.). 
NORTH CAROLINA 

W BT-Ch'riof t i 
J. W. Dorman, Louisville, Ky. (Medicine). 
The l'Urran Laboratorie'. Inc., Brooklyn 

(Jo -Cur Wavelet. etc.). 

city as the radio station) 

WPTF-Raleigh 
Blurry Rubber Co.. Trenton, N. J. (Tires). 

NORTH DAKOTA 
KFYR-Bismarck 

Mandan Creamery & Pro. Co., Mandan. 
N. D. (Poultry and Produce). 

Manchester Biscuit Co., Fargo, N. D. 
National Carbon Co.. New York (Ever - 

ready Radio Batteries), 
O. H. \\ ill & Co., Bismarck, N. D. 

(Seeds). 
Frigidaire Corp., Dayton, Ohio (Elec. 

Refrigerators). 
i'owdered Malt Co.. Lima, Ohio. 
Nash -Finch Co., Bismarck, N. D. (Fruits, 

Canning). 
National Home Furnishings Association. 

W DAV-Fargo 
Fargo Foundry Co. (Oil Heaters). 
Manchester Biscuit Co. 
Concordia College. Moorhead, Minn. 
Federal Radio & ity. Institute, Milwaukee. 
Crescent Credit Jewelers. Fargo, i.a 

Crosse. \Vie., etc. 
OHIO 

WGAR-Cleveland 
Olman Music Corp.. New York (Music 

Pub.). 
Ily-Way Food Stations, Inc. 
Estelle Cosmetic Co.. Detroit. 
Kronheim Furniture Co. 
Fred G. Clark Co. (Salad Oil). 
E. \V. Rose Co. (Zemo). 
C. W. Brand Coffee (Salad Dressing). 
Allen S. Olmsted, LeRoy, N. Y. (Allen's 

Foot Ease). 
Fawcett Publications, Minneapolis. 

WHK-Cleveland 
The Fontana Co. (Macaroni). 
Harshaw Essential Food Co., lac. (VI- 

Zoy Health Food). 
Natural Bridge Shoemakers, Lynchburg. 

Va. 
Charts Corp.. Allentown. Pa. (Founda- 

tion Garments). 
WCAH-Columbus 

The Ath-Leet's Co., Covington, Ky. 
(Foot Treatment). 

J. R. Watkins Products Co. (Toilet ('rep- 
arations) (Local branch). 

United Screen Stars. Inc.. Terre Haute. 
Incl. (Screen Star Pictures). 

W SPD-Toledo 
l'lectro Vita Sales Service Co. (Mineral 

Water). 
OKLAHOMA 

KFJF-Oklahoma City 
Sears. Roebuck & Co., Chicago (Local 

branch). 
Pedogene Co. (Foot Preparation). 
Betta-Dress Mfg. Co., Uutclarko. Okla. 

( Auto Polish). 
PENNSYLVANIA 
WGAL-Lancaster 

National Pine Tree Products, Inc., New 
York (Soap). 

Montgomery Ward & l'o.. Chicago (Balti- 
more Md., branch). 

G. F. Plitt & Son. Inc., York, Pa. (Bev- 
erages, etc.). 

KDKA-Pittsburgh 
McCrady -Rodgers Co. (Coal, Coke, etc.). 

RHODE ISLAND 
W EAN-Providence 

Charle Corp., Allentown, Pet. (Foundation 
Garments). 

SOUTH DAKOTA 
KGCR-Watertown 

Jennison's Milling Co.. Appleton. Minn. 
TEXAS 

K W WG-Brownsville 
The Studebaker Corp.. South Bend, Ind. 

( LOCO l dealer). 
Champion Spark Pam Co., Toledo. Ohio 

(Local dealer). 
Chevrolet Motor Co.. Detroit (Local deal- 

ers. 
Faultless Starch Co.. Kansas City. Mo. 

KTAT-Fort Worth 
lodone Co. (lodone). 
Worth More Products (Worth -More 

Cleaner). 
KPRC-Houston 

Gulf Concrete Pipe Co. 
Peter Paul. Inc., Chicago (Candy). 
Faultless Starch Co., Kansas City. Ito. 
B. V. D. Co.. New York (H. V. D's). 
Walker Properties Association. Austin. 

Texas (Chile). 

September, 1931 55 



Use the 
DIXIE , 
NETWORK 

National advertisers 
who want to increase 
sales in sections of, or 
thruout the entire South 
with broadcast advertis- 
ing or- 

Those who want to test 
the ability of network 
programs to gain consum- 
er response- 

Should use the Dixie 
Network. Basic and sup- 
plementary networks of- 
fer coverage where 
wanted. Branch of Col- 
umbia Artists Bureau as- 
sures finest talent. 

Ask for the facts! 

Station WBT, Inc. 
Key Station-Executive Offices of 

THE DIXIE NETWORK 

Charlotte, N. C. 

III) 

MOST 
POPULAR? 
Of course WDAY 
is the most popu- 
lar station ín íts 
territory. Any sur- 
vey will show that! 

WDAY covers 
thoroughly,-and is 

the ONLY station 
which does, - the 
prosperous R e d 

River Valley of the 
North, with its 
million and a half 
population. 

Use WDAY if you 
want RESULTS! 

WDAY/ Inc. 

FARGO, N. D. III 
An NBC Associate 

1000 watts; 100% modulation; 
940 kc. 

KTLC-Houston 
Coca-Cola Bottling Works, Atlanta, Ga. 

(Local dealer). 
Metzgar's Dairies (Milk). 
Walker Properties Association, Austin. 

Texas (Chile). 
KTRH-Houston 

Airmade Hosiery, Dallas. 
Peaslee-Gaubert Corp.. Fort Worth 

(caoritone Radio). 
UTAH 

KSL-Salt Lake City 
Smithfield Implement Co.. Smithfield, 

Utah. 
Silver Traders. Inc. (Silver). 
Sunrae Heating Co. 

WASHINGTON 
KJ R-Seattle 

Northwest Oil & Gas Assn, 
Capt. L E. Chase (Yachting Trips). 
General Motors Truck Co. (Used Trucks). 
Flaming Geyser Park, Auburn. Wash. 

(Resort). 
Therma Coal Co.. Renton, Wash. 
Peter Pan Cosmetics. San Francisco. 
Wm. R. Rogers Silverware Co., San Fran- 

cisco. 
Buick Motor Co., Flint, Mich. (Local 

dealer). 
Won -Sue -Fun, New York (Cosmetics,. 
Florsheim Shoe Co., Chicago (Local 

dealer). 
WEST VIRGINIA 

WSAZ-Huntington 
Philadelphia Storage Battery Co. (I'hilco 

Radios) (Local dealer). 
B. C. Remedy Co., Durham, N. C. 
Nfontgomery Ward & Co., Ch!cago (Local 

branch). 
Earle Chemical Co., Wheeling. W. \'a. 

(Ronene Remedy). 
National Pine Tree Products, Inc., New 

York (Soap). 
WISCONSIN 

WIBA-Madison 
Pearsall Butter Co., Elgin, Ili. (Mayon- 

naise). 
WTMJ-Milwaukee 

Beaver Chemical Works, Beaver Dam. 
\Vis. (Soap Products). 

May Oil Burner Corp., Baltimore, Md. 

Increase ín Canadian Radío Sets 
AI)VERTISERS using radio to reach 

the Canadian market will he inter- 
ested in a recent official report, 

showing that in November, 1930, there 
were 444,676 receiving sets in the Domin- 
ion, or one for every 22 people. Ontario 
is first with 228.480 sets; Quebec second 
with 81.033: then comes British Columbia 
with 36,904: Manitoba with 27,929; Sas- 
katchewan. 25.921: Alberta, 19,445: Nova 
Scotia, 14,052; New Brunswick. 9.746; 
Prince Edward Island, 1,053, and North- 
west Territories, 113. 

Toronto, the capital of Ontario, is first 
city, having 71,143 se:s. In Western 
Canada. Vancouver leads with 17,830. 
Winnipeg is second with 16.953. 

Picnics for Listeners 
AS a novel tie-up to their radio pro- 

grams, Brook Hill Farms, near 
Milwaukee, Wisconsin, recently en- 

tertained 250 of the juvenile listeners to 
the Brook llill Certified tlilk program; 
ai a picnic at the farm. Here the chil- 
dren met Betty and Bob and other char- 
acters of the daily programs over \\ GN. 
Chicago. and also inspected the cows and 
equipment of the dairy. This excursion 
was so successfttl that the sponsors have 
planned more of them. 

NEBS Appoints Gillis 
JOHN A. GILLIS, formerly with the 

United Stoles Doily, has been made 
manager of the New York office of 

the New England Broadcasting System, 
Inc.. a network including WEEI, Boston: 
WTAG. Worcester: \VCSH. Portland; 
and WJAR. Providence. 

Classified 
Advertisements 

Rates: 5c a word per Insertion. No order 
accepted for less than $2.00. Cash mums 
accompany order. 

Broadcast Advertising. 
440 South Dearborn St., Chicago. 

TALENT WANTED 

Talent-For a series of nightly programs 
with sustained interest is wanted by a 
reputable advertising agency. Any good 
act will be satisfactory which has a gen- 
eral appeal and can hold interest from 
night to night. May be musical. dramat 
Ic. humorous-any ty,e as long as it is 
first-class. Address Box 910, Broadcast 
Advertising, 

SITUATIONS WANTED 
1 

Radio Showman - Air show productions. 
management, and representative to ad 
vertisers and clients on radio chain 
broadcasting In New York. Ten years' 
radio experience, Including both New 
York chains and two of the highest pew- 
ered radio stations In the United States. 
Director-air show construction-program 
building-talent assembling-announcer. 
etc. comprising thorough experience in 
modern radio showmanship. This man 
may also be available to any radio sta- 
tion. Address Box 911. Broadcast Adver- 
tising. 

At Liberty-A man who has been a mu 
slcal director for 10 years: master of 
ceremonies for b years; a program direc- 
tor and a producer. Has appeared for 
Pubilx, Warner 'Bros. and Fox. Has 
played every principal key city in the 
United States. He desires an immediate 
association with high type radio station. 
Ile is a violins, of great ability and owns 
a $70,000 music library. A good man for 
some local or chain radio station. Age. 
.18 years. For further information addresx 
Box 912. Broadcast Advertising. 

Denmark Second to U. S. in Sets 
Per Thousand Population 

THE tiny country of Denmark has 

more radio sets per thousand popu- 
lation than any other country in the 

world, except the United States. This 

country has 83 sets per thousand people. 
while Denmark has 63 sets to the thou- 
sand. Sweden is third with 60. 

Carpet Sweeper to Go on Chain 

T. I E Bissell Carpet Sweeper Com- 

pany, Grand Rapids. Mich.. will in- 

augurate a radio series over at, 

NBC chain hook-up in October. it has 

been announced by Lord & Thomas and 

Logan. Chicago. advertising agency in 

vharge of the Bissell advertising account. 

AXEL 
CHRISTENSEN 

MASTER MIRTH MAKER 
PIANIST-ENTERTAINER 

Available for commer- 
s cial programs. 

Humor o u s character 
impersonations. comedy 
or se r i o u s pianologs, 
monologues, novelty 

piano solos, etc. 
Has over 100 15 -minute programs 

ready to go-ideal for recording. 
Address AXEL CHRISTENSEN, 

717 Kimball Bldg., Chicago 
Phone Harrison 5670 
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