3

DES MOINES . .. 50,000 WATTS
J. O. 3
FREE & PETERS, INC., Representatives

WHO offers
372,000 EXTRA

CAR-OWNERS
From ‘/IOWA PLUS’’!

No other radio station in Iowa can offer
nearly as many Iowa automobile owners
as you get via WHO. But in addition,
WHO offers you an EXTRA 372,000 car-
owners in the PLUS of ‘“Iowa Plus”—
prosperous EXTRA car-owners, outside
of Towa, who listen regularly to WHO!

These EXTRA car-owning families buy

MALAND, MANAGER

www americanradiohistorv com

22,320,000 gallons of gasoline every
month. They buy tires and anti-freeze by
the carload. They’ll buy anything you
make, if you’ll give them some good
reasons.

You write the message. We’ll get it into
their homes—hundreds of thousands of
homes in Iowa PLUS.
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E BURNED SHORT ‘\

Denver Listened to KLZ for NEWS!

® During the stormy week preceding the historic
Munich conference . . . when it seemed the fuses
of war were already a-light . . . independent re-
search investigators questioned groups of Em-
ployers & Executives, Office Workers, Students,
Housewives . . . learned that 48% turned most
frequently to KLZ for news--(50 percent more than
to any other station!) —-that more than 6 out of
10 were regular KLZ listeners.*

In Denver, KLZ’s tradition of news leadership
is well established . . . its habit of scooping other
stations/and newspapers has come to be expected.
Naturally, in time of crisis, habit ruled and Den-
ver listened to KLZ . . .

epoch-making overseas coverage .

thrilled to Columbia’s

to able

handling by station newsmen of INS's fast,
accurate, outstanding reporting.

Denver’s marked, emphatic preference for
KLZ news service over all other media is matched
only by Denver’s marked, emphatic preference

for KLZ in all other phases of programming . . .

KLZ

a fact astute advertisers continue to turn to

profit every day.

* Additional facts obtained: To 9 out of 10 Denverites, threat
of war oversbadowed all other news in importance . . . More

than 6 out of 10 considered Radio their basic news medium.

enverc

CBS AFFILIATE—g560 KILOCYCLES

UNDER AFFILIATED MANAGEMENT WITH WKY--OKLAHOMA CITY AND THE
OKLAHOMA PUBLISHING CO.--REPRESENTED BY THE KATZ AGENCY, INC.

wwWw americanradiohistorv com


www.americanradiohistory.com

Your Overpass.....

USRS 't TR py .‘I

b3

“

to the New England Marl;ef

ORE than a dozen terminals are found on the road to
\WAAB Boston
WEAN  Providence the New England market — each terminal the thriving
. § Bridgeport
WICC { 4 e .
New Haven center of distribution for a large trading area.
WTHT Hartford
WNLC  New London To reach this rich New England market all of these trading
WSAR Fall River
WSPR  Springfield areas must be covered. The most direct and inclusive low-cost
W HAI Greenfield . . . L. .
WLBZ Bangor _ coverage is provided by the Colonial Network with its 16-station
WPFEA Manchester iy . 3 . . .
WNBH New Bedford facilities. Like a modern highway overpass which expedites
Lowell 5 . .
WLLH {L:““,rme traffic The Colonial Network carries your sales messages into
WBRY  Waterbury . .
WINH Laconia the important centers where volume sales can be made.
WRDO  Augusta .
Lewist It reaches these many buying areas at lower cost than any
WCOU ) ewiston
| Auburn 3
other broadcasting system.

7he COLONIAL NETWORK

21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS
EDWARD PETRY & CO., Inc., Exclusive National Representatives

Published semi-monthly, 26th issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INC., 870 National Press Buildj Washi D.C. E d as
second class matter March 14, 1933, at the Post Office at Washington, D. C., under act of March 8, 1879,

www americanradiohistorv com
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s our die..

This is the tool with which one man—in one minute
—can stamp out ten million sharp, lasting impressions.
Each different. Each perfect.

A man talks into this microphone about an auto-
mobile. Instantly, at the other end of the mike, the minds
of ten million people paint the most exciting automobile
pictures in the world! For each listener sees Aimself in a

car—in a model /e wants—in the colors Ze likes best.

That is radio’s power; its power to paint personalized
pictures in the mind; its power to fire the imagination
of the millions of people it reaches.

Eighteen hundred years ago, Pliny said: “1%e Jiving
wvoice moves men.” It moves merchandise, too. And if you
have not seen the most recent facts on radio’s ability to
picture and se// automobiles, as it sells silver and soap

and cigarettes, may we send them to you?

Columbia Broadcasting System

THE WORLD'S LARGEST RADIO NETWORK

www americanradiohistorv com
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As was 10 be expected, the people of New England had turned to meet the
challenge of an angry Nature even hefore the clouds began to roll hack.

Their task is big—in terms of the vast quantities of brick and wood and
steel and wire—of household, commercial. and industrial equipment—
that are needed.

Because their native courage and ingenuity are backed by the resources
of a consistent billion-dollar-a-year spendable income, these people are
exceptionally responsive to the messages of manufacturers who can supply
their needs.

WTIC (the most popular station in the Southern New England area by
2 to 1) is doing the top rank job in selling merchandise in this great
market. How about your products?

50,000 HARTFORD,
WATTS CONN.
The Travelers Broadcasting Service Corporation o Member NBC Red Network and Yankee Network

Paul W. Morency, General Manager o James F. Clancy, Business Manager
Representatives: Weed & Company ° New York Detroit Chicago San Francisco

wwWw americanradiohistorv com
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Oklahoma's "'400"" of Business and Civic life helped
KYOO celebrate the inauguration of full time,
August 9th. Guests included N. B. C. and Edward
Petry and Company officials and southwestern radio
station managers, also N. A. B. officials.

4,000,000 and more people in KYOQ's 25,000-watt
service area rejoiced when unlimited hours of
operation were granted this pioneer southwestern
N. B. C. station.

A national advertiser said: “One of the
finest parties I ever at-
tended.”
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ANEW WAY

TO COVER

TEXAS

Texas
STATE

N‘ETWORK -
23 STATIONS....

23 PRIMARY AREAS!

This shaded map shows how the 23 primary coverage

PRIMARY

EFFECTIVE

areas of TSN’s 23 stations give advertisers effective SECONDARY

coverage of one of the greatest markets in the

country . .. Texas, with a population in excess of six
million. Texas is equal in land area to the combined
states of Massachusetts, Rhode Island, Connecticut,
New York, New Jersey, Pennsylvania, Ohio and
Illinois. To cover this Atlantic-to-the-Mississippi area,
CBS uses 28 stations. NBC Blue uses 27. To cover the
immense Texas market you need the effective cover-
age of 23 primary areas which TSN alone can
provide. TEXAS STATE NETWORK

TEXAS STATE NETWORK m. -

ELLIOTT ROOSEVELT, President NEAL BARRETT, Exccutive Viee-President

GENERAL OFFICES: 1119 West Lancaster, FORT WORTH
Business Offices in New York, Detroit and Chicago . . . Key Stations: KFJZ or KTAT, Fort Worth, and WRR, Dallas

KFJZ and KTAT, KXYZ, Houston KFYO, Lubbock KRBC, Abilene KCMC, Texarkana KAND, Corsicana  KNOW, Austin KRIS, Corpus Christi
Fort Worth KABC, San Antonio KBST, Big Spring KPLT, Paris KFRO, Longview WACO, Waco KRIC, Beaumont KRGV, Weslaco
WRR, Dallas KGNC, Amarilio KGKL, San Angelo KRRV, Sherman-Denison KGKB, Tyler KTEM, Temple KLUF, Galveston [Rio Grande Valley)

www americanradiohistorv com
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WSAJ

is happy to announce the appointment of
Mr. DEWEY H. LONG
as manager

Mr. Long comes to WS AT with a wealth of radio experience both as assistant
manager of WB'T. Charlotte, and as southeastern representative ol Radio
Sales, with headquarters al WAPL Birmingham. s beoad vision, pro-
aressive ideas, alertness and sense of showmanship will contribute sub-
stantially o the inereased tenipo of WSAL 1lis appointinent as manager
should be of keen fmport 1o both national and local advertisers hecanse
ex o broadeasting in-

they can be assured that the progressive princip!
augurated by WAL in the past year will he micistained and advanced.

CINCINNATI’'S OWN STATION
1330 KC

www americanradiohistorv com
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Most of us here at Free &
Peters, Inc., are fairly young
men, but don’t forget that we
are pioneers in radio-station
representation—have a more
varied and more intensive
experience in radio than any
other firm we know about.

That’s one reason so many
agencies and advertisers have
come to trust Free & Peters
as they do the experts of
their own organizations.
They know that Free & Peters
has learned to separate the

wheat from the chaff. They

know that F &P will not R -(i-g:l::nl‘n:“:l
sponsor chicken-wit projects ~2- Columbus

that are doomed in advance
to failure. They know that
F&P has learned from sheer
experience (not even to men-

tion such things as integrity, o e
or sincerity) that the best Southeast
way to sell radio is to help ------ Charleston
make radio sell merchandise. B
. . . Southwest
As pioneers in this business, KTAT oooomm o . Ft. Worth
we offer you that kind of KIUL omeoenm oo cTul
help. We believe it’s the only xom_,‘“}:a_c_'ﬁc L:?f'_’_l_ fr
KSFO _ _ - San Franeisco

kind you need or want.

Kv1 5 Seattle.Tacoma

FREE & PETERS, Inc.

CHICAGO
180 N. Michigan
Franklin 63738

(and FREE, JOHNS & FIELD, INC.)

Pioueer Radic Staticn Representatives

NEW YORK DETROIT SAN FRANCISCO LOS ANGELES
247 Park Ave. New Center Bldg. One Eleven Sutter C. of C. Bldg.
Plaza 5-4131 Trinity 2-8444 Sutter 4353 Richmond 6184

www americanradiohistorv com

ATLANTA
Bona Allen Bldg.
Jackson 1678
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RCA Ready to Sell Visual Transmitters

Public Reaction Would Be Sought, FCC Is Informed;

Attitude of Stations on Television Is Being Sounded

OPENING of the television field through sale of standard
1,000-watt transmitters, along with experimental receivers, is
planned by RCA. The FCC has been advised of impending
visual plans, all in the experimental stage but designed to test
public reaction to visual programs, as a means of determining
the degree of “looker interest” and the potentials of this type

of public service.

The FCC engineering department has been advised by RCA
engineers of laboratory and equipment developments and of
the results of the actual broadcast experiments conducted by
RCA from its transmitter atop the Empire State Bldg. in

New York. The widespread inter-
est of many broadcast stations
and manufacturers of receiving
sets led to the development of the
standard 1,000-watt RCA unit,
which includes videe and aural
(sight and sound) units, plus the
television camera and all other
necessary pickup, input and moni-
tqring equipment.

To Supply Equipment

It was also disclosed that sta-
tions which have sought informa-
tion on television transmitters and
experimental receivers now are to
be provided equipment by RCA
Mfg. Co., Camden. E. W. Eng-
strom, manager of research of
RCA Mfg. 1. R. Baker, manager
of transmitting equipment sales,
and T. A. Smith, newly-appointed
manager of television transmitting
equipment, on Oct, 11 left on a
trip to the Midwest, to sound out
sentiment in connection with the
opening of the visual transmitting
field, and to supply information.

Mr. Baker simply declared that
his department, in supplying in-
formation on recent television
transmitter development to broad-
casting stations, was acting in ac-
cordance with the company’s poli-
cy of making such information
available as soon as practicable,
After progress is made, complete
technical data and transmitter
equipment cost estimates will be
given to interested broadcasters.

The fact that a number of lead-
ing stations have evinced interest
in experimental television trans-
mission—but from the public re-
action rather than the intrinsically
technical aspect—probably will re-
sult in the filing of some applica-
tions with the FCC in the near fu-
ture for such authority. NBC and
RCA have been conducting its Em-
pire State experiments for more
than a year, but now they are tem-

porarily “off the air”, while in-
stalling new equipment. CBS re-
cently purchased an RCA trans-
mitter. When installed with other
CBS equipment, it will represent
an outlay of $650,000. CBS hopes
to begin operation atop the Chrys-
ler Bldg. by March or April.
These activities have heightened
industry interest in television.
Present FCC regulations specify
that in order to hold an experi-
mental television transmitting Ili-
cense, the licensee must contribute
to the technical advancement of
the art by conducting regular
laboratory experiments and by
submitting periodic reports. To
permit individual broadeast sta-
tions or manufacturers to carry
on the transmitting operations to
gauge public reaction and mould
programming technique, a change
in FCC television rules and regu-
lations would be essential.

May Call Conference

The fact that RCA has reached
the point where more or less stan-
dardized equipment is available—
441-line, 30 frames per second, in-
terlaced — should hasten FCC ap-
proval of general standavds for
television, now under considera-
tion. Moreover, if several stations
apply to the FCC for licenses to
experiment with television trans-
mission in the ultra-high band, but
for program rather than technical
development, it is presumed a con-
ference will be called on interested
parties to devise new regulations.

Recent informal conferences with
FCC engineering executives have
been participated in by Dr. C. B.
Jolliffe, RCA engineering execu-
tive and former FCC chief engi-
neer, and Mr. Baker. Lieut. E, K.
Jett, FCC chief engineer, and An-
drew W. Ring, assistant chief en-
gineer in charge of broadecasting,

BROADCASTING « Broadcast Advertising

which includes visual radio, have
discussed these developments with
engineers of RCA and others.

If additional experimental as-
signments for television are made,
they will be in the band from 44
to 86 megacycles, which encom-
passes seven television channels of
6,000 kc. each for both video and
oral transmission.

FCC Estimates Cost $60,000

At the Commission it was esti-
mated the sales price of a 1 kw.
dual unit, including camera and all
necessary appurtenances and moni-
toring equipment, would run about
$60,000. This was simply an esti-
mate, however. Obviously if the
FCC modifies its regulations to
permit the proposed type of ex-
periments, it would also require
that a specified minimum number
of television receivers be used.

In the case of facsimile experi-
mentation, which has been in prog-
ress for about a year in the stan-
dard broadcast band, the FCC has
required & minimum of 50 receiv-
ing units for each transmitter, to
be placed at predetermined points
with an idea of testing reception
of the experimental transmissions.

Still in the realm of specula-
tion, engineering experts estimat-
ed that a receiver capable of pick-
ing up the transmissions would
cost about $400. This figure is not
based on experimental production
but on an assembly line basis.

Assuming a number of stations
desired to contract for RCA equip-
ment, the FCC would likely call a
hearing to determine whether there
is sufficient public demand for such
experiments. The hearing would
come before any change in regula-
tions, it is felt.

Public Interest

The paramount problem ungues-
tionably would be whether the
broadcaster, with this transmitting
equipment and a specified number
of receivers in use, could develop
programs holding sufficient inter-
est for the public as a regular serv-
ice. If decided favorably, equip-
ment companies would be in a po-
sition to sell transmitting appara-
tus to stations or others interested
in developing television from the
program and public reaction stand-
points rather than purely tech-
nical.

The RCA experiments in New
York have been both from the
technical and program reaction
standpoints but because they have
been confined to the New York
area, it is felt the reaction is not
sufficiently widespread. The prin-
cipal interest, however, was tech-
nical development.

Interest in television is expected
to increase next year not only be-
cause of the renewed RCA-NBC
experiments and the new CBS ex-
perimental operation, but because
television actually will be demon-
strated at the World’s Fair in
New York—possibly with “looking
in” posts. General Electric Co,,
which has four pending applica-
tions for new television stations al-
ready reported favorably by an ex-
aminer, likewise plans to operate
experimentally, and Zenith Radio
Corp., Chicago, recently obtained
FCC authority to operate an ex-
perimental station.

Rules Forbid Sponsorship

It is presumed every effort will
be made to dispel any idea that
practical television has arrived.
The tests, it was pointed out,
would simply constitute another
phase of development.

There is no thought at this time
of asking the FCC to lift the gen-
eral experimental restriction which
has applied to television for the
last decade. In other words, as the
rules are now written, stations ex-
perimenting in visual radio may
not realize any pecuniary returns,
which means there could be no
sponsored television programs. Ap-
plications for authority to experi-
ment from individual stations or
others presumably would simply
cover alteration of the terms which
now require technical contribution
to the development.

Television announcements in the
past usually have been accompan-
ied by stock selling schemes. More-
over, they have tended to depress
the receiving set market, a portion
of the public apparently getting
the erroneous idea that combina-
tion television and sound receivers
might be on the market in a short
while.

NBC on Sept. 1 started regular-
Iy conducted television tours be-
tween 10 a. m. and 11 p. m. daily
to explain to the public the funda-
mentals of television and to afford
an opportunity for close examina-
tion of apparatus. [See illustration
on page 72].

October 15, 1938 « Page 11
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Technician Status

To Be Considered

Wages-Hours Administration
To Decide if Professionals

THE STATUS of the broadcast
technician under the new Wages
and Hours law, to determine
whether he is a professional with-
in the meaning of the law and
therefore not subject to the 44-
hour week maximum, will be dis-
cussed at a conference to be held
in the near future, it was learned
Oct. 12 at the Wages-Hours Ad-
ministration.

It is conceded that pay scales
for technicians generally are far
above the minimum specified in the
law but the work-week constitutes
an issue in view of the fact that
technicians at some stations are
employed more than the 44-hour
maximum. A conference on tenta-
tive rules regarding the defining
of terms under Section 13 (A) (1),
relating to “executive, administra-
tive, professional” positions is
planned with representative major
industries in attendance, it was
said. From this conference it is
hoped the limitations covering
these groups of employes will be
evolved and will classify profession-
al employes of various types, such
as accountants, engineers and pos-
sibly technicians.

Must Exercise Judgment

Question arises as to whether
broadcast technicians actually
are professional or nonprofessional,
since they must use discretion and
judgment in the performance of
their duties, such as monitoring of
programs to cut off speakers who
might make libelous or profane
statements and other elements of
discretion which fall outside the
purely mechanical field.

Radio artists are likewise consid-
ered professionals, while juveniles
appearing on programs are ex-
pected to be exempted under the
Child Labor provisions of the Act
which do not apply to “child actors
in motion pictures or theatrical pro-
ductions.” Wages-Hours officials
felt that broadcast programs would
fall in this category.

Wages-Hours officials said that
while musicians who might work
more than the maximum hours
might come in the professional cat-
egory, it was noted that the musi-
cians’ union might seek a different
arrangement and ask that hours
of work provisions apply to mem-
bers in the broadcast field.

ABT In For CBS

ANNOUNCEMENT was made
Oct. 13 by the National Labor Re-
lations Board that Associated
Broadcast Technicians had been
certified for CBS as its exclusive
bargaining agency for radio broad-
cast technicians and engineers of
CBS at all stations except KMOX,
St. Louis. A recent secret ballot, it
announced, disclosed that 128 of
the CBS technicians voted for ABT
as against 68 for American Com-

munications Association, CIO af-
filiate.

RTANDARD VITAMINS Corp,
tCandicod) s ]llllllllll a0 spot an-
neuncement eampatign in aboat cight
murkets  of  the  northeast, (h-hmlu
plans for which will be  aunounced
Liter this meomth, Teck Adv. Ageney,
New York, isx the sgeney.

Don Lee Patents Sold

DON LEE Broadcasting System,
Los Angeles, has sold patent vights
of television synchronization equip-
ment to RCA. Apparatus, invented
by Harry Lubcke, dirvector of tele-
vision of the Don Lee network, is
applicable to both receivers and
transmitters. Sale, negotiated by
Lewis Allen Weiss, general man-
ager of Don Lee network, includes
vights in the United States, Can-
ada, Great Britain and Germany.
Don Lee reserves rights to continue
use of the equipment in the United
States. Firm also holds numerous
other patents in this as well as
foreign countries, on television ap-
paratus invented by Lubcke. Don
Lee Network has been televising
radio shows since 1931 and has
used ten and a half million feet of
motion picture film during that
time. Current broadcasts include
live talent as well.

Newspapers Get Control
Of WGH, Newport News

SALE of controlling interest in
WGH, Newport News, Va., by
James W. Baldwin, former NAB
managing director, to the Daily
Press Inc., publishers of the New-
port News Daily News and Times-
Herald, for $21,875 in cash, has
been effected, subject to FCC ap-
proval. An application for volun-
tary assignment was filed with the
FCC Oct. 11.

Mr. Baldwin is owner of 175
shares or 66% of the outstanding
common stock of WGH, which he
acquired about four years ago. The
remaining 90 shares of issued
stock are held by E. E. Bishop,
general manager of WGH, and, it
is understood, are not involved in
the sale. Raymond B. Bottom is
president and publisher of the
newspapers and recently applied
unsuccessfully for a new local in
Newport News. The station oper-
ates on 1310 kec., with 250 watts
day and 100 watts night,

Olson Rng on Seven

OLSON RUG Co., Chicago, on Oct.
10 started thrice weekly quarter-
hour disc or live shows on WISV
WBBM WCFL WJR WOR WBT
WLW. Presba, Fellers & Presba is
the agency.

Maestro Returns

ARTURO TOSCANINI

Toscanini Again Directs

NBC Symphonic Series
SECOND series of Satnrday night
concerts by the NBC Symphony
Orchestra under the direction of
Arturo Toscanini was scheduled to
begin Oct. 15, 10-11:30 p. m., on
the Blue network. The famous con-
ductor returned to New York from
Italy on the Normandie, arriving
Oct. 10, and on the following day
he held his first rehearsal of the
new season. Of the orchestra’s 94
members, 74 are veterans of last
year’s series and 20 are newcomers.
Mischa Mischakoff is again con-
certmaster, with Henri Nosco and
Remo Bolognini as his assistants.

The new series had considerable
publicity when rumor arose that
the Italian Government had taken
up Toscanini’s passport and that
he would not be allowed to return
to America. Inability of European
correspondents to locate the con-
ductor or to get any definite word
from either his family or govern-
ment officials kept the story on
front pages for nearly a week, un-
til Toscanini’s arrival in France
and his embarkation on the Nor-
mundie attested to the fact that he
was still free to leave Italy.

B-S-H Proposes Rebates From Discs;
Station Men Term It a ‘Time Chisel’

PROMINENT officials of Black-
ett-Sample-Hummert, Chicago, on
Oct. 11 broached a plan whereby
stations give rebates to clients to
help defray mechanical costs of
transcriptions.  Blackett - Sample-
Hummert, which is geared to oper-
ate a large transcription depart-
ment, stated that only 35 to 404
of revenue from network shows
goes to the stations while station
;e(z)y/enue from disc shows totals

"

To equalize this differential,
Blackett-Sample-Hummert officials
proposed that a plan be devised
whereby rebates would be made to
the agency’s clients, suggesting as
alternatives time discounts, flat fee
reductions of perhaps $10 per disc
show, station pay cost of pressings,
or straight 7% % vebates.

It was emphasized by Blackett-
Sample-Hummert that it costs a
client $35,000 mechanical charges
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for five weekly quarter-hour shows
on a 52-week basis. The agency
argued that it costs a station no
more to air a disc show than a net-
work show, so client should not
have to pay this added production
charge.

Implied threat of the agency
was to set up a preferred list of
stations, using only those willing
to rebate. If this were done, it was
argued by Chicago radio men that
stations giving such rebates might
be cited by other stations under
the unfair trade practices act of
the Federal Trade Commission.

Blackett - Sample - Hummert of-
ficials discussed with station men
and station representatives plans
for absorbing the differential, stat-
ing that the agency’s idea had
nothing to do with representation
and was not intended to cut repre-
sentation fees. Opinion among Chi-
cago radio men is that the Black-

Radio Given Major Role
At Oct. 20 Convention
Of Pacific Coast AAAA

WITH the radio departmental play-
ing a major role on its program,
the first convention of the new Pa-
cific Council, American Association
of Advertising Agencies will be
held at Hotel Del Monte, Del Mon-
te, Cal,, Oct. 20 and 21. Agency
and radio men from throughout the
coastal region will be in attendance
at the two day conclave, of which
David M. Botsford of Botsford,
Constantine & Gardner, San Fran-
cisco, i8 chairman,

Tom F. Harrington, manager, ra-
dio department, Young & Rubicam
Ine. Hollywood, is chairman of the
radio departmental, with the prin-
cipal presentation to occur at noon
Oct. 20 when representatives of a
major network, an advertising
agency, a radio artist and a large
advertiser will present their views
under the general subject: “What
We Expect of Each Other.” Jack
Benny and Don Wilson of the Jel-
lo program, will uphold the artist’s
end; Donald D. Thornburgh, vice-
president of CBS in charge of the
western division, will speak for
the networks; Harold Deal, vice-
president of the Pacific Advertising
Clubs and advertising and pronio-
tion director of Tidewater Asso-
ciated Oil Co., Associated Division,
will uphold the advertiser’s end and
Thomas McAvity of the Lord &
Thomas Hollywood office, will speak
on behalf of the advertising agen-
cy.

More For Si-Noze

SI-NOZE Co., Chicago (hay fever
remedy), is using spot on the fol-
lowing stations: 100 two-minute
announcements on KMA, Shenan-
doah; daily programs on WKBH,
La Crosse, Wis,, to run for 13
weeks; six musical programs a
week on KRLD, Dallas; and 100
announcements on WNAX, Yank-
ton, S. D. Other stations will be
added, according to the agency,
Frankel-Rose Co., Chicago.

ett-Sample-Hummert plan is a
“time chisel” and that if adopted
it will simply cause stations to
raise their rates to absorb it.

John Shepard 3d, president of
Yankee and Colonial networks, de-
clares the mechanical cost problem
is an industry matter to be reviewed
by the entire industry. He said:

“I have always believed there
was justice in stations assuming
the mechanical costs of transcribed
programs the same as networks
assume wire charges. The diffi-
culty, however, is to work it out
on a fair basis. Each station can
conceivably allow for the cost of
the individual pressings used on
that station. But the question is
how to allow for the proportion of
the cost of the master in view of
the fact that a different number of
stations would be used on different
programs,

“Under no condition do I feel
that a flat percentage should be
used as there are altogether too
many percentages added to our
operating costs. I also feel a
change of policy like this is an in-
dustry matter and should be taken
up by a committee of the Ameri-
can Association of Advertising
Agencies and the NAB and that
individual stations should not
agree to this until it is reviewed
by the industry. I hope the NAB
will make such a request.”

BROADCASTENG ¢ Broadcast Advertising
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McNinch, Back in Chair, Starts Shakeup

Ousts Gary, Other
Staftf Changes
In Offing

By SOL TAISHOFF
AMID OPEN strife in FCC
ranks, Chairman Frank R.
McNinch on Oct. 13 launched
the first phase of what ap-
pears to be a major reorgani-
zation of Commission person-
nel with the dismissal of
Hampson Gary as general
counsel and the appointment
of William J. Dempsey, 33-
year-old special counsel of the
FCC, to succeed him. Presi-
dent Roosevelt himself took a
hand in the action.

Announcing the move at a
press conference, Mr. Mec-
Ninch dispelled all reports
that he was seriously ill or
that he would leave the Com-
mission. On the other hand, he as-
serted he felt better than he had
in many years and that he intend-
ed to proceed with personnel re-
organization plans. Important was
his assertion that he had discussed
these matters with the President
and that he knew he had his “sup-
port” in the Gary-Dempsey change
and in other changes he proposes
to make. P

While additional names were not
mentioned, it was generally be-
lieved that Chief Examiner Davis
G. Arnold and Press Director G.
Franklin Wisner were among those
likely to be transferred or in some
other manner removed. Secretary
T. J. Slowie’s name has been
linked with removal also but these
reports were discounted.

A Wild Week

The Gary action, which topped
off a hectic week during which
Commissioners T. A. M. Craven
and George H. Payne opposed
Chairman McNinch’s move, had
reverberations at the White House
in more than one way. It is under-
stood the President became in-
censed over widely published stor-
ies of Commission dissension, par-
ticularly the Payne-Craven oppo-
sition.

The vote on Mr. Gary's dismis-
sal, which came after he had re-
fused to accept several proffers of
a position in the Reconstruction
Finance Corp., was 4 to 2. Chair-
man McNinch made the motion
and was supported by Com-
missioners Sykes, Brown and

" Walker. Commissioners Craven and
Payne voted against, while Com-
missioner Case, who is ill at his
Washington apartment, did not
participate. No charges were pre-
ferred against Mr. Gary but Chair-
man McNinch said that action was
based on “inefficiency and lack of
administrative ability”. The recent
series of reverses suffered in the
courts by the FCC is understood

- to have been responsible in large
nieasure.

The new general counsel will
serve as acting chief of the Com-
mission’s lawyers from Oct. 14 un-
til Dec. 15, when Mr. Gary’s ac-
cumulated leave expires. He is also
special counsel in charge of the
chain-monopoly investigation, pub-
lic hearings on which have been
postponed from Oect. 24 to Nov.
14 [see page 17]. He intends to
direct the examination of wit-
nesses at that hearing as general
counsel and personally handle ap-
pellate work.

Mr. Gary has served as FCC gen-
eral counsel since July 1935 after

. having been a member of the Com-

mission during its first half-year
of existence in 1934. Mr. McNinch
explained he personally had sought
to procure the RFC opening for
Mr. Gary at the same $9,000 sal-
ary, but that he had rejected this
proffer on three different occasions.

Premature Stories

News stories emanating from
the FCC before the action on M.
Gary drew the fire of the Chair-
man, who questioned their accuracy
and the manner in which they were
publicized. These quoted Commis-
sioners Payne and Craven as op-
posing the Gary action. In certain
of these stories it was stated that
Commissioner Payne refused to
make a formal statement but let
it be known that he was opposed
to the action.

Mr. McNinch returned to the
FCC Oct. 10 after having spent
nearly a month at the Nava! Hos-
pital for a “checkup'”. It was dur-

New General Counsel

WILLIAM J. DEMPSEY

ing his absence that rancor broke
loose, first in connection with the
Eugene O’Neill - WTCN program
citation, afterward set aside; then
in connection with the MecNinch
letter to the Civil Service Commis-
sion asking for exemption from
Civil Service status of lawyers,
examiners and certain other “con-
fidential” employees; and finally
in connection with the purportedly

premature publication of the Gary
action.

In describing the Gary action
Oct. 13, Mr. McNinch explained
that before a vote was taken on his
motion, Commissioner Payne asked
what charges were being preferred
against Mr. Gary, to which he said
he replied that he was preferring
no charges but that the reasons
actuating him were the “inefficient
management of the law depart-
ment” by Mr. Gary and his lack
of administrative ability. Judge
Sykes seconded the motion.

The new general counsel, who
has served under Mr. McNinch for
two years both at the Federal
Power Commission and the FCC,
won the praise of his chief. He de-
clared he had an “extraordinarily
brilliant mind, is a hard worker
and has tremendous courage.” Re-
garding Mr. Gary, he said there
was no question about his integri-
ty and that it was as “fine and
high as my own.” ’

Feeling Fine

In opening his press conference
Mr. McNinch said that dire re-
ports about his health had been
circulated and he wished to dis-
abuse the minds of everyone. He
said the Naval Hospital doctors in-
formed him he was in excellent
health and he said he felt better
than at any time in 20 years.

Referring to “‘inaccuracies I have
seen in the press”, the Chairman
alluded to the premature stories of

(Continued on Page 68)

Revolt Against Chairman McNinch Bursts Out in FCC
As Payne and Craven Oppose His Civil Service Proposal

A TWO-MAN revolt against Chair-
man Frank R. McNinch of the
FCC, long smouldering, has burst
into the open, with Commissioners
George H. Payne and T. A. M.
Craven definitely aligning them-
selves in opposition to him.

The request made by Mr. Me-
Ninch, with the approval of three
fellow members, that the Civil
Service Commission exempt some
60 attorneys, trial examiners and
confidential secretaries, as well as
the director of information, from
the Civil Service classifications,
supplied the springboard for the
protesting commissioners. It was
followed by other explosions. In a
letter to the Civil Service Commis-
sion, made public Oct. 7, they not
only challenged the chairman but
also recommended that no action
be taken in the matter “before this
Commission has had opportunity
to make a deliberate decision”.

Up to the President

Harry B. Mitchell, chairman of
the Civil Service Commission, de-
clared Oct. 11 there was no ques-
tion that the three-man Commis-
sion would recommend against Mr.
McNinch's proposal, though it had
not yet officially acted. He said
he felt the request was not ‘“‘in
havmony” with the letter or spirit

BROADCASTING » Broadcast Advertising

of the President’s executive order
dealing with new Civil Service
classifications to become effective
next Feb. 1.

The position of the Civil Service
group, however, is simply recom-
mendatory, with the President the
final arbiter. Chairman McNinch
has disclaimed any idea of “purg-
ing” the FCC staff, but based the
recommendations of the FCC ma-
jority on the conclusion that all of
the positions involved in the pro-
posed exemptions are of a policy
nature with confidential duties.

Roosevelt Takes Cognizance

Moreover, it was held that with
few exceptions, attorneys and ex-
aminers were not selected from

the Civil Service registers but
either were ‘“blanketed in”, ab-
sorbed with new Civil Service

status from other agencies, or
otherwise qualified without the ne”
cessity of undergoing competitive
examinations. On the other hand,
it was argued that the proposal
was counter to the expressed pur-
pose of the President’s executive
order, which is designed to
“blanket in"” present non-civil serv-
ice employes rather than exempt
them in wholesale quantities.
President Roosevelt took cogniz-
ance of the conflict within the FCC

at his press conference Oect. 11.
Remarking that Mr. McNinch was
still in the hospital (from which he
was dismissed that day) the Pres-
ident observed that he believed
there was a split in FCC. Thus he
clearly indicated he was aware of
FCC affairs. He personally drafted
Mr. McNinch a year ago to assume
the FCC helm in the hope of re-
trieving prestige and standing for
that agency.

This is at least the second occa-
sion on which the Payne-Craven
combination has worked together
on a policy issue. Earlier this year
they voted in favor of a resolution
welcoming a Congressional investi-
gation of the FCC, which the Ad-
ministration did not want and
which caused something more than
a furore and had many repercus-
sions in Congress.

They said in their letter, signed
jointly, that they felt the 60 posi-
tons should not be exempted,
since none of them is either policy-
making or any more confidential
than other positions on the staff.
They added that Congress had
specially exempted policy-making
and confidential positions in the
1934 law, and that all other posi-

(Continued on Page 60)
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Quick Series Aids
Station Business

NetworksSidetrack for Games;
Use Station Announcers

DESPITE lack of sponsors, all
major networks broadcast complete
play-by-play accounts of the
World’s Series, the Yanks winning
the thanks of every station and
commercial manager along with
the championship by defeating the
Cubs in four straight games and
making unnecessary the cancela-
tion of any further commercial
programs,

Novelty of the series’ broadcasts
was NBC's use of separate an-
nouncing staffs for its Red and
Blue networks instead of combining
them as in former years. Announc-
ers, all properly certified by Judge
Landis, were:

For NBC-Red: Tom Manning of
NBC, Cleveland, and “Red” Barber
of WLW, with George Hicks, spe-
cial events ace, and Paul Douglas,
Chesterfield’s sports commentator,
filling in the color.

For NBC-Blue: John O'Hara of
KWK and George Higgins of
WTCN, with color done by Albert
Roswell of KDKA.

For CBS: France Laux of
KMOX and Bill Dyer of WCAU
did the play-by-play and Mel Allen
of WABC the between-innings
comments.

For MBS, Bob Elson of WGN
described the Chicago games, aided
by Quin Ryan, also WGN, and in
New York, Stan Lomax of WOR
and Mr. Elson handled the running
accounts, with Dave Driscoll doing
the color interludes.

The following commercial pro-
grams were canceled because of
the series:

On CBS: The program Aunt
Jenny’s Real Life Stories, spon-
sored by Lever Bros., Cambridge,
Mass., for Spry, was cancelled on
Oct. 5 and Oct. 6 on seven stations.

NBC on Qct. 5 and 6 was forced
to cancel the following programs
on the Red: Procter & Gamble Co.,
Cincinnati, Guiding Light (Fels
Naphtha) ; Story of Mary Marlin
(Ivory flakes); Ma Perkins (Oxy-
dol); Pepper Young’s Family
(Camay) ; Chas. H. Phillips Chem.
ical Co., New York, Stella Dallas,
and (sponsored with R. L. Watkins
Clo., Ndew Yt;rkl)wﬁ!ackﬁage Wife;
also  Genera ills, inneapolis
Go(l)d ncl)eda!l; Hour. U

n Oct. 9, NBC cancelled on the
Blue The Magic Key of RCA and
H. Fendrich, Evansville, Ind.,
Smoke Dreams (cigars).

The same day, Mutual was
forced to postpone the premiere of
The People’s Rally program to Qct.
18 and to shift the Moody Bible
Institute, Chicago, program from
2-2:;30 p. m. to 6-6:30 p. m., four
stations being unable to take it.

Chesebrough Resumes

CHESEBROUGH MFG. Co., New
York (vaseline produets), on Oct.
18 starta Dr. Christiun, dramatic
series, on 60 CBS stations, 7-7:30
p. m. (PST). Talent lineup will re-
main the same as last year, with
Jean Hersholt and Rosemary De-
Camp, film actors, cast in the lead.
Arthur Gilmore is to announce and
Dorothy Barstow of MeCann-
E_rxckson, New York, agency serv-
icing the account, will produce.
Bill Lawrence will be the CBS pro-
ducer on the series. Jack Hasty
and other writers have been as-
signed to the show.

Three Firms Use Serial

STRIETMANN BISCUIT Co.,
Cincinnati, on Oct. 10 started Black
Flame of the Amazon on WCKY,
that city, and plans to expand the
series to WRVA, Richmond, and
stations in Kentucky, West Virgin-
ia and North Carolina in the near
future. Felber Biscuit Co., Wheel-
ing, has started the thrice-weekly
quarter-hour series on WWVA,
that city, with plans for expansion.
Both Strietmann and Felber are
subsidiaries of United Biscuit Co.
Hickok Qil Corp., Toledo, is at pres-
ent sponsoring the series five-
weekly on 11 stations of Michigan
and Northern Ohio. Transair Inc.,
Chicago, is sales representative for
the program and the agency is
Harry M. Miller Inc, Columbus.

New Spot Series Boost
WOR’s Disc Business

A SIZEABLE increase in business
has been reported by WOR’s Elec-
trical Transcription and Recording
Service, which supplies recordings
to sponsors to supplement network
program broadecasts. Discs are
shipped via air express and rail-
way express to meet the scheduled
rebroadeast dates. Among the pro-
grams recorded are:

Delaware, Lackawanna & Western Coal
Co., New York, The Shadow, for Blue
Coal, on MBS, thru Ruthrauff & Ryan.
New York, for WHP WESG WHEC
WNBS and CBL for Vickers & Benson
Ltd., Toronto.

Proctor & Gamble Co,, Cincinnati, The
Gospel Singer, for lIvory soap, on CBS,
thru Compton Adv., New York, for
WSVA WTOC WLBZ WLW KvOO
CJOR KGMB,

P. Lorillard Co., New York, Don’t You
Believe [t for Sensation cigarettes, on
MBS-Don Lee, thru Lennen & Mitchell,
New York, for WBT WCCO and WGY,

Vadsco Sales Corp., New York, Court of
Human Relations for Quinlax cold tablets,
on MBS, thru Lawrence Gumbinner, New
York, for KFI KGW KSFO KOMO,

Johns-Manville Corp., New York. Ga-
briel Heatter, on MBS, thru J. Walter
Thompson Co., New York, for WRC WLS
WFBR WEEI WCAE WBEN WTMJ
WWJ KSD WTAM KYW and WOR.

Test of Korn-Kix

GENERAL MILLS, Minneapolis
(Korn Kix), is using spot an-
nouncements in evening hours on
WSUN, St. Petersburg, Fla. The
schedule, a test, calls for one an-
nouncement three week-day eve-
nings and three announcements on
Sunday. If successful, the plan may
be extended to other stations, ac-
cording to Jack Laemmar, time
buyer of Blackett-Sample-Hum-
mert, Chicago.

More for Wurlitzer

RUDOLPH WURLITZER Co., Chi-
cago, has extended its thrice-weekly
quarter-hour disc series Say It
With Music to WGN, WCOL,
WTMJ in addition to WGAR and
WMAQ [BROADCASTING, Oct. 1].
It is understood that the series will
soon be placed on stations in these
markets: Buffalo, St. Louis, Ro-
chester, New York City, Cincinnati,
Philadelphia. Schwimmer & Scott,
Chicago, is agency.

Kate Smith at Noon

GENERAL FQODS Corp., New
York (Diamond Crystal Salt), on
Oct. 4 started Kate Smith’s neigh-
borly talks on CBS at 12 noon
Tuesdays, Thursdays and Satur-
days. On Thursdays, a surprise
guest is presented. Agency is Ben-
ton & Bowles, New York.
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Say Grocers and Druggists

In Selecting Media
BRUCE Publishing Co., publishing
the Northwest Druggist and Gro-
cers’ Commenrcia] Bulletin, recently
asked some 1,500 druggists and
grocers which advertising medium
they found most responsible for
helping them sell goods. Replies
favored radio by an overwhelming
majority in both kinds of stores.
Respondents were located in Min-
nesota, North and South Dakota,
Northern Iowa and Western Wis-
cousin. Here's how the replies add-
ed up:

“Select the one advertising me-
dium which is most effective in
selling branded merchandise in
your community.” Grocers: Radio,
583; newspapers, 177; magazines,
11; billboards, 1. Druggists: Radio,
634; newspapers, 120; magazines,
24; billboards, 2.

Importance of radio in the minds
of these merchants was further
stressed in reply to the question
“Do you have a radio in your
store?” Results: Grocers: Yes,
520; No, 205. Druggists: Yes, 642;
No, 135.

ASCAP Hearings
In Supreme Court

Highest Tribunal Decides to

Consider Two Appeals

THE U. S. Supreme Court on Oct.
10 assumed jurisdiction in the
Florida and Washington State
“anti-ASCAP” statutes designed to
place copyright organizations un-
der State authority. The merits of
the State statutes, however, are not
involved.

The two appeals—one taken by
the State of Florida from a deci-
sion of the Federal Court in New
Orleans granting ASCAP an in-
junction against the Florida State
law and the other taken by ASCAP
from the action of the Federal Dis-
trict Court in the State of Wash-
ington which denied an injunction
—actually raise the same technical
issues.

In the Florida case, the State
contended the Federal court did
not have jurisdiction since it had
not been established that the case
involved more than the statutory
minimum of $3,000 which would
make it subject to Federal juris-
diction. The Appeals Court in New
Orleans did not pass on that issue
but granted the injunction.

The Supreme Court at the same
time cleared up technical confusion
in the Florida case by substituting
the name of George Couper Gibbs,
present Florida Attorney General
for the name of Carey D. Landis,
deceased Attorney General, in the
case. This was done on motion of
ASCAP. The same motion made in
the lower court was denied.

Argument to Be Heard

In the Washington case, the
specially constituted three-judge
court in Seattle held that ASCAP
had made no showing of the statu-
tory $3,000 minimum and conse-
quently denied injunctive relief on
the ground that there was no Fed-
eral jurisdiction involved.

It is presumed the nation’s high-
est tribunal will hear argument on
these cases during its winter or
spring terms. It made the notation

Superpower Group
Is Near Decision

FINAL conferences have been held
by the “Superpower Committee’ of
the FCC comprising Commission-
ers Norman S. Case, chairman, T.
A. M. Craven, vice-chairman, and
George H. Payne,, in connection
with hearings on renewal of the ex-
perimental authority of WLW, Cin-
cinnati, to operate with 500,000
watts power, it was learned Oct.
12. The committee’s recommenda-
tion, in the nature of a report to
the full Commission, probably will
be fortheoming within a week. It
will be based on hearings before
the committee which concluded July
29

Final meetings were held at the
apartment of Gov. Case, who is ill
with neuritis in his left arm and
an infected right foot. The Gov-
ernor informed BROADCASTING that
the committee’s report on WLW
probably would be followed within
a reasonable time by its recommen-
dations on the proposed new rules
and regulations in which the entire
superpower issue is involved. The
rules hearings were held in June.

The return of Gov. Case depends
on his doctors. He may enter a hos-
pital for diagnostic treatment and
possible removal of his tonsils, he
said.

The Committee’s report will be
subject to exceptions, if they are
desired by WLW or any other par-
ties in interest. Presumably, oral
arguments before the full Commis-
sion also would be in order prior
to any actual decision.

Cooperative CBS Show

Is Continued by Brewers
BREWERS’ RADIO SHOW As-
sociation is continuing the coopera-
tively sponsored Monday Night
Show on WABC-CBS, 8-8:30 p. m.,
according to Frederick Mayer, New
York radio advertising manager,
who is assisted by the U. S. Adv.

Corp., Toledo, in lining up the
sponsors. The program features
Ted Husing, sports announcer;

Connie Boswell, singer; Richard
Himber and his orchestra, with
Henny Youngman as m. c¢. and
Kenneth Roberts as announcer.

Crawford Clothes, New Yok, is
the sponsor in that city, while
sponsors in other localities are:
Joseph Schlitz Brewing Co., cover-
ing the Southeastern and South
Central part of the United States;
Hamm Brewing Co., covering the
Northwestern territory; Hudephol
Brewing Co., for Middle Ohio;
Brewing Corp. (Carlin’s Ale), cov-
ering Kentucky; Griesedieck Bros.
(brewing), covering Missouri and
Avrkansas; Fessenmeier Brewing
Co., covering West Virginia; Na-
tional Brewing Co., for Baltimore,
and the Philadelphia Brewing Co.
for Philadelphia.

that the Washington case would be
heard immediately after the Flori-
da appeal.

Counsel of record in the cases
for ASCAP was Schwartz & Froe-
lich, New York law firm, In the
Florida case, the attorneys were
T. A. Norwood, Assistant Attorney
General, Lucien H. Boggs, attor-
ney of Jacksonville, and Andrew
W. Bennett, Washington attorney.
In the Washington case, chief coun-
sel for the State, functioning in
collaboration with the NAB, was
Alfred J. Schweppe.
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War Service a High Spot for Radio

Vital Role in Crisis

Draws Praise of
The World

“RADIO leaped ahead ten years in
the last three weeks.”

This was the observation on ra-
dio’s job during the European
crisis made by the sage of the
luncheon round-table in Washing-
ton’s famed National Press Club.

H. O. Bishop, the speaker, is
hardly a nationally known figure,
and his 10-word appraisal didn't
and couldn’t make the pages of any
newspaper — except BROADCASTING.
President Roosevelt, for example,
at one of his press conferences com-
mented in laudatory fashion on the
part radio played in the events in
beleaguered Europe, and that also
failed to make the front pages.

But M. Bishop’s view is im-
portant, because he presides over
as unigue a cross-section of cur-
rent opinion as you’ll find any-
where. And his view, in this in-
stance, was the composite judg-
ment of the men with whom
“Bish”, as he is more familiarly
known, lunches daily at the round-
table.

A Group of Observers

A few of the men in this group:
Former Senator C. C. Dill, co-au-
thor of the Radio Act of 1927 and
the prime-mover of the present
Communications Aet; W. M. Kip-
linger, the author of the Kiplinger
Washington Letter, and regarded
as one of the country’s foremost
business analysts; William P. Mac-
Cracken, former Assistant Secre-
tary of Commerce for Aeronautics,
and a noted lawyer; Col. O. R. Mc-
Guire, counsel of the General Ac-
counting Office; George Harris,

They Covered the European Crisis for Radio

Mr. Shirer

Mr. Murrow

Mr. Bate

Mr. Jordan

EUROPEAN correspondents of the major networks,

aided by noted newspapermen and statesmen, gave
American listeners every detail of the Czech situation
as it developed, again demonstrating the progressive-
ness of American radio which has more radio repre-
sentatives abroad by far than all other countries com-
bined have stationed here. Edward Murrow is regularly
stationed in London and William Shirer in Vienna for
CBS. Fred Bate is stationed in London and Max Jordan
in Basle, Switzerland, for NBC. John Steele is sta-
tioned in London for MBS. Messrs. Shirer and Jordan
did most of the roving assignments during the crisis.

Mr. Steele

head of Harris & Ewing, who has
“shot” as many big-wigs as any
one in the country; William Ather-
ton DuPuy, author and publicist;
Oswald F. Schuette, World War
correspondent, now on the RCA
public relations staff; Louis G.
Caldwell, radio attorney and for-
mer Radio Commission general

counsel; Roland C. Davies, editor
of Telecommunications Reports,
and a former news editor of the
Associated Press in Washington;
Isadore Hershfield, Washington at-
torney, civic leader and relief
worker; W. L. Bruckart, newspa-
perman who syndicates a column
(Continued on page 62)

Vast Sums Spent for Nets’ Coverage
Of Events in European War Threat

NOW THAT peace is assured, for
the moment at least, and the news-
casters and commentators have
turned the microphones back to the

THE NEW DIPLOMACY

b

i

THE PRESIDENT and his cabinet, permitted by
events as they occurred in Europe, listened faithfully to both foreign

radio (on floor) to hear

and domestic broadcasts during the recent crisis. Thus they were able to
act quickly on the basis of on-the-scene familiarity with history in the
making. President Roosevelt, with radio beside his chair, is listening
with (I to r) Secretary of the Treasury Morgenthau; Attorney General
. Cummings; Secretary of the Navy Swanson; Secretary of Agriculture
Wallace; Secretary of Labor Perkins, on far side of table; on near side
are Secretary of State Cordell Hull and Secretary of War Woodring.
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entertainers, the network statis-
ticians have done some calculating
and have announced some of the
figures on radio’s greatest spot
news coverage. Denuded of all the
excitement, the tenseness and the
breathless interest of those critical
moments, and set down in cold
statistics, radio’s coverage of the
period between Hitler’s speech on
Sept. 10 and the four-power agree-
nment reached at Munich on Sept.
29 adds up as follows:

CBS devoted 471 broadcasts to
covering the crisis, 47 hours and
27 minutes in all, which, figured at
the regular rates, is worth some
$300,000. Flashes and bulletins
from Press Radio and United Press
accounted for five hours and 57
minutes. Of the 135 broadcasts in
addition to spot news flashes, 98
came from 15 European centers,
with London the leader with 36
times on the air over CBS. H. V.
Kaltenborn, who analyzed and
summarized the news as it oc-
curred, was heard 85 times dur-
ing the three weeks. Sixty mem-
bers of the CBS staff in New York
devoted full or the major part of
their time to assisting in covering
the crisis. CBS costs are estimated
at between $95,000 and $100,000;

$75,000 for expenses and some- .

what more than $20,000 in refunds
to advertisers for canceled pro-
grams.

NBC broadcast 443 programs on
the European situation, totaling 58
hours and 50 minutes. The 117
gickups from Europe consumed 20

ours and 32 minutes, of which
nine hours and 25 minutes was on
the Red Network and 11 hours and
seven minutes on the Blue. The

Kaltenborn’s Book

H. V. KALTENBORN, the
CBS news commentator
whose interpretations of the
European crisis won wide
plaudits, has signed a con-
tract with Random House,
New York publishers, to
bring out a book titled [
Broadcast the Crisis within
the next few months. The
book will contain a chapter
on how CBS covered the
three weeks of the Czech
crisis.

842 Press Radio bulletins and sum-
maries took up seven hours and
16 minutes, three hours, nine min-
utes on the Red and four hours,
seven minutes on the Blue. There
were 245 interruptions of pro-
grams for the broadcast of war
news, 132 on the Red and 113 on
the Blue. NBC costs are estimated
at $72,000, of which $26,000 was
refunded to sponsors whose pro-
grams were canceled and the re-
mainder was expenditures for ca-
bles, shortwave channels, foreign
correspondents and the like.

Mutual devoted 15 hours and 48
minutes to European coverage, at
an estimated cost of $3,000. MBS
had no canceled programs, although
there were a few rebates for inter-
ruptions. On the matter of inter-
rupting commercial programs with
news flashes it is reported that the
majority of sponsors welcomed the
practice as it kept listeners tuned
to their programs without fearing
that they would miss the latest
news of the crisis.

Confirming the great interest the
listening public took in_ the Euro-
pean situation, the Cooperative
Analysis of Broadcasting reports
that on Sept. 28, day before the
Munich conference, 14% of all day-
time mentions and 19% of all eve-
ning mentions were for news.
While all networks scored notable
news “beats” during the three
weeks, final scoop went to NBC
for its broadcast of the full official
text of the Munich agreement 17
minutes after it had been issued
and 46 minutes before its broad-
cast elsewhere.

Nets Acknowledge Aid

Of Affiliates in Crisis
ACKNOWLEDGING its debt to its
affiliated stations whose estab-
lished schedules were often upset,
to the newspapers whose corre-
spondents were heard on many
programs and the press associa-
tions which supplied their news
through the Press Radio Bureau,
and to its employes who “lived at
the microphones, sleeping at odd
times, eating whenever they could
—in order to be ready for any
break,” CBS broadcast an eight-
minute tribute on Sept. 30 at 10:30
p. m. to all who had helped the
network cover the front of the
Czech crisis during the preceding
three weeks. The script of this
tribute has been issued by CBS in

amphlet form, with the title 4
gtutement by the Columbia Broad-
casting System.

NBC has issued A Tense World
Speaks for Itself, an elaborate
brochure summarizing its coverage
of the tense three weeks while
Europe hung on the brink of war.
The brochure contains a descrip-
tion of NBC’s methods and a list
of its international broadcasts.
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Federal Court Rebukes FCC

In Remanding Brooklyn Cases

Ruling Amounts to ‘“Complete Reversal” of the
Commission; Costly Record Draws Fire

THE FCC was given another juri-
dical jolt by the U. S. Court of
Appeals for the District of Colum-
bia Oct. 13 in the Brooklyn cases.

Suddenly calling the attendance of
counsel after the FCC had asked
that the court remand the cases in-
volving deletion of two Brooklyn
stations without deciding them as
well as an answer to this move by
counsel for the stations, the court
expressed itself in no uncertain
terms about the ineptitude of the
Commission’s procedure.

Chief Justice J. Lawrence Groner
observed that it was “unconscion-
able” that the FCC should stipu-
late a record in the case which
cost more than $6,000 to print. The
court said the case would be re-
manded just as if it had “com-
pletely reversed” the Commission
rather than only on partial issues.

Chief Justice Groner said the
court had read the FCC decision
in the case and felt that the order
of the Commission could not be
substantiated by the statement of
facts and grounds for decision. On
the matter of assessment of costs
against WBBC, intervenor, the
court said it would consider this
request and decide on it later. Paul
M. Segal, chief counsel for WARD
and WLTH, appeared for the ap-
pellants at the oral arguments
with William H. Bauer, acting
FCC assistant gencral counsel, and
Fanney Neyman, FCC attorney,
appearing for the Commission.

Asks Record Costs

Broadening of the FCC motion
to the Court of Appeals to remand
the so-called Brooklyn cases where-
by the remand would be general
rather than partial and wunder
which the entire costs of the pro-
ceeding, involving a $6,118 record,
would be awarded against WBBC,
Brooklyn, intervenor, was suggest-
ed in a new pleading filed Oct. 10
with the Court of Appeals.

The case, in which the FCC or-
dered deletion of WLTH and
WARD, Brooklyn, and assignment
of its time to WBBC, is regarded
as possibly the most litigated ever
involving an FCC action. Follow-
ing the filing of a brief by counsel
for the stations ordered to be de-
leted, but which are operating un-
der stay orders issued by the court,
the FCC Sept. 28 asked the court
to remand these cases for further
hearing. In so doing it confessed
error in its statement of facts—so
far as known an unprecedented
action by the FCC.

Counsel for WLTH and WARD,
also including George 8. Smith
and Harry P. Warner, filed a 17-
page response to the Commmission’s
motion to remand. The response
brought out that the remand was
requested after the printing of the
$6,118 record and the filing of a
145-page brief, yet it sought only
a partial reconsideration that would
“seriously affect” the rights of
stations.

The appellants brought out that
the FCC ordered deletion of the
stations in June, 1937, but that no
statement of facts and grounds
for decision, as required by law,
was published at that time. Ap-
peals were taken in July and then
in the fall of 1937 “a purported
statement of facts” was published.
At that time the new appeals were
taken. The court dismissed the
early appeals and entered stay
orders, When the time came for
designation of the portion of the
records to be printed WARD and
WLTH designated a portion that
would have cost about $200. The
FCC and the intervenor, however,
it was contended, designated al-
most the entire balance of the
huge record resulting in the two
stations being compelled to pay
the $6,118 cost “which both the
Commission and the intervenor
now unequivocally admit to be su-
perfluous and unnecessary.”

Notwithstanding that the appel-
lants have been the “victims of
years of litigation before the Com-
mission” and that their finances
have been greatly depleted by the
litigation, the stations were able
to raise the necessary funds and
make the payments, the court was
told. The original appeals were
taken 16 months ago, the present
appeals 13 months ago and the
huge record was designated 11
months ago, the pleading brought
out. Counsel devoted practically
the entire summer of 1938 to the

re;}aration of the comprehensive
rief.

“And now that the brief of the
FCC is about to become due,” it
was argued, “the Commission
blandly requests a remand of these
cases under circumstances which
strongly suggest a desire to re-
write the opinion of the Commis-
sion as an answer to the brief of
appellants and to patch up obvious
and basic errors of procedure
which are called to the attention of
the Court in the appellants’ brief.

It was contended also that the
Commission, in authorizing the
law department to file a motion to
remand, made its order general.
However, the motion itself was
only partial and it was contended
the remand is not sought to revise
the order complained of. It was
also contended that because of the
death of Chairman Prall, the re-
tirement of Commissioner Stewart,
and the fact that neither Commis-
sioners Walker nor Payne partici-
pated in the cases, only three of
the present members of the Com-
mission had any connection with
the cases. Chairman McNinch and
Commissioner Craven were not
members at the time. The partici-
pation of any of these four Com-
missioners in these cases on re-
mand “would be a mockery of im-
partial quasi-judicial action,” it
was held.

BROWN & WILLIAMSON Tobacco
Corp., Louisville (Raleigh cigarettes),
on Oct. 10, started Jerry Smith and
the 4 Dons on a musical program on
WHO. Des Moines, Mon.,, Wed. and
Fri.. 6:45-7T p. m. CST. Agency ix
BBDO. New York.
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HUMBLE PROMOTES
Texas Good-Will by Costly

———Remote Football——

NOT balking at wire charges in
covering the football front for
Texas listeners, Humble Oil & Re-
fining Co., Houston, on Oct. 6
broadcast a play-by-play aeccount
of the Texas Christian-Temple
night game from Philadelphia over
KGKO, Fort Worth, and is plan-
ning a similar pickup from Pitts-
burgh Oct. 22. E. M. Schiewetz, of
Franke-Wilkinson-Schiewetz, Hum-
ble agency, traveled to Philadel-
phlp, to supervise the broadecast,
which was announced by Cy Le-
land, former TCU athlete who is
broadeasting regularly for Humble
0il. Jack McClelland, engineer on
the Humble series, also made the
trip to philadelphia,

Amon _Carter, publisher of the
Fort Worth Star-Telegram and
owner of KGKO, headed a delega-
tion of TCU rooters who came to
Philadelphia in a special 12-car
train and brought along the TCU
50-piece band which paraded
through the city preceding the
game and staged a 45-minute swing
session for spectators following
TCU’s 26-to-6 victory.

General Foods in Canada

GENERAL FOODS, Toronto, is
investigating the possibilities of a
special Canadian spot show over a
number of Canadian stations for its
cereals to supplant network shows
now being piped into Canada from
the Unijted States. The new Grape
Nuts show with Al Pearce & His
Gang will enter Canada through
CBL, Toronto. Baker Adv. Agency,
Toronto, has the account.

Sophie for Roi-Tan

AMERICAN TOBACCO Co., New
York, is planning a campaign for
Roi-Tan cigars. Starting Nov. 7
the company will present Sophie
Tucker on Mondays, Wednesdays
and Fridays on CBS coast-to-coast,
6:45-7 p. m., with repeat. Agency
is Lord & Thomas, New York.

Dugan Bakery Test

DUGAN BROS., New York
(bakery produets), on OQect. 10
started a test program, The Edi-
tor's Daughter, on WICC, Bridge-
port, Conn., Monday thru Friday,
9:45 a. m. Commemorating the
60th anniversary of the company,
which was started by two young
men with a pushcart and $100 capi-
tal and is now spread over four
states, the program consists of the
inside story of a small town and its
weekly newspaper. Charles Dallas
Reach Co., Newark, is the agency
in charge.

Sweetheart Sale

MANHATTAN SOAP Co., New
York (Sweetheart Soap), is running
a series of weekly musical programs
[BROADCASTING, Oct. 1] featuring
a one-cent sale offer for Sweetheart
soap. The sale offers three cakes
of soap at the regular price, with
an additional cake costing one cent
more. The programs are broadcast
in the New York metropolitan area
only on stations WABC WOR
WJZ and WEAF. Peck Adv., New
York, is in charge.

Pro Grid Sought
By General Mills

GENERAL MILLS, Minneapolis,
is negotiating with the National
Football League for broadcast
rights to the league’s entire pro-
fessional football schedule in 1939.
Arrangements still are in the ten-
tative stage, according to authori-
tative sources. The plan involves
selection by the sponsor of stations
to be used and announcers.

Handling the project for the 10
%rofessional football teams is Joe

arr, League president, with of-
fices in Columbus, O. Mr. Carr has
contacted the 10 teams in the
league and it is understood that in
every case he has their approval,
if the price is right.

Owners of pro teams are en-
thusiastic in favor of game broad-
casts, having found from experi-
ence that game listeners become
game watchers and that attend-
ance is boosted materially.

Among sponsors carrying pro
games during the current season
are General Mills, sponsoring
games of the Chicago Bears on
WJJD, Chica%s, and the Chicago
Cardinals on WIND, Gary. Chrys-
ler Corp., through Lee Anderson
Adv. Co., Detroit, is broadcasting
games of the Detroit Lions on
WJIR, Detroit. The local distribu-
tor of Northampton Brewing Co.,
Northampton, Pa. (Tru-Blu beer)
is sponsoring games of the Wash-
ington Redskins on WOL.

Radio Log Advertising
Tested by Standard Oil

A TRIAL advertising campaign is
being run by Standard Oil of New
Jersey for Esso Reporter in the
radio program listings of the New-
ark News, Washington Star and
other newspapers, using a system
of “radio log advertising” de-
veloped by the Lahey, Daly Co.,
New York. The plan, which has
been used for other advertisers, in-
cluding Standard Oil of Ohio, Lon-
gines-Wittnauer watcher, Maiden-
Form brassieres, and Seven-Up
Bottling Co. in some 200 newspa-
pers in larger cities, has been run-
ning since last June, but the
Standard Oil of New Jersey cam-
paign is the first to be tested in
the New York City metropolitan
area. Marschalk & Pratt, New
York, is handling the Esso Re-
porter account. The rate averages
$1 per insertion for each 100,000
circulation, the name of the pro-
gram being carried in the program
listings with the help of an aster-
isk. The asterisk is then repeated
at the bottom of the listings stat-
ing that this particular line is an
advertisement.

J-W.T Names Miss Wiley

MARGARET WILEY, formerly
assistant to Gene Fromherz in the
radio department of J. Walter
Thompson Co., Chicago, has been
named J-W-T time buyer and head
of the radio service department in
Chicago, effective Nov. 1. She is
now at the New York office con-
ferring on the new assignment.
Mr. Fromherz resigned recently
but has not announced plans.

A CANADIAN report states that av-
rangements are nearing conclusion for
the lease of CJGX, Yorkton, by Daw-
son Richardson of Inland Broadeast-
ing Service, Winnipeg, from James
Richardson & Sons, Winnipeg, own-
€IS,
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Chain-Monopoly Hearing Moved to Nov.14

Dempsey Appointment as General Counsel Causes Shift;
Appearances Are Filed by 18 Industry Groups

SNOWED under by a crush of re-
organization activity plus inter-
necine warfare, the FCC Chain-
Monopoly Committee on Oct. 13
ordered postponement of its in-
vestigation hearings until Nov, 14,
The date had been set for Oct. 24.

Action came when William J.
Dempsey, special counsel for the
cominittee, was named acting gen-
eral counsel to succeed Hampson
Gary, ousted in a move that rocked
not only the Commission but of-
ficial Washington, It was stated
Mr. Dempsey will retain his as-
signment as chief counsel for the
Chain-Monopoly Committee but he
probably will designate members
of his newly-acquired legal staff to
assist him.

The postponement will allow M.
Dempsey to reorganize the law de-
partment, it is assumed, and also
give him additional time to pre-
pare for the hearings.

Organized Labor to Appear

Organized labor, through CIO
and the American Federation of
Musicians, intends to inject itself
into the FCC's chain-monopoly in-
quiry. CIO, according to its ap-
pearance, will raise alleged dis-
crimination against labor unions
by stations, while AFM, despite its
quite recent successful negotia-
tions with radio on reemployment
of musicians, revives the “canned
music” and unemployment bogies.

Appearances filed with the FCC
when the Oct. 5 deadline was
reached totaled 18. Aside from
those of the major networks and
a number of regional chains and
transcription companies, and the
labor appearances already men-
tioned, intention to testify was not-
ed by the National Committee on
Education by Radio through S.
Howard Evans, secretary.

In the general appearances, all of
the parties notified the FCC that
testimony would be offered along
the lines set forth in the Commis-
sion’s notices sent out last month.
Routine appearances were filed by
NBC and CBS, but MBS went to
considerable length in setting
forth its statement of evidence to
be offered, stressing particularly
the manner in which it differs from
the older networks in their operat-
ing methods.

NAB Not to Participate

Independent Radio Network Af-
filiates, expected to figure promi-
nently in the proceedings, filed a
simple one paragraph appearance.
NAB gave no notice whatever, but
it filed an appearance for NAB
Bureau of Copyrights Inc., cover-
ing only the transcription phase of
the inquiry. There were no other
appearances on behalf of broad-
casting associations.

The fact that only 18 companies
and groups signified their intention
of offering testimony does not mean
the inquiry will be restricted to
those entities. There was no re-

quirement in the FCC’s notices that
appearances be filed save by those
who desired to offer testimony in
their own right, Nearly a scove of
networks, including regional and
State hookups, were asked to sup-
ply specific data at the hearings,
along with upwards of 150 tran-
scription and recording companies.
In addition individual stations, and
shareholders in stations, were ques-
tionnaired on data, all of which
must be presented. If the chain-
Monopoly Committee deems it nec-
essary, witnesses for them will be
called in person.

The committee has not rvesorted
to actual subpoena in eliciting
data. It is entirely possible, how-
ever, that it will do so if necessary.

Aside from those already men-
tioned, appearances were filed on
behalf of: World Broadeasting
System; RCA Mfg. Co.; Radio
Transcription Producers Assn. of
Hollywood Inc.; Westinghouse E.

& M. Co., Westinghouse Radio
Stations Inc.; King-Trendle Broad-
casting Corp. (Michigan Radio
Network); Virginia Broadecasting
System; Don Lee Broadcasting
System; Texas State Network, and
California Radio System.

At his press conference Oct. 14,
Chairman McNinch said the post-
ponement was predicated largely
upon the fact that a greater num-
ber of appearances both by organ-
izations and transcription compan-
ies had been filed than was antici-
patéd. The administrative problem
thus raised, he said, makes more
time necessary for preparation of
a schedule of appearances. Least
hardship will be worked, he de-
clared, by notifying those desiring
to appear as to the likely time,
thereby obviating their retention
in Washington for several weeks.

Some thought has been given to
a sort of three-ring circus type of
hearing, it is understood. While it
is expected the committec en banc

NBC May Publish Program Standards;

New Restrictions Under Consideration

PUBLICATION in book form of
NBC program standards, including
those in effect since the network’s
beginning and those added on the
basis of operating experience, is
under consideration by NBC of-
ficials and will probably material-
ize by the first of the year. The
network officially denies, however,
reports that a new code for juve-
nile programs has been put into
effect or that any such code has
been finally drawn up and approved
by the board. “Only a study draft
of the points to be covered has
been completed and any announce-
ment concerning them would be
premature,” says the official state-
ment of Lenox R. Lohr, NBC pres-
ident.

The network is silent on the
subject of how a supposedly au-
thentic new set of regulations for
children’s programs got out and
was printed elsewhere, but insists
it is unofficial and premature. It
is learned, however, that a rough
draft of new standards for juve-
nile programs had been prepared
by the network’s continuity ac-
ceptance department as a guide
for discussions on the proposed
general revision of network stand-
ards and that a copy of this infor-
mal, unapproved list had been
given in confidence to an official of
an advertising agency which has
a number of kid shows on the air
for his personal information.

Proposed Restrictions

When he had the list of rules
mimeographed and sent copies to
all writers employed by the agen-
cy the liet naturally became the
subject of discussion and was
picked vp and reprinted as official
by publications which had not
troubled to check with NBC to de-
termine its true status,

Major changes from NBC’s pres-
ent restrictions on juvenile pro-

BROADCASTING ¢ Broadcast Advertising

grams embodied in the new list,
which may or may not finally go
into effect, are a limitation of ad-
vice to “ask mother to buy” the
product once during each broad-
cast and a ban on “lucky” premi-
ums and on appeals to purchase
merchandise to help the program’s
characters out of some fictitious
dilemma. Generally the proposed
code calls for a high moral tone
which will encourage the child
listenerr to have respect for law
and order, adult authority and
those things that society generally
accepts as desirable and that crim-
inals and other undesirable char-
acters shall not be presented as
heroes.

Full text of Mr.
ment follows:

“Preparations of the NBC pro-
gram standards in book form
which we are now considering
would codify standards that have
been in effect since the forming of
the company, and the phrasing of
any new ones which present con-
ditions warrant. So far, only a
study draft of the points to be
covered has been completed, and
any announcement concerning them
would be premature.

“The company has a deep sense
of its obligation to present pro-
grams that are in good faith and
of public interest, and has at all
times received the fullest coopera-
tion from sponsors in maintaining
broadcasts of the highest possible
level. Broadcasting is a developing
art and standards must be, to some
extent, changed from time to time
to meet new situations and pro-
gram desires on the part of the
public.

“Children’s programs, while they
represent only one phase of broad-
casting, because of the audience to
which they appeal, call for special
care both in preparation and pres-
entation.”

Lohr's state-

will convene the hearings in order
to give certain members free time,
particularly if the outlook is for a
prolonged inquiry, the committee
may decide to divide the functions.
One thought advanced is that onc
commissioner may be assigned to
preside over a section taking tes-
timony on network aspects of the
inquiry; a second on the transcrip-
tion phase, and possibly a third on -
miscellaneous aspects, all to run
concurrently. This might leave one
or two members free to attend
Commission meetings and handle
routine, since a quorum of four
members is necessary at meetings.

Moreover, it would tend to ex-
pedite the taking of testimony. In
a way the committee has a race
against time, since it is the hope of
Chairman McNinch to have legisla-
tive recommendations ready for the
next session of Congress which con-
venes in January, or at least to be
in a position to give Congress an
“interim report”. If legislative rec-
ommendations ave regarded as un-
necessary, then the goal will be
promulgation of new regulations
affecting networks and perhaps
tightening up otherwise, so the
Commission will have something
tangible and what it might con-
strue to be constructive to present
to the legislators.

0O'Mahoney Committee Watching

That the O’Mahoney Monopoly
Committee, made up of members
of Congress and Representatives
of Government departments, in-
tends to watch the FCC hearings
closely, was announced October 11
by Dr. Leon Henderson, executive
secretary. Dr. Henderson asserted
the Committee has been keeping in
touch with the FCC regarding its
study, and it will either assign an
observer or make other arrange-
ments for keeping posted. The
Federal Committee, he added, also
is studying the music copyright
field, as was indicated by Chairman
McNinch in his statement last
month on the hearings, but Dr.
Henderson said he had nothing he
could announce along that line.

CIO0, in its appearance filed over
the signatures of Lee Pressman and
Joseph Kovner, attorneys, raised
the question of discrimination. In
industry circles, and even the FCC,
some question was raised regard-
ing the relevancy of these mat-
ters, but it is expected the FCC,
following the *“‘open door” policy,
will hardly attempt to block the
presentation on technical grounds.

CIQ stated that testimony would
be offered to show that certain sta-
tions have “denied unions affiliated
with” CIQ “the use of their facili-
ties”; that certain stations have
“refused to renew contracts leas-

(Continned on page 64)

Higgins Succeeds Barrett

HAROLD HIGGINS, western man-
ager of Paul H. Raymer & Co.,
and formerly with WBAL, Balti-
more, and WEEI and WBZ, Bos-
ton, has been placed in charge of
the Chicago office of WOR, New-
ark. He succeeds Bob Barrett, who
died Sept. 14 following an opera-
tion.
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Biow Buys WINS;
Price Is $150,000

Sale of Three Other Hearst

Stations Is Progressing

SALE of WINS, New York, to
Milton Biow, president of the Biow
Co., New York advertising agency
and minority stockholder in
WNEW, for approximately $150,-
000, was announced Oct. 7 by
Hearst Radio Inc. The transaction.
like five others already worked
out, is subject to FCC approval.

Negotiations toward liquidation
of three additional stations owned
by Hearst Radio — KOMA, Okla-
homa City, KYA, San Francisco,
and WISN, Milwaukee-—are pro-
gressing, with likelihood of con-
summation in the near future. The
two remaining stations, WCAE,
Pittsburgh, and WBAL, Baltimore,
are not for sale at present.

Negotiations between Mr. Biow
and Hearst officials were completed
Oct. 7, it was stated, and an appli-
cation will be filed promptly with
the FCC seeking approval of the
transfer. The four other applica-
tions pending before the FCC have
not yet been acted upon and hear-
inﬁ have been indicated.

r. Biow stated that, in con-
tracting for the WINS purchase,
he acted as an individual, seeking
to dispel rumors that other inter-
ests were involved. These appear
to grow out of the fact that Mr.
Biow is an officer of and a minority
stockholder in WNEW, New York,
one-half interest in which is owned
by Richard E. O’Dea and practi-
cally all of the remaining half by
Arde Bulova, New York watch
manufacturer and station owner.

Mr. Biow declared that if the
transaction is consummated he will
withdraw from his minority owner-
ship interest in WNEW. WINS,
operating on the 1180 ke. channel
daytime with 1,000 watts power, is
now managed by A. A. Cormier,
vice-president of Hearst Radio,
Inc., who will continue in that ca-
pacity until such time as the sale
actually is approved.

E. N. Stoer, Hearst coniptroller,
is in charge of all station sales ne-
gotiations. He said the former
transaction for sale of WINS to
Col. O’Brien had been dropped “by
mutual agreement.”

The WINS transaction is the
second within a year involving the
station. Last March Hearst officials
reached an agreement with Col.
Arthur O’Brien, Seattle and Wash-
ington, D. C., attorney and banker,
to sell WINS for $260,000. Diffi-
culties arose with the result that
the contract was never finally ne-
gotiated.

As things stand now, the box
score on the ten Hearst stations is
five under contract for sale, three
in negotiation, and two not for
sale. In addition to WINS, those
under contract to be sold are
KEHE, Los Aneeles, for $400,000
to Earl C. Anthony; KTSA, San
Antonio, for $300,000 to O. L. Tay-
lor and Gene Howe, Texas broad-
casters; KNOW, Austin, and
WACO, Waco, for $50.000 each, to
S. W. Richardson and Charles F.
Roeser, Fort Worth oil operators.

Laundry Group on 4

AMERICAN LAUNDRY Assn,,
Joliet, Ill, is using five spot an-
nouncements weekly on WK BN
WHK WHBC WADC, through
BBDO, Chicago.

AFR A Continuing Agency Negotiations
On Standard Wage Scale for Artists

NEGOTIATIONS between the
American Federation of Radio
Artists and the American Associa-
tion of Advertising Agencies to-
ward a standard set of wages and
working conditions for actors,
singers and announcers employed
on commercial programs are pro-
gressing, but not so rapidly as had
been hoped and the conclusion is
not yet in sight, according to well
informed sources, although spokes-
men from both the AFRA and
AAAA refused to comment on the
situation when queried by Broap-
CASTING.

Meanwhile, negotiation with
MBS for contracts similar to those
secured last summer by AFRA
from NBC and CBS have been held
in abeyance, pending conclusion of
the agency contracts which AFRA
considers its most pressing task at
the moment.

St. Louis Convention

Plans for the first AFRA con-
vention, to be held in St. Louis the
week of Nov. 14, are shaping up
more as an executive session than
a typical convention, according to
George Heller, assistant executive
secretary of the talent union. Due
to the fact that November is one
of the busiest months in radio,
and consequently a month of con-
sistent employment for radio tal-
ent, AFRA expects attendance at
the convention sessions to be lim-
ited largely to delegates, except
for members in St. Louis and pos-
sibly from Chicago. Convention
agenda, which has not yet been
completed, is said to consist chiefly
of discussions of progress made
and of plans for activity for the
coming year, both nationally and
on the part of the several locals.
Convention will also elect officers
and 15 of the 45 directors.

Convention delegates include:
New York: Ben Grauer, Mark
Smith, Eric Dressler, Nelson Case,
Wilfred Lytell, Walter Preston,
Richard Bonelli, James Melton,
Margaret Speaks, Lucille Wall,
Taylor Buckley, Teddy Bergman,
Ray Collins, Selena Royle, John
McGovern, Robert Waldrop, George
Ansboro, Ted DeCorsia, Marion
Barney, Foster Williams, Everett
Clark, Alex McKee, John Brown,
Carol Deis, Paul Stewart, John
Pickard, Anne Elstner, Helene
Dumas. Chicago: Raymond Jones,
Philip Lord, Dick Wells, Sam
Thompson, Gene Byron, Les Tre-
mayne, Bob Purcell, Anne Sey-
mour, Charles Calvert, Frank Dane,
Ken Christy, Martin Jacobsen,
Virginia Payne, Roy Franklin,
Forrest Lewis, Harold Peary. Cin-
cinnati: Louis L. Levy, Peter
Grant. San Francisco: Vic Connors,
John B. Hughes, Ted Maxwell. St.
Louis: Eliot W. Bergfeld, Adelaide
Tarrant, Marvin E. Mueller.

Los Angeles: Ben Alexander,
Edward Arnold, Forrest Barnes,
Edgar Bergen, John Boles, William
Brandt, Josephine Campbell, Ed-

Silk Firm Tests

H. SAKANOVSKY & Son, Chi-
cago (Mary Ann silks), is testing
a spot announcement series on
KMA, Shenandoah, Ia. If the test
is successful, programs will be
used on a number of rural stations,
through Selviair Broadcasting Sys-
tem, Chicago.
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die Cantor, Hector Chevigny, Eli-
nor Coleson, Bing Crosby, Nor-
man Field, Georgia Fifield, T.
Freebairn - Smith, John Gibson,
Homer Hall, Jean Hersholt, War-
ren Hull, Carleton Kadell, Cyrus
Kendall, Edward Ludes, Edward
Lynn, Lyndsay MacHarrie, Fred-
eric MacKaye, Ray Middleton, Lee
C. Millar, Grace Moore, Frank
Nelson, Dick Powell, Tyrone
Power, Lanny Ross, Ralph Scott,
Ynez Seabury, Grederic Shields,
Duane Thompson, James Walling-
ton, J. Donald Wilson.

Lloyd C. Thomas Resigns
Post as WROK Manager;

Koessler Is Successor

LLOYD C. THOMAS, for the last
four years general manager of
WRNOK. Rockford, on Oct. 1 an-
nounced his resignation, though he
remains as part
owner, Walter
Koessler, sales-
manager of
WROK for the
last two years,
succeeds him. Mr.
Koessler, who
joined the Rock-
ford station from
WCLO, Janes-

Mr. Thomas ville, Wis. where
he entered radio in 1933, was pre-
viously in the banking and trust
business in Milwaukee for ten
years.

Mr. Thomas, who plans to main-
tain his residence in Rockford and
will continue as a member of the
board of Rockford Broadcasters
Inc.,, assumed the WROK direc-
tion on Oct. 1, 1934, when it oper-
ated half-time with 500 watts, It
is now a full-
time regional,
with 1,000 watts
day and 500 watts
night. “I now feel
that the time has
come that I trans-
fer to other shoul-
ders the respon-
sibilities of con-
tinuing the oper- L
ation and build- Mr. Koessler
ing up of WROK,” Mr. Thomas
said. He is chairman of the Na-
tional Committee of Independent
Broadcasters, and has other busi-
ness interests outside radio. A
luncheon was tendered Mr. Thomas
by the station executives and staff.

Hearst Radio Appoints

Quinn Manager of KYA
REILAND QUINN, in radio in the
San Francisco Bay area for the
last six years, became general
manager of KYA, San Francisco,
Oct. 10, succeeding Clarence B.
Juneau, resigned. The appointment
was announced by the New York
headquarters of Hearst Radio Inec.

Mr. Quinn has been with KYA
for the last three years as actor,
producer, production manager and
program director. Previously he
was with KFRC, and later at NBC
in San Francisco. A new program
director had not been named as
BROADCASTING went to press, nor
had Mr. Juneau disclosed future
plans.

Independents Seek

Permanent Group
Lloyd Thomas Finds Need for
Cooperation by Stations

POSSIBLE formation of the Na-
tional Committee of Independent
Broadcasters, representing local
and nonnetwork stations, as a per-
manent organization, was seen
with the resignation of Lloyd C.
Thomas, chairman of the Commit-
tee, as general manager of WROK.
Rockford, Il

While no announcement has been
made, it is known that independent
broadcasters, looking somewhat
askance upon the recent action of
Independent Radio Network Affili-
ates in setting u% 4 permanent or-
ganization, are thinking along the
same line. Mr. Thomas is still
serving as chairman of the inde-
pendent group which was formed
to carry on negotiations with
American Federation of Musicians
on employment contracts. Thus, its
advent was almost identical with
that of IRNA, which was created
in the summer of 1937 for the
same purpose and which became a
permanent organization last Aug.
16, operating as a segment of the
NAB.

In announcing his resignation
from WROK, in which he retains a
substantial stock interest, Mr.
Thomas declared he expected to
give “as much time as necessary”
to the activities of the independent
group. He added that his work as
chairman of the Committee during
the past six months “has shown a
definite need in that field for co-
operative activity.” Mr. Thomas
added his immediate plans were to
spend several weeks in looking
after personal business interests.
Then he said he expected to give
“careful and serious consideration”
to several propositions in the in-
dependent radio field.

The permanent organization pre-
sumably would be affiliated with
the NAB and function much in the
sante manner as does IRNA for
network affiliates. The nucleus of
this group probably will be Na-
tional Independent Broadecasters,
with a membership of 50-odd local
and independent stations which
has never been very active. Mr.
Thomas, former general manager
of KDKA, former NBC manager
of NBC owned and operated sta-
tions, and a former newspaper
publisher, has a background of
some 15 years in radio.

New Spot Series

DR. EDWARDS Olive Tablets,
Columbus, 0., on Oct. 17 will start
using 10 spot announcements week-
ly on. WMCA WFIL WIP WHK
WGAR and WBNS. To promote
“Clear-Again” tablets, the com-
pany will run spot announcements
on the Michigan Network plus
WAAB WMAL WIRE WIND
WJAG WCFL WBBM WISN.
Agency is Erwin, Wasey & Co.,
New York.

Longines News

LONGINES-WITTNAUER, New
York, in addition to its use of time
signals and announcements on
about 65 stations, is running two
news programs: Dr, Preston Brad-
ley, news commentator, on WBBM,
Chicago, thrice weekly through
Dec. 31; and United Press news on
KITE, Kansas City. Arthur Rosen-
berg Co., New York, is agency.
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How Radio Serves the Electric Utilities

able to electric utilities from

the standpoint of current

consumption, is far more pro-
fitable when these utilities take to
the air to plug their services, was
demonstrated recently in a mail
survey made by this agency for a
utility client.

This survey, reaching the pri-
vately - owned utilities in every
State, can be assumed to be rep-
resentative of the industry as a
whole. Of some 123 utilities ques-
tioned, 78 returned the mail ques-
tionnaires with complete reports
of their activities.

Accompanying the letter describ-
ing the purpose of the survey, were
a questionnaire and an addressed
stamped return envelope. Utility
advertising managers who wished
to receive a copy of the condensed
summary of the survey were asked
to sign their names at the bottom
of the questionnaire. Every utility
reporting desired the report, indi-
cating a unanimous interest in ra-
dio broadcasting for electric utili-
ties.

It must be kept in mind that
municipally-owned utilities and the
smaller companies with limited dis-
tribution were not the concern of
this survey.

Selling on Merit

Radio people have often com-
mented upon the fact that electric
utilities are in the unique position
of being the only radio advertisers
whose listeners actually pay them
for the “privilege” of listening to
their radio program. Because of
this, and because radio salesmen
have always been aware that cur-
rent consumption is greatly in-
creased through the broadcasting
industry, many have felt that the
electric utilities were “obligated”
to use radio.

This approach has been used in
far too many cases, as evidenced
from the comments of the utility
advertising managers. If this sur-
vey accomplishes one purpose only:
i.e.,, makes radio time salesmen
aware of the fact that if they are
to get a larger share of the utility
they must sell radio on its merits
alone, and aggressively merchan-
dise the utility radio programs as
they do with other accounts, then
it has been well worth while.

Why is the statement made that
the “gimme’” approach is used far
too often? Is it because the utili-
ties have reported this in their
comments? No, because they would
not admit having succumbed to such
a weak sales argument. The adver-
tising managers of utilities know
in their own minds that radio is
a “natural”, that it can do more to
create good-will, the life blood of
any utility, than any other adver-
tising medium. They have seen the
great national radio successes, and
know that radio can be a profitable
direct selling medium.

But because radio in general has
not grown out of that “gimme”
stage in selling utilities, these com-
panies are very much aware of the
fact that program quality and ra-
dio merchandising must be im-

T HAT RADIO, always profit-

Survey of Companies Shows Wide

Interest in the Air Medium
By R. T. HARRIS
R. T. Harris Advertising Agency, Salt Lake City

THE WAY UTILITIES USE RADIO

Number of Utilities Using Radio 58
Number Not Using Radio ————-- 20

Type of Broadcasting

Music 37
(Popular ____________ 20)
(Classical -- 2)
(Semi-Classical _______ 15)

Talks 17

News 13

Drama .._ 8

Special Ev

Comedy
Programs Most Effective

Music 29
{(Popular ____ . _____ 13)
{Classical __ - 2)
(Semi-Classical _______ 14)

ews

Talks

Special Events
Drama _
Comedy _.__
Unanswered

Broadcast Under Own Name or
Dealers
Under own name

For dealers ___
Both

27 46.5%
D12 2079,
17 29.3%

3.5%

Neither _______________________ 2
Time of Broadcasts

Early Morning . ____________ 18

Mid Morning

éfter.noon _____________________

Average Number of Months Per
Year Radio Used

9.08 Months

Average per cent of Advertising
Appropriation Spent for Radio
9.6%

Do You Plan to Increase Your Ra-
dio Appropriation This Fall?

Yes 7 1216
No 46 1169
Undecided 6 10.39
Type of Advertising Most Effective
Direct Selling ________________. 26 44.89
Institutional 13 22.4%
Both . 7 12.1%
Undecided 12 20.7%

proved, and if radio stations do
not intend to step in and take a
hand in working with utilities to
increase results, the utilities them-
selves will do it. And that, in any
man’s language, is proof enough
that radio is a powerful selling
weapon for electric utilities. That
it can accomplish even greater
benefits than the utilities now hope
for, is unquestioned by radio men
who know the potency of radio as
it can and should be.

For and Against

But now a few words about the
tabulation shown on this page. Of
the 78 electric utilities reporting,
68 or 74.3% reported the use of
radio. Among the 20 companies not
using radio, many gave definite
reasons such as “radio coverage in
our territory is spotty” or “local
station completely dominated by
network stations in larger city.”
Less than half of these were ac-

tually prejudiced against radio
through actual experience.
Among the interesting sidelights
to the tabulation is the fact that
while 37 companies reported the
use of musical programs, only 29
believed them to be most effective.
With the exception of news broad-
casts, each program lost many sup-
porters when the question of ef-
fectiveness was brought up. Each
of the 13 utilities reporting the use
of news broadcasts was firm in the
belief that they were most effec-
tive. Whether or not this may be
called worthy of notation cannot
be determined with such a small
number of reports submitted.
Comments on the questionnaires
indicated that increases in radio
advertising appropriations were
not contemplated by most of the
companies, mainly because of the
business recession rather than that
the 9.6% average appropriation

THE AVERAGE private electric utility, according to the
Harris survey here described, spends 9.6% of its total adver-
tising appropriation on radio, uses a musical program in the
mid-morning or evening hours, with spot announcements for
special promotions. Although its programs consist of popular
and semi-classical music, it is not quite sure whether or not this
is the most effective type of program, and is inclined to favor
spot announcements for all-around effectiveness. It broadcasts
under its own name, and is on the air consistently over a nine
months’ period each year. Direct selling commetcial copy is
believed to be most effective. It does not plan to increase its
radio appropriation this fall, according to the Harris survey.

BROADCASTING ¢ Broadcast Advertising

was to be the limit for radio
broadcasting henceforth.

All in all, the conclusion to be
drawn from the comments written
on the questionnaires was that ra-
dio is in line for a material in-
crease in the advertising appropri-
ation, if and when radio stations
take a hand at helping the utili-
ties realize the great benefits that
can be obtained from the proper
use of radio broadcasting.

MusicAppreciation Hour

On NBC for 11th Year

DR. WALTER DAMROSCH, music
counsel of NBC and dean of Amer-
ican aymphony conductors, re-
turned to the air Oct. 14 for the
eleventh consecutive season of NBC
Music Appreciation Hour. The se-
ries will be heard Fridays, 2-3
p. m. (EST), on NBC-Blue, con-
currently with the regular school
term.

Supplementing local music ap-
preciation programs, the broad-
casts are divided in four series:
Series A, devoted entirely to the
study of orchestral instruments
and the human voice; Series B, to
music as an expressive medium;
Series C, to the musical form, and
Series D, to the lives and works of
the great composers, from the 16th
to the 20th century. Series A and
B will open the program, and will
thereafter share alternate weeks
with Series C and D. NBC also is
furnishing students, teachers and
other listeners an instructor’s
manual, prepared by Lawrence Ab-
bott, assistant to Dr. Damrosch,
and designed to aid teachers in
preparing their classes for the
Music Appreciation Hour, and four
student’s notebooks, one for each
series, to promote listener activity
and participation.

Philharmonic Returns

THE 96-year-old Philharmoniec-
Symphony Orchestra of New York,
on Oct. 23 will begin its ninth con-
secutive season of Sunday concerts
(3-5 p. m.) on CBS. John Barbi-
rolli will conduct 26 of the concerts
for his third season with the or-
chestra, and Georges Enesco, Ru-
manian composer-violinist-conduc-
tor, will conduct the remaining
two. Deems Taylor, CBS consultant
in music, will return as intermis-
sion commentator. Guest artists
will be featured. Six Young Peo-
ple’s Concerts on CBS will be given
under leadership of Ernest Schell-
ing, returning after a year’s ab-
sence, on six Saturdays, starting
Nov. 19, 11 a. m.-12:30 noon.

New Teel Test

PROCTER & GAMBLE Co., Cin-
cinnati (Teel dentifrice), on Oct.
12 started a 13-week test of a news
program featuring Todd Hunter,
on WBBM, Chicago. The program
is heard six evenings a week at
4:45-5 p. m. Teel is also promoted
through a weekly transcription,
Jerry Cooper, on four stations, and
through weekly announcements in
two cities on the Jimmy Fidler
network show. Agencé' is H. W.
Kastor & Sons Adv. Co., Chicago,
M. H. Petersen radio director.
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The Case Against Rate-Card Discounts

Chuck Myers Tells of
Advantages Gained

By Flat Rate
SINCE its start, KOIN, Portland,
Ore., has been charging flat rates
quoted “on a single time basis,
rather than graduated term rates,
and most advertisers like the idea
of avoiding the trouble of discount
calculations, according to President
C. W. (Chuek)
Myers.

In a recent ex-
change of letters
with a large agen-
cy, Mr. Myers
made clear his
reasons for the
flat rates, as well
as the reasons for
refusal to give
2% cash discounts

Mr. Myers
despite the fact that they are
given by the affiliated Oregon
Journal, part owner of the sta-
tion.

Started With Newspapers

Mr. Myers has consented to pub-
lication of excerpts from his let-
ters because of the general trade
interest in the rate and discount
problems. His first letter in answer
to a letter from the agency ex-
plains his position in this language:

“The basis of our rate structure
dates back to my many years of
newspaper experience. In fact, I
have been in the advertising game
so long that I have a very vivid
recollection of the time when ad-
vertising agencies got together and
practically demanded a flat rate of
the newspapers. Perhaps we need
some young blood, but anyway the
flat rate principle was the agen-
cies idea and the newspapers either
thought it was a pretty good one
or yielded to pressure because
about 90 or 95% of them adopted
it and are operating that way still.

“The fact of the matter is news-
papers and agencies are cooperat-
ing in the flat rate principle be-
cause it is, after all, the right prin-
ciple and if it is so accepted by
newspapers which have been in
business so much longer than we
have why is it not a pretty good
thing for radio also and ‘cannot
radio benefit in many other things
which have been tried out and de-
veloped by the older method of
advertising ?

Would Simplify Time Buying

“This may be a case of everyone
being out of atep but Jim. However,
I am sure you will agree that if
all stations operated on a flat rate
basis it would simplify your time
buying tremendously and perhaps
save you a lot of money in your
office. Think of having no time
discounts to complicate the advance
work on schedules and think fur-
ther of never having a short rate

or an additional discount to worry
.about, It certainly simplifies our
- bookkeeping and it would likewise
‘simplify yours and also simplify
your clients' relations. Is this not
true? :

“So far as the actual cost of the
time is concerned it must be as ob-
vious to you as it is to me that
it would be necessary for us to
have a much higher base rate if we
had discounts. Our flat rate con-
stitutes a discount without the
seratch of a pencil and you get it
from the first program. Isn’t there
some advantage in this?

Cash Discounts

“l am sure that agencies will
continue to fight for time discounts
so long as time discounts are to be
had and I certainly admire them
for putting up a good scrap for
their clients. And I am equally sure
that practically every agency in
the land would give three rousing
cheers if there were no more time
discounts anywhere to be had at
any price, volume or anything else.
It would tremendously simplify
their accounting and other office
operation, it would eliminate ex-
planations of short rates to clients,
it would permit them to place test
campaigns without rate penalty,
and I expect you could help me
think of a lot of other good fea-
tures from the agency standpoint
of the flat rate principle.

“T realize that the 2% ‘cash dis-
count’ for payment before a cer-
tain date is a little different from
the agency standpoint, but here is
our side of it. To begin with we
do not accept business from those
who are poor eredit risks, and all
good credit risks pay their bills
promptly anyway. Here we are
away out on the coast and what
would happen if our check was not

received by the 20th? Would you
then pay us the extra 2%? How
many stations actually collect an
additional 2% if a check is not re-
ceived by discount date?

“As it is we are supposed to pay
the agency commission only if the
bill is paid by discount date. But
do we enforce this? You know we
do not except in extreme cases
where drastie action is justified and
1 am unable to remember one at
present. Anyway you figure it the
net we have left after all dedue-
tions for agency commission, sales
commission, and what have you, is
the station rate and this is what
we have to operate on. Some sta-
tions, we have been led to believe,
charge what they believe the traf-
fic will bear.

“We have always followed the
opposite principle of charging what
we must have to operate in ac-
cordance with our ideas of good
broadcasting, make progress and a
little profit. If we took off any
kind of discount we would simply
have to make it up by an addi-
tion to our rate, in other words, fol-
lowing the old and, I hope, dis-
carded method of merchandising,
by marking up to mark down.”

In a later letter, Mr. Myers re-
plied to a suggestion from the
agency that consistent and steady
advertisers, as well as those who
use strips, should have preferred
rates. He wrote in reply as fol-
lows:

“Do I have reason to assume
that you are suggesting a conti-
nuity rate rather than a volume

September Network Billings Decline
But Year’s Total Siill Exceeds 1937

SEPTEMBER billings of the three
major networks totaled $4,781,688,
a decline of 4.6% from billings for
the same month a year ago, which
were $6,012,032. Though it is the
third consecutive month that com-
bined network billings have not
been as large as during the same
months of 1937, cumulative billings
for the year to date are still ahead
of last year’s, the 1938 total of
$51,752,861 being 2.3% more than
the $50,663,230 billed in the first
nine months of 1937. Thus the
third-quarter slump, serious as it
has been, still was not bad enough
to counteract the increases of the
earlier months of 1938, which,
plus the prospects for an even
more prosperous fourth quarter,
should make the total network
billings for the year again well
ahead of all previous years.
Individually, Mutual shows the
greatest percentage gains for both
September and the year to date
over last year’s figures. In Sep-
tember, MBS billed $200,342, a
gain of 50.8% over the $132,866
gross billings for September, 1937,
For the first nine months of 1938,
MBS business totals $1,874,255,
beating the $1,496,573 for the
same period of last year by 25.2%
NBC billed its advertisers
$2,979,241 in September, 4.5%
more than its billings of $2,850,581
in September, 1937. Gross NBC
billings for the nine-month period
are $29,902,724, topping last year’s
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billings for the same period, $28,-
291,115, by 5.7%.

CBS, with September time sales
of $1,602,105, shows a 21.0% loss
in comparison with 1937, best Sep-
tember in CBS history, when the
network billed $2,028,685. For the
three-quarters of the year, CBS is
slightly below its 1937 level, the
1938 figure of $19,975,882 being
3.8% less than 1937's $20,775,542.

Gross Monthly Time Sales

%o Gain
1938 ovrer 1937 1937
NBC
Jan, $3,798,516 7.1  $3,641,999
Feb. 6.1 3,295,782
March 5.3 3,614,288
April 10 38,277.887
May 8.2 3,214,819
June 6.6 3,008,387
July 9.3 2,707,460
Aug, 5.6 2,784,977
Sept. 4.5 2,850,581

CBS
2119, $2,878,620
1847 2,264,317
185 2,669,716
5.4 2,563,478
2,442,283 — 4.6 2,560,658
2,121,496 —14.3 2,476,676
1,367,867 —31.2 1,988,412
423,865 —27.2 1,965,280
602,205 —21.0 2,028,585
26.89. § 218,748
i 9.0 232,286
232,877 — 5.9 247,481
189,545 — 5.3 200,184
194,201  25.6 154.633
202,412 72.4 117,388
167,108  64.7 101,458
164,626  70.4 96,629
200,342 50.8 132,866

rate? I believe nothing will come
of it because I fear agencies and
advertisers themselves would not
accept it and stick to it as a gen-
eral policy. If they would our rate
card might ‘talk turkey’ to any
advertiser who would guarantee &
daily strip in season or out of sea-
son, hot or cold, wet or dry, gooc
business or bad business. There you
would have a mutual deal whick
would mean something to the sta-
tion as well as to the advertiser
who craves a discount.

“It is my belief that you already
have about what you are looking
for in your network contract and
your clients, so far as I know, are
confining their major radio activi-
ties to network programs. It would
seem, therefore, that the discounts
given by radio stations would not
assure year around use of the sta-
tion on a daily or even weekly
basis.

“There is one other statement
with which I must take emphatic
issue and that is your comparison
of newspaper space with radio to
show that radio stations benefit
more than newspapers from vol-
ume discount. I believe I am ab-
solutely safe in saying it is exactly
the opposite. Radio stations have
only so many hours or quarter-
hours to sell. When they are filled
up during peak seasons they are
through and that is all there is to
it. Newspapers with unlimited flex-
ibility as to size may add addition-
al pages whenever they have the
extra business and perhaps could
well afford to bid for volume
where radio stations cannot and
should not. And again I doubt if
volume discounts would result in
the use of strips on a b52-week
basis.

Year-Round Campaigns

This letter brought another re-
ply, and Mr. Myers replied to it in
this vein:

“I am naturally very grateful to
you for your agreement with some
of our reasons for the flat rate.
Apparently the only idea we differ
on right now is the assumption
that the volume discount will in-
duce advertisers to stay on the
air in the summer rather than use
a volume during the peak season.
Neither of us will regard this slight
difference of opinion as important
and what I have said previously
about doing such a good job for
your clients that discounts would
become a relatively unimportant
issue, still goes,

“You are quite right in assum-
ing that our rate card might be
willing to talk turkey if advertisers
and agencies would adopt the pol-
icy of offering noncancellable con-
tracts on a daily or weekly 52-week
basis. I also said I did not believe
anything like this would happen be-
cause I doubt that agencies will
take the trouble to sell and hold
clients on the policy of running
every day or every week in the
year, hot or cold, wet or dry, good
business or bad business.

“If this did happen it could be
the subject of a complete revision
of our rates which would favor
such clients but on the other hand
would raise our general rate struc-
ture enough to keep our average at
least where it is now, if not a little
higher and a little nearer where it
should be.”
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Churches Hold No Public Body
Is Qualified to Censor Radio

Federal Council Points to Evils of Excessive
Regulation; Favers Public Advisory Groups

DEMOCRATIC control of broad-
casting and strict avoidance of cen-
sorship are advocated by the De-
partment of Research and Educa-
tion of the Federal Council of
Churches of Christ in America in
a report published by Abingdon
Press under the title “Broadcast-
ing and the Public.”

Subtitled “A Case Study in So-
cial Ethics”, the report was de-
signed to “reveal the difficult proe-
ess of building up social controls
in the form of law and usage for
the governance of a private enter-
prise which seeks to utilize discov-
eries and inventions in which the
community has much at stake.”

The report is described as the
most comprehensive body of in-
formation yet assembled concerning
the organization and conduect of the
industry. The types of broadcast-
ing-—entertainment, educational
programs and religious services—
are described in detail and the
problems of each are analyzed.
Controversial issues, monopoly con-
trol, advertising policies and cen-
sorship, for instance, are discussed
from different points of view. The
international problem arising out
of the use of radio as a diplomatic
instrument is shown to be exceed-
ingly serious.

Censorship Dangers

Development of democratic con-
trols, says the reports, is a funda-
mental problem of the radio indus-
try; governmental censorship is
dangerous.

“In a democracy freedom of
speech is a priceless possession,”
says the report. “No administra-
tive government agency is wise
enough to be entrusted with power
to determine what people shall
hear. Freedom of radio is almost
if not quite as important as free-
dom of the press. If either is cur-
tailed, our political and religious
liberties are imperiled. For this
reason we believe any attempt to
regulate utterances over the radio
by an administrative government
agency, except within canons of
decency, propriety, and public safe-
ty clearly defined by statute, is
dangerous and contrary to public
policy.”

Since radio channels constitute a
natural monopoly, however, ways
should be found to keep these “fre-
quencies” in the hands of broad-
casters who serve the public “inter-
est, convenience and necessity in
the fullest measure,” it was as-
serted. The report therefore urges
that the F'CC should be responsive
to community opinion concerning
the inerits of past services ren-
dered by applicants for the use of
frequencies.

To guard against political inter-
ference, prevalent over a lon,
period of years, and also to guar
against undue influence by self-ap-
pointed critics, the report recom-
mends that permanent voluntary
associations representing the cul-
tural interests of the community
accept responsibility for apprais-
ing radio programs. Such groups
would include educational associa-
tions, chambers of commerce and
labor unions, medical societies, re-

ligious bodies, and any other per-
manent cultural associations which
represent a valid community in-
terest.

The report contends that, if we
are to avoid an increased centrali-
zation of cultural activities under
the government, voluntary associa-
tions must function more vigorous-
ly and conscientiously in the de-
velopment of standards to govern
broadcasting as a public service.
“We cannot fairly demand,” it says,
“that the industry be responsive to
public need without making pro-
vision for the intelligent and con-
sidered expression of that need.”

Of the process of democratic
control the report says:

“The continual evolution of
standards that reflect the intel-
lectual, esthetic, and moral judg-
ment of the community and bear
testimony to a will on the part of
the industry to be responsive to the
demands of the community—this is
the heart of the problem of social
control in a nation which deliber-
ately rejects an unlimited concen-
tration of power in the hands of
government.”

100,000 PERSONS ranged down-
town Baltimore’s streets during
WBAL's introduction of Lone
Ranger with a big parade, ar-
ranged by Harold Burke (right),
station manager, and Philip Klein
(left), of Philip Klein Adv. Agen-
cy, Philadelphia, handling the ac-
count for 7 Up Bottling Co. It was
the station’s biggest merchandising
effort in its history, with the Balti-
more News-Post cooperating by
introducing the Lone Ranger strip
to its readers at the same time.

Insurance News

NORTH AMERICAN Accident In-
surance Co., Newark, is continuing
its spot programs, chiefly news, on
the following stations, with others
to be added from time to time:
WJR WLW WMCA KFI KPO
KDKA WBZ KGKO KNX WOAI
KPRC. Agency in charge is Frank-
lin Bruck Adv., New York.

Citation for O’Neill Pulitzer Drama
Sidetracked by FCC for Further Study

PRESS and public antipathy
against the FCC seemed to hit an
all-time high during the last fort-
night as an outgrowth of ils cita-
tion of WTCN, Minneapolis, be-
cause of the Beyond the Horizon
play relayed to it last July by
NBC-Blue network. As a matter of
fact, reaction against the citation
was so brisk and unanimous that
the FCC at its very next meeting,
set aside its action designating
WTCN’s license for renewal,
though it still hasn’t wiped the in-
cident from its books.

The editorial criticism in the
daily press, branding the action as
censorship and interference with
free speech, soon had the five mem-
bers of the FCC on the job reel-
ing. The citation came at the FCC
meeting of Sept. 27 (as first re-
ported in Oct. 1 BROADCASTING),
and at that time all five members
voted for the hearing to determine
whether the broadcast was proper.
Action apparently was taken on
tne basis of a single complaint from
a man and wife in the St. Paul-
Minneapolis area, and so far as
known, the authenticity of the
complaint was never verified. It al-
leged that profanity was used in
the broadcast of the 1920 Pulitzer
Prize winner written by Eugene
O’Neill, one of America’s foremost
playwrights.

A Change of Mind

First intimation of the impending
FCC action was given by BROAD-
CASTING in its Sept. 15 issue when
it announced that the Commission
had written the station asking for
a verbatim transcript, together
with other data. At its meeting
Sept. 27, with only five members
present, the citation for hearing

stood recommendation by the law
department came only after one of
its attorneys had urged against
that type of action.

Reports from FCC quarters are
to the effect that at the meeting
Commissiener E. O. Sykes ex-
pressed misgivings about the cita-
tion, but did not vote against it.
These reports also were that Com-
missioner George H. Payne pressed
for the action. At the next meet-
ing, Commissioner T. A. M. Craven
is understood to have sought to
alter his vote, and spread on the
minutes a dissent. This was not
done, however, it was revealed, and
a new vote was taken on Judge
Sykes’ motion.

At its Oct. 4 regular meeting,
however, and after the torrent of
editorial criticism, the Commission,
upon motion of Judge Sykes and
seconded by Commissioner Craven,
voted to reconsider its action of
the preceding week in designating
the WTCN license for hearing.
Then a second motion by Judge
Sykes, seconded by Commissioner
Craven, to grant the WTCN re-
newal application, was “passed over
to give opportunity to all members
of the Commission to study the
matter”.

Many newspapers picked up the
incident as a censorship threat.
The most amusing morsel, however,
was that published by Leonard Ly-
ons, New York columnist, on Oct.
6. He related that the FCC is cen-
soring stations which broadcast the
O’Neill prize-winner because of
some cuss-words in the script. Then
he observed: “The FCC officials
are not aware of the fact that an-
other Federal agency—the Federal
Theater—three times has presented

was ordered, though it is under-the same play, uncensored.”

Page 22 ¢ October 15, 1938

FREEDOM OF RADIO
VITAL, SAYS WOLL

DANGERS of Government censor-
ship and ownership of radio were
described Oct. 4 to the American
Federation of Labor Convention at
Houston by Matthew Woll, AFL
vice-president, who warned labor
forces of the evils that have beset
radio abroad. The address was car-
ried by KPRC, and Mr. Woll was
introduced by Joseph L. Miller,
NAB labor relations director.

As an example of American free-
dom, Mr. Woll referred to the ex-
temporaneous remarks over the air
by William Green, AFL president,
addressing a nationwide audience.
“There was no restriction and no
restraint,” said Mr. Woll. “He
spoke with complete freedom. I
know of no other country in which
that could have happened. That
freedom is something worth any
struggle to protect and maintain.”

So far the broadcasting industry
has resisted public ownership, Mr.
Woll said. “The industry knows, as
you know, that once the camel’s
head was in the tent it might not
be long until the body follows”, he
said, “and that private enterprise,
a right so vital to the American
system, might be forced to give
way to governmental operation of
the entire industry, with its conse-
quent evils.”

Program Cut Off

WORL, Boston, has announced
that the program of Judge J. F.
Rutherford, head of Jehovah’s Wit-
nesses, was cut off the station Oct.
2 after 24 minutes, when he quoted
from the book of an ex-Jesuit,
which condemned Pope Pius XI
and the Catholic Church. W. Cort
Treat, WORL general manager,
said he allowed the broadcast to
go on the air in behalf of free
speech despite many protests be-
fore the hour of broadcast, but
took it off the air when the partic-
ular statement was made. The
Rutherford broadcast originated in
New York and was sponsored by
his Watch Tower Bible & Tract
Society. Mr. Treat said that hun-
dreds of communications were re-
ceived by WORL commending the
action but that likewise violent pro-
tests came from many of Jehovah's
Witnesses of Boston and surround-
ing suburbs.

Seek Evening Discs

A DEPUTATION from the Ca-
nadian Association of Broadcasters
appeared early in October before
the CBC to ask more time for eve-
ning transcription programs. At
present exceptions are made of the
no - transeriptions - during - eve-
ning-hours ruling in favor of sta-
tions in districts where local talent
is scarce. Some of the smaller sta-
tions in the larger cities would like
a similar use of transcriptions
during part of the evening hours.
The present exceptions are gradu-
ated according to position and
power of the stations. No decision
was given the CAB committee at
Ottawa.

LONDON’S famed Trinity College,
devoted to high standards of classical
music the world over, on Oct. 3 named
Dr. Franklin Dunham, educational
director of NBC, as an honorary fel-
low. The award will probably be be-
stowed in New York early next
spring.
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SUCH GOINGS ON!

A finicky WOR sponsor whose name we
can’t reveal* recently made an offer on
ten daytime shows. He asked for ten cents,
promised a plant and demanded a proof
of purchase. No sooner had the first WOR
announcement fallen upon the first ears
than 1108 dimes, proofs of purchase, plants
changed hands. In all—13,608 dimes,
plants, box labels took transit. Satisfied,
but fidgetly curious, this sponsor analyzed
his mail. Up popped letters from 33 states
including Texas, Michigan, Minnesota,
Oklahoma, Indiana, Virginia, Florida,
Kansas, lowa, Missouri, Kentucky, South
Carolina— Colorado, even! To say nothing

of the seven states we guarantee. You

*Here, anyway

could almost (not quite) draw us through
a ring when we heard of it. A hoop, yes.
We have all this on the oath of the spon-
sor. And sponsors don’t exaggerate. About
results, that is. If this weren’t enough (we
think it is) WOR’s John Gambling re-
cently persuaded 1700 listeners one day,
5000 one week, to enter New York and
Brooklyn Childs Restaurants, order
meals, and add ten cents to every check for
coasters to lay glasses on. But don’t get
the idea that there’s anything unusual
about this. If you’ve had your ear to the
ground, you’ll know that we’ve acquired

a national reputation for topping the

WOR

paradox.
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New Proposal to Audit Radio

Drafted for Joint Committee

Oct. 28 Meeting to Consider $150,000 Survey;
Groups Fail to Agree on Acceptable System

DISAGREEMENT over a proposed
“yardstick” to measure listening
areas of stations, projected by its
technical subcommittee, developed
at the meeting of the Joint Com-
mittee on Radio Research in New
York Oct. 3, with the result that
another session has been scheduled
for Oct. 28. At that meeting, it is
expected, a revised proposal will
be offered. A special committee
representing the broadcaster, ad-
vertiser and agency groups was
named to draft the new plan.

As outlined by the technical sub-
committee, the plan for measuring
listening areas, it i3 understood, in-
volves personal interviews on a
county-sample basis of some 200,-
000 individuals, and would cost
about $150,000. The Association of
National Advertisers, through its
spokesman, President Paul B.
West, held a more detailed method
should be employed, entailing about
a2 half-million interviews and in-
volving an expenditure of possibly
$600,000.

The NAB group, obviously at
odds over proposals of both adver-
tisers and agencies, had entered
the meeting determined to reach
some sort of agreement designed
to approach the goal of establish-
ing a permanent cooperative cover-
age bureau and of devising an ac-
ceptable method and was prepared
to forsake the whole proposition
unless an understanding was
reached. Only ten members of the
15-man committee, however, were
present, with the result that it was
decided to schedule the meeting for
later this month.

No Agreement on Formula

NAB President Miller attended
the meeting as the head of the
NAB group. At a meeting of the
NAB Research Committee earlier
in the day, Arthur B. Church,
chairman of the NAB Committee,
resigned that post in favor of Mr.
Miller, but remains as chairman of
the NAB’s new research commit-
tee which will have seven, instead
of five members, and also remains
as a member of the Joint Commit-
tee. Mr. Miller's placement in the
chairmanship of the NAB group on
the Joint Committee was decided
upon since Mr. West, as ANA
president, and John Benson, presi-
dent of American Association of
Advertising Agencies, serve as
chairman of their respective groups
on the Joint Committee. Mr. Ben-
son is general chairman of the joint
group.

The feeling of the NAB group
apparently is that the advertiser
and agency members are demand-
ing more from broadcasting as a
medium than they procure, through
the Audit Bureau of Circulations,
from newspapers and magazines.
The Joint Committee was launched
in 1934 and got under way in the
fall of 1935. Several exploratory
studies have been undertaken, but
there has never been any agreement
on a formula.

Originally, NBC advanced $20,-
000 toward the Joint Committee’s
work, and CBS $10,000. In Jan-
uary, 1938, NBC and CBS each
committed themselves to $10,000
additional of which all but $5,000
is understood to have been paid,
Thus, some $45,000 has been spent,
excluding a special study on rural
listening habits financed by the
major networks at a cost of about
$15,000. This latter study, covering
some 100 counties over the coun-
try, will be considered for pub-
lication at the meeting later this
month, and among other things
will show farm audience, hours of
listening, product identity, age of
sets and similar data heretofore
unavailable.

Alternative Plan

The alternative plan to be draft-
ed for consideration at the Oct. 28
meeting is expected to vary con-
siderably from that proposed by
the technical subcommittee, of
which L. D. H. Weld, research di-
rector of McCann-Erickson, is
chairman. Mr. Weld was not pres-
ent due to illness which has kept
him away from his office for some
time.

Roughly, the subcommittee’s plan
is understood to provide for about
100 interviews per county, as an
average. Listeners would be asked,
along with routine questions about
set ownership and age, the basic
question: ‘“Please name the 1adio
stations that you and your family
regularly use for actually listening
to programs”, both for day and
night reception.

On a percentage basis station
rankings in given listening areas
would then be computed. The the-

CANDIDATE TIPS
NAB Booklet Suggests How

To Use Broadcasts——
HOW to write and deliver a radio
speech is deseribed by the NAB in
a booklet titled “Is Your Hat in
the Ring?” The publication is one
of a series under preparation de-
signed to aid men in public life in
radio technique, methods and ob-
jectives. An eduecational handbook
already has been issued.

The new publication is designed
especially for the political broad-
caster. The political section of the
Communications Act is quoted to
convey to the candidate that both
sides must be presented. The fore-
word, over the signature of Neville
Miller, NAB president, brings out
that the sole purpose of the book-
let is to help men in public life
prgsent their views convincingly by
radio.

ory was that a county would be in-
cluded in the primary area when
the number of people who regular-
ly listen to the station represented
a minimum or 16% of all of the
stations mentioned. The county
would be placed in the secondary
area of the station if the percent-
age of mentions ranged between 5
and 15%.

This percentage data would not
be published or made available but
would simply be projected on maps
or listings which would show for
each station the counties construed
as within its primary and secon-
dary areas, on a daytime and night-
time breakdown.

The subcommittee’s plan also
proposed, it was learned, that the
individual interviews be supple-
mented by automatic recording de-
vices for use in unusual cases
where other than normal condi-
tions might exist. The comumittee
favored the “audimeter” recording
device invented by Prof. Robert F.
Elder which was described in
BROADCASTING, March 1, 1936.
This device, when attached to the

RED CROSS-RADIO—Cooperation in future disasters was the basis of
a discussion Oct. 6 between Neville Miller, NAB president (left) and
Norman 8. Davis, American Red Cross Chairman. The NAB and the Red
Cross are establishing a permanent plan to coordinate emergency service
by radio with relief activity, based on the experiences in the Ohio Valley
flood of 1937 and the New England hurricane of last month. During the
discussion, Mr. Davis expressed his thanks to the industry for “its un-
selfish and humanitarian work” and for its “most cordial cooperation
with the Red Cross workers in the New England disaster recently.”
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receiver, records the actually lis-
tening of the owner by time of the
day and night, station, and actual
length of reception from given sta-
tions.

The subcommittee felt that per-
haps 100 of these audimeters
should be available to it for these
other-than-normal counties, and
they could be shifted from county
to county to supplement the per-
sonal interviews.

Establishment of a permanent
cooperative bureau to carry on this
work was suggested by the techni-
cal subcommittee. This organiza-
tion would be headed by a manag-
ing director, who would have re-
search specialists on his staff, with
headquarters presumably in New
York. Aside from the basic “yard-
stick” of determining listening
areas, the bureau also would car-
ry on the studies relating to meas-
uring of program popularity, lis-
tening habits, and actual signal
strength contours.

Continuing Studies

Upon completion of the listening-
area survey on a nationwide basis,
which would unquestionably mean
at least a year’s work, the techni-
cal subcommittee’s plan would be
to carry on that work continuous-
ly. Changing of station facilities,
licensing of new stations, and other
recurring alterations in the cover-
age picture would entail new stud-
ies. Moreover, the committee felt
that the nationwide listening area
study, if agreed upon, should be
made on a county-by-county basis
at regular intervals of perhaps
several years.

The nationwide survey, under the
subcommittee’s plan, would involve
only winter propagation and listen-
ing conditions, rather than sum-
mer. The three-month summer per-
iod could be covered in a separate
study.

Present at the Oct. 3 meeting
for the NAB were Messrs. Miller
and Church; J. O. Maland, WHO,
Des Moines; Roy Witmer, NBC
sales vice-president and John W.
Karol, CBS market research direc-
tor for H. K. Boice, who has re-
signed as sales vice-president of
that network. Mr. Benson presid-
ed. Other AAAA members present
were Dr. George Gallup, Young &
Rubicam Ine.; D. E. Robinson, Fed-
eral Advertising Agency, and Fred-
erick C. Gamble, AAAA executive
secretary. Mr. West was the only
ANA member present. Other ANA
members are M. H. Leister, Sun
0il Co.; Stuart Peabody, Borden
Co.; Dr. D. P. Smelser, Procter &
Gamble, and Chester Lang, Geneval
Electric.

WHBB Sale Proposed

SALE of the stock in WHBB,
Selma, Ala., a 100-watt outlet on
16500 ke., to Bascom Hopson, oper-
ator of WJIBY, Gadsden, and one-
time lessee of WAPI, Birmingham,
is proposed in an application made
public by the FCC Oct. 3. Forty
shares each would be sold by S. A.
Cisler Jr., manager of KTHS, Hot
Springs, and part owner of WGRC,
New Albany, Ind.; H. A. Shuman, ~
KTHS commercial manager, .and
G. W. Covington Jr., Montgomery
banker.
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Station WIRE
INDIANAPOLIS

announces the appointment

of
THE KATZ AGENCY

as its exclusive

national representatives

effective January first, 1939
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Charleston Storm

Finds WCSC Busy

Trick Twister Causes Damage
But Station Keeps Active

RADIO’s service in times of catas-
trophe was demonstrated once more
when, after a tornado had struck
Charleston, S. C., Sept. 29, caus-
ing extensive loss of life and de-
struction of property, WCSC,
Charleston, and BT, Charlotte,
N. C., improvised facilities in the
stricken area and carried descrip-
tions and relief messages to the
outside world.

The storm struck Charleston
shortly after 8 a. m. Thursday,
Sept. 29. Power to the WCSC
transmitting plant in Windermere
was cut off, with lines torn down
in three places. A few minutes
later the entire city had no power.
The only link outside the city was
secured when WCSC reversed the
regular NBC program circuit to
the AT&T repeating station at
Denmark, S, C, and used it as a
long-distance talking circuit.
Through this loop WCSC fed NBC
a pickup from the disaster scene,
along with a later pickup by WIS,
Columbia.

Off For Almost a Day

The WCSC transmitter was
without power for 23% hours.
Lines were repaired in time to de-
liver power to the transmitter so
WCSC could sign on at 7 a. m.
Sept. 30. No damage was done to
the transmitter, which was out of
the direct path of the tornado.

WCSC claimed a scoop of six
hours on its first broadcast fed to
NBC, at 12:30 p. m., Sept. 29,
carrying eyewitness descriptions,
interviews with victims, and a
statement by Gen. Charles P. Sum-
merall, chairman of the Charleston
Chapter of the American Red
Cross. Next day WCSC fed NBC
a talk by PWA Administrator
Harry Hopkins describing the dam-
age and rehabilitation plans, along
with a short statement from Mayor
Burnet R. Maybank. On Oct. 1, for
a South Carolina network, WCSC
originated a Red Cross appeal for
funds. Within 21 hours, WCSC
claims to have secured pledges of
$1,250.

WBT, Charlotte, sent a special
events crew, including Jim Be-
loungy, Dick Whitman, Charles
Crutchfield, Bill Bivens, and Bill
Mitcham, to Florence, S. C., where
they were met by state highway
patrolmen who escorted them to
Charleston. Over a direct wire to
New York, the WBT crew fed pro-
grams to CBS.

Avocado List
CALAVO GROWERS of Califor-
nia, Los Angeles (avocados) de-
pending upon the market crop, has
set Oct. 19 as starting date of a
four-week campaign on 7 CBS Pa-
cific Coast stations (KSFO,
KARM, KOIN, KIRO, KVI, KFPY,
KROY), using Fletcher Wiley’s
Housewives Protective League,
Wed., 12:45-1 p. m. (PST). This
will be augmented in Southern Cal-
ifornia starting Oct. 17 by a five-
weekly participation in that pro-
gram on KNX, Hollywood, only,
during the four weeks. The organ-
ization is now making up its list
and will use other stations and
types of programs as well, during
the campaign. Agency is Lord &
Thomas, Los Angeles.

WNLC WORST HIT
In New England, Tidal Wave
Hitting Transmitte

What WNLC Looked Like After
Holocaust

WORST hit of all New England

stations in the late September
flood and storm was WNLC, New
London, off the air three weeks
when its power lines went down.
Later the tower broke in the mid-
dle at the height of the tornado.

Engineer Neil Spencer barely
escaged from the transmitter build-
ing before a tidal wave inundated
it and washed out the front and
back walls. The network lines held
and WNLC supplied news via a
speaker in the lobby of the hotel
where its studios are located. Bob
Howell went on the air when a
WOR shortwave transmitter ar-
rived, with Al Guiseppi, the city’s
first contact with the world.
Charles Singer, WOR engineer,
obtained a converter from WOR
and WNLC was able to use DC
power from the hotel plant for
emergency operation. Other New
England stations aided WNLC in
;;est_lmmg service on an emergency
asis.

CP to Debut Requires

10 Weeks in Anniston

WHAT is probably a record for
time elapsed between securing a
construction permit from the FCC
for a new station and going on the
air for full commercial operation,
will be achieved by the new
WHMA, Anniston, Ala., when it
starts full schedule operation Oct.
28. Harry M. Ayers, publisher of
the Anniston Star, was authorized
to construct the station in a grant
made Aug. 3, effective Aug. 13.
Thus scarcely 10 weeks will have
elapsed before the station goes on
the air.

Operating with 100 watts day-
time on 1420 kec., the station’s
transmitter and speech input equip-
ment are being supplied by Collins
and its 156-foot tower by Win-
charger. Its staff will be headed
by John Pitts, formerly Southern
manager at Atlanta for World
Broadcasting System. J. G. Cobble,
recently with WROL, Knoxville, is
chief engineer, and Harold Russey,
formerly with WSIX, Nashville,
and WMFO, Decatur, Ala,, is pro-
gram director.
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Luden’s Is Active

LUDEN’S, Reading, Pa. (menthol
cough drops), is usinﬁ spot an-
nouncements on the following sta-
tions: NAC WTIC WTAG
WSYR WHEC WGR WBNS
WCKY WJR KMBC KSTP WDAY
KFI KLZ WFBR WFAA WBAP
KTRH WFBM WHAS WREC
WSMB KOMO and KHQ. A short
news program is broadcast on
WHO, Des Moines, three days
weekly, and weather reports are
given on WENR, Chicago. Luden’s
also is sponsoring three quarter-
hour programs per week on the
Make Believe Ballroom on WNEW,
New York. J Mathes, New
York, is the agency handling the
account.

Five Stations Are Added

To World’s Disc System
ADDITION of five stations to the
World Transcription System, ra-
dio’s first wax chain, bringing the
total number of affiliates to 36,
was announced Oct. 12 by World
Broadcasting System. The new af-
filiates, said A. J. Kendrick, World
vice-president in charge of Tran-
scription System operations, are
WTIC, Hartford; SFA, Mont-
gomery; KOY, Phoenix, and the
Arizona Network, comprising
KOY, KGAR, Tucson, and KSUN,
Bisbee-Douglas, which will be of-
fered as a group to advertisers de-
siring complete Arizona coverage.

WBS is now negotiating with
additional stations in a number of
cities, shooting for the goal of 75
outlets covering a like number of
foremost markets in the country.
WTS was inaugurated Oct. 1 as a
means of making spot broadcast-
ing available to advertisers and
agencies on a “package basis”,
with flexible and centralized con-
trol the dominating features.

Beaumont Tries Quiz

BEAUMONT LABORATORIES,
St. Louis (Four Way cold tablets),
has started Four ay Question-
naire on WMAQ, Chicago. Heard
Mondays and Fridays, the program
is an audience “},}articipation quiz,
placed by H. W. Kastor & Sons
Adv. Co., Chicago.

Big Texaco Disc Series

Placed on 148 Stations

TEXAS Co., New York (Texaco).
by Oct. 1 had signed 148 stations
of the United States and Canada
to carry the quarter-hour shows
produced during September by the
NBC Transcription Service, thus
forming one of the largest dealer
cooperative campaigns on the air.
Forty-two states are covered in the
schedule of programs, broadcast
one to three times weekly. The
campaign was planned by Buchan-
an & Co., New York. Station list
includes:

WMFO KVOR KWYB KOY KCRJ
KGAR KSUN KGLU KUMA KTHS KLCN

KLRA WVCB KRM KVOE KHUB
KIEN KTRB KSRO KQW KERN KFSD

KOVC WBNS KBIX KHBG WKY KFJI
KWO0S KRNR KAST KMED KSLN
WMBS WKOK WAIM WOLS KGFX
KOBH KSOO KABR KWTN KRLD
KRGV KFRO KPRC KTSM KFPL WRLH

K O
KWYO KDFM KVRS CFCL CJIC.

ANA Elects Officers

A. T. PREYER, vice-president of
Vick Chemical Co., New York, was
elected chairman of the board of
the Association of National Adver-
tisers at the annual meeting held
Sept. 28-Oct. 1, at Hot Springs,
Va. Three vice-chairmen were
chosen: A. O. Buckingham, Cluett,
Peabody & Co., New York; Ken-
neth Laird, Weco Products Co.,
Chicago, and D. P. Smelser, Proc-
ter & Gamble Co., Cincinnati. Paul
B. West was re-elected president
of the association, and H. W.
Roden, Johnson & Johnson, New
Brunswick, N. J., was elected treas-
urer. Directors named were: Nor-
throp Clarey, Standard Oil Co.;
H. B. Thomas, Centaur Co., New
York; P. C. Handerson, B. F.
Goodrich Co., Akron, and Carleton
Healy, Hiram Walker Co., Detroit.

Pt
s "
F ol e R i nih

A GOOD JOB was done by WTHT, Hartford, during the September hur-
ricane-flood emergency. Off the air only 45 minutes due to a broken feed
line, it stayed on the air throughout the emergency and devoted entire
facilities to flood bulletins practically continuously, carrying 30,000 of
them, feeding Mutual three programs and canceling all other programs.
Here are the emergency announcers, left to right: Fred Beiber, Ray
Markey, Bob Martineau and Walter Nelson, at the peak of the storm.
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The New Collins 260
Limiting Amplifier

is a superb job of engineering. For one
thing, it uses an entirely new, different
end reliable automatic gain control circuit.
We cannot begin to talk about the many
features of the 26C within the space of
this page, so we suggest that you get the
26C Bulletin and settle down for an inter-
esting fifteen minutes of enlightenment.
Then get a 26C for your station. It will

do a real job for you.
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Mutual’s Plea for Extension

Of CKLW Attacked at Hearing

WJBK Contests Affiliation as Placing Outlet in
Better Position Than Detroit Siations

APPLICATION of Mutual Broad-
casting System for extension of its
authority to transmit programs
from and to CKLW, Windsor-De-
troit, drew heavy fire from WJBK,
Detroit local, during a hearing
Oct. 3-4 before Examiner Melvin
H. Dalberg. Appearing as inter-
venor with WIBK, represented by
Elmer Pratt, was WSAY, Roches-
ter, N. Y., represented by Frank
Stollenwerck, although WSAY pro-
fessed no concern with the Detroit-
Windsor situation except us MBS
programs coming to CBL and
CFRB, Montreal, through CKLW
might affect WSAY business in the
Rochester area.

WJBK, alleging that CKLW was
interested in maintaining itself as
an MBS outlet primarily to en-
hance ity position as a Canadian
competitor in Detroit’s “fourth
largest American market”, pro-
duced subpoenaed documents and
witnesses purporting to show that
the Canadian station was resort-
ing to “unfair trade practices” to
secure business on the American
side of the boundary.

Louis G. Caldwell, counsel for
MBS, objected generally to all tes-
timony along this line, asserting
that CKLW was no issue in the
case, that it was merely a question
of whether or not MBS should be
atforded the same privilege of Ca-
nadian outlets accorded CBS and
NBC.

Mr. Caldwell was assisted by
Reed T. Rollo and Percy Russell.
Samuel Rogers, K. C., Toronto, au-
dited the proceedings for CKLW.
Walter Johnson sat as FCC coun-
sel at the hearing.

Weber Cites Advantages

George Davis, Washington con-
sulting engineer, opened the MBS
case, presenting comparative cover-
age statistics of stations in the De-
troit area, including WWJ, WJR,
and CKLW, and reviewing the net-

work affiliations of Detroit sta-
tions.
Fred Weber, general manager

of MBS, explained that CKLW af-
filiation was important to the net-
work not only because CKLW was
the key to Canadian- American
broadeasts, necessary as a matter
of service and ‘‘prestige”, but also
because CKLW was the MBS outlet
in the important Detroit area. Mr.
Weber held that if the license were
not renewed and MBS were de-
prived of its outlet in this rich com-
mercial area, advertisers would re-
sort to other media or the other
networks to obtain coverage in this
territory. He explained that when
CKLW originated a program for
MBS, it was fed directly to MBS
lines via the toll test board in De-
troit, passed out on regular lines
on a round-robin of MBS stations,
including CKLW, and also trans-
mitted to Canadian Broadcasting
Corp. through a working agree-
ment, for distribution to other Ca-
nadian stations.

Mr. Pratt said WJIBK was not

concerned with MBS service to
Canada and that “an exceptional
situation” existed in the Detroit
area since it was, in last analysis,
a matter of a Canadian station,
outside the jurisdiction of the FCC,
engaging in direct competition with
American stations, among them
WJIBK, susceptible to close scru-
tiny by the FCC. Mr. Weber count-
ered by pointing out that restrie-
tive contracts of Montreal and To-
ronto stations limit MBS in Can-
ada, and that CKLW is the key to
MBS service both in that country
and the Detroit area.
Competitive Position

When Mr. Pratt asked Mnr.
Weber just how CKLW would bene-
fit from MBS affiliation, pointing
to his previous general testimony
on network benefits and detriments,
Mr. Weber declared he was not
qualified to answer questions on
local situations. He analyzed the
MBS service used by CKLW, re-
ferring to a program log previous-
ly entered as an exhibit, pointing
to the relatively small amount of
commercial service carried during
the ‘“typical” week. CKLW has
originated for MBS an average of
only one program per month from
October 1937 to June 1938, he said.

Presenting the WIBK case, Mr.
Pratt explained that the Detroit
station was concerned only with
the question of whether or not the
MBS arrvangement with CKLW
placed it in a more favorable com-
petitive position with other stations
serving the Detroit area. He also
alluded to ‘‘certain evidences of
fraudulent practices”, later ampli-
fied to include alleged price-cut-
ting, rebates, and cost-per-inquiry
or contingent rates. The practice of
CKLW of importing American tal-
ent for some of its programs also
was questioned.

R. D. Martin, consulting cngi-
neer, outlined the results of a field
intensity survey of CKLW made in
1935, demonstrating Detroit cover-
age of the station. On cross-exami-
nation Mr. Martin qualified the
1935 findings by explaining that no
population study or complete cover-

While War Pends

YEAR ago WOAI, San An-
tonio, gave to a startled
world news of its latest dis-
covery—a barking spider. In
subsequent mail Newscaster
Ken McClure received a pur-
ported specimen of such a
creature, and for weeks re-
searched on his own to find
out whether or not the arach-
nid really barked. The spider
finally died, however, and
further study lagged. Re-
cently Mr. MecClure got an-
other spider from Eagle Pass
and once more he is trying
to learn whether such an od-
dity does exist. Meantime he
is keeping his listeners in-
formed on the progress of
his scientific research efforts.

age survey was made with the
present CKLW antenna,

Scripps Gives Cost Data

In an attempt to show the in-
creased costs of a United States
station over one in Canada, Mr.
Pratt called William J. Seripps,
general manager of WWJ, to the
stand. Mr. Scripps outlined costs
to WWJ of personnel, talent, mu-
sicians, and various royalties and
licenses, including ASCAP fees. He
estimated also that WWJ enjoys a
large listening audience within a
radius of 100 miles of Detroit, in-
cluding Canadian territory, al-
though he stated that coverage
maps circulated to advertisers and
agencies do not stress the Canadian
coverage. Since the majority of
WWJ listeners are on the Ameri-
can side, the Canadian coverage is
not any great factor in getting
business, he added.

B. G. Beveridge, advertising
wmanager of the Kelvinator factory
branch store in Detroit, told of a
cooperative advertising arrange-
ment with Ned's Auto Supply, sell-
ing Kelvinator refrigerators, for
payment on a 50-50 basis for cer-
tain commercial programs on
CKLW. Mr. Pratt attempted to
show that rebates, allegedly dis-
closed in depositions filed in the
case, were made subsequently by
CKLW to Ned’s Auto Supply, with-
out the knowledge of the Kelvina-
tor firm.

Following up his efforts to estab-
lish unfair trade practices on the
part of CKLW, Mr. Pratt then
called M. W. Kempthorne, Detroit,

AT OPENING of the new NBC-Red Vox Pop series for Penn Tobacco

Co.’s Kentucky Club pipe tobacco, this group of five was caught in the
lobby of the RCA Bldg. Left to right are Wally Butterworth, announcer;
Nate Tufts Jr., Ruthrauff & Ryan production director for Vox Pop;
Heagen Bayles, manager Ruthrauff & Ryan radio department; Parks
Johnson, announcer, and Graham McNamee, veteran NBC announcer.
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CBS Eliminating

Two Texas Locals

CHANGES in the CBS Texas cov-
erage picture, through elimination
of two 100-watt outlets by Feb. 1
which now are also associated with
the Texas State Network and with
MBS, were announced Oct. 4 by
William P. Gittinger, CBS sales
manager.

On Oct. 15, KNOW, Austin 100-
watter, leaves the network, and by
the end of the year WACO, Wacq,
is expected to terminate its affi.-
iation. These stations, now owned
by Hearst Radio Inc.,, are both
under contract to be sold to two
Fort Worth oil men for $50,000
each, with Elliott Roosevelt, presi-
dent of Texas State Network and
of Hearst Radio, expected to take
over their operation and manage-
ment upon FCC approval of the
transfers.

Mr. Gittinger announced in his
letter that upon KNOW’s departure
from CBS that KTSA, San An-
tonio, now so0ld in conjunction with
KNOW at $250 per evening hour,
returns to the base rate of $175
per evening hour, which it had be-
fore the stations were sold as a
unit. :

By the end of the year, he added,
KRLD, Dallas, plans to be in oper-
ation with a new 10,000-watt trans-
mitter, “adding 25 to 40 miles to
the radius of its present primary
area, and increasing the efficiency
of its signal within that area by al-
most 50%"”. With that operation,
he added, the CBS affiliation with
WACO will terminate as of Feb. 1.

treasurer of Essex Broadcasters
Corp. Inc., owners of CKLW and
a 3subsidiary of Western Ontario
Broadcasting Co. Ltd, who pro-
duced books of the company. These
allegedly showed rate-cutting, con-
tingent contracts and rebates.

Willard Lapp, Mr. Kempthorne's
predecessor as treasurer of Essex
Broadcasters, who left the employ
of the company this spring, was
questioned on relations between Es-
sex Broadcasters and Western On-
tario Broadcasting Co. He testified
in connection with alleged rebates
and rate-cutting.

Right to a Profit

To rebut this testimony Mr.
Caldwell called J. Fred Hopkins,
manager of WJBK, and confronted
him with a financial statement of
his station to show that WJBK was
enjoying a greater profit than other
locals in a similar situation, and
indicating that apparently CKLW
was not actually hurting WJBK’s
business as much as alleged. Mr.
Pratt declared that this was no fit
standard, that WIBK was fighting
for its right to increased financial
benefits.

J. E. Campeau, general manager
of CKLW, was questioned by Mr.
Caldwell on the procedure followed
in complying with immigration
regulations when American talent
is imported to the Windsor stu-
dios. He was also questioned exten-
sively on the procedure of origi-
nating programs for CKLW in
America. Winding up the proceed-
ings at a night session Oct. 4, L.
J. DuMahaut, CKLW sales man-
ager, was questioned on CKLW
contracts with advertisers, partic-
vlarly Philco and Snow Sales Co.

BROADCASTING ¢ Broadcast Advertising
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® The Caption is trite. With no Yardstick

on the Cost of Time, the phrase has
remained abstract. And, with no yardstick,
some stations have been allowed to carry
the ball for five or six downs with posses-

sion undisputed.

® Through an original analysis of the Cost
of Time, KWK has established a Yardstick
for the National Spot Sponsor. And this
Yardstick, developed by simple logic alone,
makes KWK the outstanding selection in

St. Louis for the National Spot Sponsor.

Write for Booklet explaining new yardstick— the name of it is, “It’s About Time.”’

HOTEL CHASE

New York

THOMAS PATRICK INCORPORATED

SAINT LOUIS

Representative PAUL H. RAYMER CO.

Chicago San Francisco
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W hy voters today

— as their

N THE OLD DAYS, the grandfather of today’s
I[ voter got his political facts from the rumor ex-
perts around the cracker barrel in the village store.
Authoritative non-partisan sources of information
were hard to find. Never could grandfather push
a button and tune in a radio discussion of both
sides of a political issue...local or national. Prob-
ably grandfather never heard a President speak,
or a Secretary of State, or a Senator from a neigh-
boring State. He never listened to an English King
or a French Minister. Foreign issues and even
most national issues were a closed book to most
of the electorate before the days of radio.

RADIO BRINGS OUT THE VOTES
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What the American System of Radio Networks
and of Broadcasting has done for Voters Today

Today every man in the broadcasting business can
take a bow for his share in performing a real pub-
lic service for all America. For, the sum total of
all broadcasting jobs makes it possible to give the
Nebraska farmer and the California housewife the
opportunity to be as close to national and interna-
tional affairs as the alert resident of Washington.
By reporting events impartially as they happen...
by presenting both sides of every national or local
issue. .. broadcastersare helping improve the nation.
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RADIO CORPORATION OF

RADIO CITY, NEW YORK

RADIOMARINE CORPORATION OF AMERICA
NATIONAL BROADCASTING COMPANY

RCA MANUFACTURING CO,, INC. -
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An Informed Electorate
Makes for a Better America!

Thanks to the work of the men in broad-
casting, the American democracy has
the opportunity to function better than
ever before in history. You broadcasters
keep voters informed . . . on their toes.
And greatest of all. .. you give them the
opportunity to form intelligent opinions
based on unbiased facts.

Since its inception the Radio Corpo-
ration of America has been a leader in
furthering this service to the public. The
first election returns reported over the
radio . . . announcing the election of
Warren G. Harding . . .were broadcast
by Station KDKA, now a station asso-
clated with National Broadcasting Com-
pany. Last year there were 821 micro-
phone appearances of prominent states-
men over NBC networks. This year the
facilities of all 154 N BC stations are again
available to clarify issues and to present
the views of leading candidates to the
voters of our nation.

Listen tothe “ Magic Keyof RCA” every Sunday,
2tw30.m,E S 1.,0n NBC Blue Network.

AMERICA

RCA COMMUNICATIONS, INC.
RCA INSTITUTES, INC.

WORLD’S* FIRST POLITICAL BROADCAST

NOVEMBER 2, 1920

This photograph shows an in-
teresting scene during world’s
first pre-scheduled radio broad-
cast, when Station KDKA in
Pittsburgh sent out Harding
Presidential election returns in

www americanradiohistorv.com

1920. Second from right is an-
nouncer in front of microphone
which resembles primitive tele-
phone transmitter. KDKA 1is
now an outstanding National
Broadcasting Company station.
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Comparative Cost
Of Major Media
Shown by Survey

Basis of Data Used by CBS
In Comparison Is Outlined

AN ARTICLE was published by
BROADCASTING Sept. 1 on the com-
parative cost of the three major
media. Based on data supplied by
the Columbia Broadcasting Sys-
tem, it sought to establish the rela-
tive efficiency of newspapers, mag-
azines and radio in terms of dollar
cost per thousand families actuall
reached by a sales message in eac}‘:
of these media.

Wilder Breckenridge, of the Bu-
reau of Advertising, American
Newspaper Publishers Association,
has pointed out that a statement
by Dr. George Gallup was misquoted
in that article. Lest any of its
readers feel that the Columbia
conclusions were based on invalid
data, BROADCASTING has conferred
with CBS and obtained an expla-
nation in further detail as to how
the basis for newspaper computa-
tions was determined.

The Sept. 1 article included this
statement: ‘“Dr. Gallup, in his ex-
tensive studies of newspaper read-
ership (see Editor & Publisher,
Feb. 8, 1930) has found that a
‘better-than-average’ half-page ad
will be read by only 10% of the
total circulation.” .

The statement by Dr. Gallup, to
which the above observation di-
rected attention, actually reads as
follows: “We can say that a quar-
ter-page advertisement for a high-
er priced automobile is good from
the point of view of layout and
copy when it is read by more than
T per cent of the business and pro-
fessional group; poor when it is
read by a smaller percentage.”

Validity of Data

It is understandable that, in
view of the way in which the
BROADCASTING analysis proceeded
from this point, the ANPA might
regard the final cost equations as
based on nothing more than a mis-
quotation. Actually, however, CBS
researchers used a good deal of
other material to arrive at the final
cost-equation for newspapers, tak-
ing logical steps to work out the
answers.

And when this figure was ar-
rived at, on the basis of the latest
available newspaper research data,
CBS checked its conclusions with
several advertising agency re-
searchers before they were submit-
ted to the client who originally re-
quested them. In every case, opin-
ion was unanimous that these fig-
ures were as valid as it was pos-
sible to make them—in the light of
present data.

In fact, Roy Durstine’s address
before the ANPA on April 27 last
is helpful in this connection, As
spokesman for the advertising
agency business, he described the
average resultfulness of newspaper
advertising thus: “ . remember
that with radio we are talking
about sets funed-in [italics Mr.
Durstine’s], while research men
tell us that not more than 100 men
or 15% of a newspaper’s readers
ever read the inside pages.

Space limitations, in the original
article, did not permit the clarifi-
cation of each step involved, but
the facts are these:

Dr. Gallup, in his quoted state-

{(Continued on Page 48)
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EDUCATIONAL activities on the air occupied educators and radio

executives of four States who met Sept. 30 in Louisville as guests of
WHAS. Here are Allen Miller, director of University Broadcasting
Council, Chicago; Franklin Dunham, educational director of NBC; Ster-
ling Fisher, educational director of CBS; Dr. John W. Studebaker, U. S.
Commissioner of Education, all of whom discussed radio education.

Educational Radio Problems Discussed
As Four States Confer at Louisville

RADIO executives and educators
from Kentucky, Indiana, Tennessee
and Ohio met with Dr. John W
Studebaker, S. Commissioneyr
of Education, Sept. 30 as guests of
WHAS, Louisville, to discuss radio
as an educational medium. Dr.
Studebaker, who delivered the prin-
cipal address of the conference,
was introduced by Barry Bingham,
president and publisher of the
Courier Jouwrnal and Times, and
owner of WHAS.

“The conviction is upon us,” said
Dr. Studebaker, “that this particu-
lar area of our life called radio
presents a striking illustration of
the need for preserving our charac-
teristic American way of finding a
happy medium between two ex-
tremes. Our conference today offers
a welcome opportunity for the ex-
change of opinions in the interest
of mutual benefit and the develop-
ment of a general program for
benefit of the public as a whole.

Pooling of Effort

“Education is old. Radio is new.
If they are to work together they
must find, and are finding a middle
ground on which cooperative effort
becomes effective. Each group is
learning much from the other. In
the final analysis, we must realize
that neither private nor public mo-
nopoly can serve the best ends.
There must be a pooling of our in-
terests.”

In opening the conference, Credo
Harris, director of WHAS since its
establishment in 1922, explained
its purpose, He observed that at-
tendance in classrooms may be com-
pulsory, but such is not the case
with radio. We must contrive to at-
tract and somehow hold our listen-
ers. That is a situation which must
be taken account of in the prepa-
ration of our educational programs,
and it is our hope that this confer-
ence may develop something to
further that end.”

Allen Miller, director of the Uni-
versity Broadcasting Council of
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Chicago, made a ‘‘confession of
personal failures” in his efforts to
develop educational broadcasts.

“Let me point out,” he said,
“some of the pitfalls which are apt
to entrap us. First of all, educa-
tion, like the radio, needs to accept
three fundamental principles in its
radio endeavor. Those three princi-
ples are public interest, conveni-
ence and necessity. Success depends
upon keeping them in mind.”

He also indicted educational pro-
grams as often being too limited in
their appeal, and failing to vitalize
education for the public.

“Universities and schools spon-
soring programs too often seek
publicity for themselves instead of
attempting to render public serv-
ice,” he asserted. “They should
realize that the desired publicity is
best obtained by serving to the best
interests of the public. Attempting
to sponsor too many programs, for
example, is a common fault. Quality
should be emphasized, not quan-
tity.”

Myr. Miller proposed organization
by schools of associations on a
large scale to develop and promote
a general radio-educational pro-
gram.

Presenting the radio side of the
picture, Sterling Fisher, educa-
tional director of CBS, told of
work being done by the networks
to promote educational broadecast-
ing.

Outlining the ideal educational
radio program, Franklin Dunham,
educational director of NBC, listed
five essentials.

“Such a program,” he said,
“should propose to increas: = -—-'-
edge, provide training of skius, ue-
velop appreciation of life, increase
moral and spiritual values and
have ability to make the listener
think.”

In attendance were:

Paul Garrett. Western Kentucky State
Teachers College, Bowling Green, Ken.
Elmer G. Sulzer, University of Kentucky.

Lexington.

BoylanClaimedbyDeath:

Introduced Wattage Bill

REP. JOHN J. BOYLAN, New
York Democrat who early in the
last session of Congress introduced
the wattage tax bill proposing a
$1 to $3 tax per watt on broadcast
power, died in New York Oct. 5 at
the age of 68. He had been a mem-
ber of Congress for 15 years and
was a member of the important
House Appropriations Committee.
The wattage tax bill, written for
Congressman Boylan by George H.
Payne, FCC commissioner, received
scant support in the last Congress.
In fact, Mr. Boylan himself evinced
little interest in it after placing it
in the hopper. It expired with the
adjournment of Congress.

Weco Using Ranger

WECO PRODUCTS Co., Chicago
(Dr. West’s toothpaste and tooth-
brushes), on Oct. 31 will join the
list of companies sponsorini the
Lone Ranger program now heard
on 17 Mutual stations. The addi-
tional stations will be WAAB, Bos-
ton; WEAN, Providence, and
WKBW, Buffalo, Mondays, Wed-
nesdays and Fridays, 7:30-9 p. m.
J. Walter Thompson Co., Chicaga,
is the agency for Weco. The pro-
gram originated under the spon-
sorship of the Gordon Baking Co.,
Detroit, on WXYZ, Detroit, with
the later addition of WGN and
WOR, and sponsors in all parts of
the country.

R. H. Crossfield. Transylvania College,

Lexington.

ames H, Hewlett, Dean, Centre College.
Danville.

R. E. Olmsted. Evansville College. Evans-
ville, Ind,

Clarence M. Morgan. Indiuna State Teach-
ers College, Terre Haute, Ind.

John Sembower, Indiana State Teachers
College, Terre Haute.

Harry Elder, Indiana State Teachers Col-
lege, Terre Haute. X
8. C. Carrison, Peabody College, Nashville.
Newton King, Asbury College, Wilmore,

K

Y.
Lawrence Brewer, University of Kentucky,
Lexington.
Dick Smith, State of Ohio, Columbus.
Charles T. Morgan, Berea College. Bereu,

Ky,

J. R. Sterritt, Western Kentucky State
Teachers College, Bowling Green.

Ear] A, Moore, Western Kentucky State
Teachers College, Bowling Green.

H. L. Donovan, President, Eastern Ken-
tucky State Teachers College, Richmond,

y.
R. R. Richards, Eastern Kentucky State
Teachers College, Richmond,
Henry C. Pepper, Georgetown
Georgetown, Ky.

W. W. Horton, Co. School Superintendent,
Owingsville, Ken.

Hugh Spalding, Superintendent of Marion
Co._Schools, Lebanon, Ken.

College.

W. R. Carson Jr., Superintendent of
Ohio Co. Public Schools, Hartford, O.
H. A. Cocanougher, Supt. of Boyle Coun-y

Schools, Danville, Ky.
Arthur Fischer, Co. Supt.. Washington Ce.,

Ind.
E.KJ. Paxton, Ex-Co. Supt., Shelby Cc.,

¥,

Alex Jardine, Evansville Public Schools,
Evansville, Ind.

F. E. James, Co. Supt. of Schools, Scott:-
burg, Ind.

W. E. Wilson, Supt. Clark County Schools,
Jeffersonville, Ind.

Shelby C. Adams, Co. Supt. of Schools,
English, Ind.

Harry Stone, WSM, Nashville.

Powell Stamper, WSM, Nashville,

Lawrence Hager, WCMI, Owensboro, Ky.

George Russell, WGRC, New Albany, Ind.

Mendel Jones, WCKY, Covington, Ky.

Joseph Ries, WLW, Cincinnati.

Mrs. Ruth® Lyons, WKRC, Cincinnati.
Martin Leich, WGBF-WEQA, Evansville,

Ind.

Mrs, Charlotte Falkner, WGRC, New Al-
bany, Ind.

Wi (é Swartley, WOW-WGL. Fort Wayne,

nd.

C. M. Everson, WHKC, Columbus.

Larry Roller, United Broadcasting Co.,
Cleveland.

Horace Capps, WBOW, Terre Haute.

George Patterson, WAVE, Louisville.

Nathan Lord, WAVE,
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business, remember — 9,023,290 worth of
The Best Buy Is ... 4 5.954,346 worth of
2,990,000 worth of

NBC RED NETWORK
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RIVERSIDE

New Cars and Trucks
Gasoline and Oil

Milk

Canned Goods

Bread

Tires and Accessories
Drugs

Used Cars and) Trucks
Coffee
Electric\Refrigerators
Radio Sets

Cosmetics

Electric Washing Machines

2,073,242
Total purchases of $351,512,839 for the above items
based on U. 5. Department of Commerce figures
KFl » Los Angeles ¢ KECA

Yacuum Cleaners

EDWARD PETRY & CO., Natione!l Sales Representatives
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PROBLEMS of radio were turned over and exposed to
discussion as the 1st District NAB met Oct. 4 in
Yankee Boston studios. In first row (seated, 1 to r)
are John A. Holman, WBZ, Boston; Neville Miller,
president of NAB; John Shepard 3d, Yankee and
Colonial president, director 1st District; Gerald Slat-
tery, WCOP, Boston, also WNBC, New Britain and
Miss Bertha Bannon, WDEV,
Waterbury, Vt.; second row, G. S. Wasser, WQDM,
Welsh, WSAR, Fall
River; H. William Koster, WPRO, Providence; Paul

WELI, New Haven;

St. Albans, Vt.; William T.

Lowell;

Morency, WTIC, Hartford; standing, William Haase.
WDRC, Hartford; Mr. Eger, of WQDM, St. Albans,
Vt.; Ed Lord, WLNH, Laconia, N. H.; Quiney A.
Brackett, WSPR, Springfield; G. F. Kelly, WCSH,
Portland; E. J. Morey, WNLC, New London; Harold
E. Fellows, WEEI, Boston; E. E. Hill, WORC, Wor-
cester; C. G. Delaney, WTHT, Hartford; H. J. Wilson,
WHEB, Portsmouth; Bernard Howe, WCOU, Lewis-
ton; A. S. Moffatt, WMAS, Springfield; Richard E.
Bates, WGAdN.RPortland; Gerald Harrison, WLLH,
an L

W. Hodgkins, WGAN, Portland.

Prompt Action on Copyright Advocated
By Miller at New England NAB Session

VOICING a demand for proper
dealing between radio and labor,
and urging a united front for ra-
dio as an industry, Neville Miller,
President of the NAB delivered
the keynote speech at the regional
meeting held for New England
broadcasters at the studios of the
Yankee Network Oct. 4. John
Shepard 3d, president of Yankee
and Colonial networks and NAB
director of New England presided,
and with Mr. Miller discussed diffi-
culties confronting the industry at
the present time and offered sug-
gestions as to the proper remedy.

Mr. Miller pointed out specifi-
cally the importance of radio stand-
ing together as an industry and
eniphasized the need for free
speech.

“I believe that radio stations
underestimate their great value,”
he said. “These stations are the
most potent factor in the world
today for good or evil, and the
owners of our radio stations must
fight for the right to do their job
in the way it should be done. We
must have proper dealing with or-
ganized labor. We must have prop-
er dealing in every respect as far
as the Copyright Act is concerned
and we must find out immediately
where we stand with ASCAP.

A Definite Policy Needed

“We must have proper dealing
with other agencies in the field
such as newspapers, and all of
these problems must be solved by
radio as an industry. I, personally,
feel that the newspapers do not
know their own positions in regard
to radio. Many of them are envi-
ous, feeling that radio has taken
away some of their advertising,
when the truth of the matter is
that radio has made more adver-
tising.

“Radio must have a definite
policy and it is the plan of the

NAB to develop this policy, with
the aid of its members.”

Later, going into the ASCAP
situation, President Miller was out-
spoken in his demand to know
where radio stands as far as the
matter is concerned. “We must
find out,” he said, “just where ra-
dio stands with ASCAP and we
must do it now so that in two
years radio, if necessary, can be
prepared to take care of itself. If
we wait on this matter we will be
too late for we must have time to
make our own preparations if ne-
gotiations with ASCAP which are
to come in the future, should fail.
Let us find out just where radio
stands now with ASCAP, and if
necessary, let us prepare to fight.”

Political Regulations

After a brief outline of the so-
cial, economic and industrial ac-
complishments of radio, President
Miller brought up the matter of
political broadcasting, voicing a
demand for the necessity of
changes in the regulations of such
broadcasting. “They are trying to
make laws which are only appli-
cable to newspapers also apply to
radio in this regard,” he said. “But
newspapers do not have to give
equal space to all candidates for
political office. Radio is restricted
in this regard and it cannot cen-
sor. As far as cutting off a politi-
cal speaker who might deviate
from his original manuseript, even
if such a manuseript had been read
over in advance by the station.
they would be expecting radio en-
gineers to assume the role of
lawyers. This cannot be accepted
as radio engineers are not sup-
posed to know slander.”

Upon completion of his talk,
both President Miller and Mr.
Shepard, opened the meeting to
questions and went into the vari-
ous problems of the industry as
voiced by those present.
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WPIC Ready for Debut

As Sharon, Pa., Qutlet

ALTHOUGH its staff is not yet
complete, the new WPIC, Sharon,
Pa., authorized last April by the
FCC to operate with 250 watts day-
time on 780 kec., will go on the air
on or about Oct. 24, with John
Fahnline as general manager. Mr.
Fahnline is one of the stockholders
in the Sharon Herald, which con-
trols the station. The newspaper’s
interests will be represented by A.
W. McDowell, publisher,

The new station will use West-
ern Electric equipment throughout,
with a 250-foot Blaw-Knox radia-
tor. UP news service and AMP
transcription library have been
ordered. Studios will be maintained
both in Sharon and nearby Farrell.
Paul Gamble, formerly with
WKBN, Youngstown, has been ap-
pointed program director; J. T.
Van Sweringen, also formerly with
WKBN, commercial manager; .
C. Heck, formerly with WMMN,
Fairmount, W. Va., chief engineer;
John C. MacDonald, formerly with
WLEU, Erie, and KFRO, Long-
view, Tex., chief announcer.

A resolution was passed that at
the next formal meeting to be held
in this area next spring, only
members of the NAB be permitted
to attend. This came after Mr.
Shepard had urged all stations,
not already enrolled as members
of the Association, to affiliate. At
the beginning of the meeting and
prior to President Miller’s address,
Mr. Shepard made a brief explana-
tion of the Wages and Hours bill,
calling its attention to those pres-
ent, and voiced his opinion against
free space for the moving picture
industry in radio programs, citing
asone of his reasons the recent one
million dollar alloeation for adver-
tising, made by the motion picture
industry, which was confined solely
to the newspapers with no provi-
sion of any kind for radio.

Libel Suit Called
Free Speech Blow

Rosenbaum Answers Action hy
Annenberg Against WFIL

ACTION of M. L. Annenberg,
publisher of the Philadelphia In-
quirer and also of Radie Guide, in
tiling six libel suits following =2
speech by Senator Joseph Guffey,
(D-Pa.) broadcast by WFIL, Phii-
adelphia on Oct. 6, was describel
as a threat to free speech by Sani-
uel R. Rosenbaum, president of
WFIL. Mr. Annenberg on Oct. 7
filed ecivil suits in Philadelphia
Common Pleas Court against Ser.-
ator Guffey; the Philadelphia Rec-
ord and its publisher, J. David
Stern; Albert M. Greenfield, Phii-
adelphia real estate man, banker,
and prominent Democrat; WFIL,
and Mr. Rosenbaum, who is also
vice-president of the Greenfield
companies.

The suit grew out of Senator
Guffey’s speech, in which he coupled
criticism of Mr. Annenberg with
an attack on the Republican State
organization and ticket. The speech
was broadecast by WFIL and pub-
lished the following morning by
the Philadelphia Kecord. M.
Greenfield was named in connection
with a speech made Sept. 21.

Censorship Dangers

Referring to the suit, Mr. Rosen-
baum commented Oct. 7:

“Freedom of speech is absolute-
ly basic to American liberty. The
station has offered Mr. Annenberg
an opportunity to present views
opposite to those expressed by Sen-
ator Guffey and will be glad to
place its facilities at Mr. Annen-
berg’s disposal on the same terms.

“We were asked last night either
to eliminate portions of the speech
or forbid its delivery. It is not only
against the law but also against
American democratic principles for
a radio station to attempt to cen-
sor a political speech or the ex-
pression of political thought. As for
suppressing the speech because it
was alleged to be libellous, we be-
lieve it is throwing an unfair bur-
den on a radio station to expect it,
in the last few minutes before a
speech is delivered, to pre-judge the
manuscript of a speaker as repu-
table as a senator of the United
States. It is for the courts to say.

“If this action can succeed, every
radio station will be subject to in-
timidation by the threat of such
proceedings, and the free expres-
sion of political views in this coun-
try will be reduced and destroyed.”

Nestle’s Novel Test

LAMONT, CORLISS & Co., New
York (Nestle’s chocolate), secured
advance information on the au-
dience acceptance of its new Quite
by Accident program by presenting
it before an audience of 1,000 peo-
ple who were told that it was a
new program and asked for their
reactions. When 84.6% of the spec-
tators agreed the program was a
good one and they would like to
hear it regularly, the sponsor de-
cided it was ready for the air,
starting on two NBC-Red stations
(WEAF, WMAQ) on Oct. 4. Pro-
gram is a dramatic show, illus-
trating how missing a train, tak-
ing a wrong turn or a similar
minor accident may change an en-
tire life. Agency is Cecil, Warwick
& Legler, New York.
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This Broadcasting Business

* No. 4—Geographical Distribution of Radio
Network, Spot and Local Business :
By Kinds of Stations L

By DR. HERMAN 8. HETTINGER, Ph.D.
Wharton School of Finance and Commerce
University of Pennsylvania

DOES your station secure as large
a percentage of network or na-
tional and regional non-network
business as does the average sta-
tion of your class, or are you par-
ticularly strong in some other cate-
gory of business? The accompany-
ing tables and analysis of data col-
lected recently by the FCC will en-
able you to check your perform-
ance in this respect.

Important conclusions which may
be drawn from this information
are as follows:

1. The average clear-channel
station gets 37% of its business
from networks, 41% from national
and regional non-network and 22%
from local advertisers. The net-
work proportion of business has
risen from 33% in 1935, while the
local percentage has dropped from
28% 1n the same year.

2. Regional stations affiliated
with national networks secure
31% of their business from these
organizations, 26% from national

ness is more important on un-
limited time clear-channel stations
situated in cities of 1,000,000 popu-
lation and over than anywhere else.
This is due to the problem of cov-
ering huge metropolitan areas.

8. Regional stations in cities of
250,000 to 1,000,000 population en-
joy the largest average percentage
of network advertising--35.5%.

9. Other than in cities over 1-
000,000 population (50.6%), the
percentage of local business on un-
limited regional stations increases
as the size of the town grows
smaller.

10. A large portion of the busi-
ness of regional stations in towns
under 25,000 population is national
or regional in origin: 31.7% for

unlimited stations in towns 10,000
to 25,000, and 55.4% in towns
under 10,000; 32.9% and 37.9% re-
spective:y for day-time stations lo-
cated in the same size communi-
ties; 72.0% for part-time regional
stations in towns of 10,000 to 25,-
000, and 48.6% for communities
less than that size. This confirms
the use of these stations by nation-
al advertisers as a means of reach-
ing rural areas, which was sug-
gested in the article dealing with
average station revenues.

11. Clear channel stations as a
group account for 49.8% of total
network business, 52.2% of nation-
al and regional non-network vol-
ume and 19.4% of local business.
The regional stations represent
48.0% of network volume, 44.2%
of national and regional non-net-
work advertising and 61.5% of
local business. The proportion of
total radio advert'sing of different
kinds broadcast over local stations
is as follows: national network,
2.2%; national and regional non-
network, 3.3% and loeal 19.1%.

KWO0S, 100-watt daytime local in
Jefferson City, Mo., on Oct. 4 was
authorized by the FCC to go to full
time with 100 watts night and 250
day, effective Oct. 14,

Cincinnati Drug Chain

Starts Series on WSAI

DOW DRUG Co., operators of a
Cincinnati drug store chain, on
Oct. 10 started Dow’s Daily E.x- -
press, a full-hour early morning
program, for 26 weeks on WSAIL
Cincinnati. The program, featur-
ing Ray and Kay, conductor ard
hostess on a mythical streamlined
commuters’ train, and recorded
music, is booked daily except Sun-
day, 7:30-8:30 a. m, (EST).

Ray and Kay make personal ap-
pearances at all the Dow neign-
borhood stores during the 26
weeks, interviewing customers,
managers and chief pharmacists.
Each week’s six programs will con-
centrate on stores in a single resi-
dential community. All the inter-
views are recorded, and the best
six are broadcast the following
week, one a day. Interviewed per-
sons are given merchandise orders
at Dow stores. Time, temperature,
and weather announcements are
also carried on the program.

CKTB, St. Catharines, Ont., claims
one of the youngest news commenta-
tors on the air—I19-year-old Norman
Marshall, of Welland, Ont., who con-
duets Behind the News daily.

PROPORTION OF 1937 TIME SALES
By Type of Origin on Various Classes of Stations’

S AFFILIATED AFFILIATED NOT ON ANY
local Sponsors. here has been a " Ak STATIONS - WOR LGRS NEtwoRes owhy  NervoRt
ocal sponsors. ere has a
slight increase in the proportion of Class of National National National National
national spot business and a cor- Station Network Non-  Locdl Network Non-  Local Network Non-  Local Network Nom-  Local
responding decrease in local Vol-  Ciear Channel Netwerk iNetework Netivork ) Network
ume since 1935. 50 kw. and over
. . Unlimited 88.4% 40.1%  20.9% 38.4% 40.1% 20.9%  —ooel ccece o mmmm e —
LAt L T B s irmand over 28.09% 619% 10.1%  26.0% 6.9% 10.1%

3. Regional stations not affiliated 825 kw. Unlimited ‘{2:235 ggi;ga ﬁgi;;a ggigg/g 32"53,:, 3333;7 I T T T

with networks get approximately g e e - 52 ] B4 . ) == oo o= o=
. . 8 gh- red 1 812 30.2 39.6 31.2 I 6% ... .~ - B

one-sixth of their business from na- Rezior?glwe regiona & w0 = % 302% 0.6%
tional and regional advertisers and Unlimited 29.3% 26.10% 456% 31.9% 2599  42.2% 13.4% 264% 6L.2% 0.79% 85.9%
the remainder from local sponsors. ~ Fart-time e ) Wiy e il 23'3‘% chg LU e = oo 20.6%
The national percentage has in- Local * : 2% -6% : 1% -5% 9% .6% 5% 0%
creased slightly since 1935. gn;!i."c"ited ';(:% 1g.g% gg.n% 16.6% 12.4% 71.09% 8.8%  5.4% 89.89; 0.3% 90.6%

%, Lci::al s:a?’?g/s a?iltiﬁtgd }w).vnt_h Purt-time Si% 3% A%l 2em  58% 667%  02% 140% 86.8% 1.39 93,19,
networks go o o eir busi- __~_~ ;
ness from this source in 1937 as ! Only stations with total net sales of $25.000 and over are included here, data being restricted to this group. This group.

compared to nearly 26% in 1936.
This drop was due to the affiliation
of an increased number of local
stations located in secondary mar-
kets not of basic interest to the
advertisers. National non-network
advertising on these stations ac-
counted for about one-eighth of the
volume in both years, while the
local percentage rose from 63% in
1936 to 70.9% in 1937.

however, includes the vast majority of radio revenue.
? Evidently payment for handling programs on informal network arrangements or for special broadcasts with regard to which the
station has been added temporarily to a regular network.

PERCENTAGE OF 1937 TIME SALES
By Type of Origin for Various Classes of Stations In
Communities of Different Sizes'

i G HIGH-POWER

B, Local stations not affiliated CLEAR CHANNEL  REGIONAL REGIONAL LOCAL
with networks get 91% of their : Unl.  Part-time Unl. Unl. Limited  Part- Unl. Day Part-
business from local advertisers. 1,000,000 and over ay time time
There bhas bewn title change i this Nl L mp mpm v R S 1 R :
respect since 5 Locas a 1% A% eeee- - - . ;

6. Unlimited regional stations 250‘0%:_1.000'000 26.5%, 143% 50.6% 84.7% 79.1% 93.79%
are the only ones affiliated with re- Network 4479, 28.4% 28.7% 35.5% 3.8% 6.5% 10.1%
gional networks which enjoy any Nact;xlma] non-network :;2;% 36.4% 32.4% ggt% ggg% gig% Sg.i%
important volume of national busi- 100.000-25;‘),000 - . ' 1% 0% % A%
ness. Networ 31.5 29.4 —mem 14.4 12.4 .

7. Size of town has little influ- lr_{:ct:tl:nal non-network ga g% 25.0?%? 29.19, 28.3;: 13.7% .
ence upon the percentage of na-  50,000-190,000 e CRES (%S BT 13.9% i
tional business on clear-channel ge:yoﬂ; ctwork ig.ng gg.;gg e.oq 2.99
stations, though it naturally af- x“‘"“ Dol REror 8% 26.0% 8.4%
fects average revenues. Local busi- 25_000_é0,000 24% 49.7% 68.9% 78.1%
- Network  _____  ____ 18.49 10.2% .. 7.89, 8.29% 14.19%

* Fourth of a series of analyses of National non-network ... = ___ - T gg';g? 53:‘2% '''' ,}3‘;% f‘;% 8.0%
broadcast operating stetistice for 1937, 10.000-25000 =~ T TTTC a4 5% - 3% 91.1% 79.9%
based on data compiled by the FCC Network .. _____ 12.29%, ... 21.1% 2.19% i .
for that year and showing trends since National non-network S 19.5% 22.9% 50.9% 12.0% 53% 6.5%
the 1935 survey of the Department of [ Loesl . 0 e eeeee s €8.3% 87.1% 28,0% 86.9% 94.7% 93.5%
Commerce. The writer, radic’s firsi Network 0 8.39% 1819 1.8%
economist, is former director of re- National non-network S o I g, 8729  32.0% 219, — S
search of the NAB and the author of Lacal eeee e e 14.6% 62.8% 51.4% 92.1%  100.09%  _____

geverel volumes dealing with broad-

cast economics. *Only stations with net sales of $25.000 and over are included. These, however, combrise the vast majority of station revenues.
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CANADA'S
OWN NATIONAL NETWORK

Serving The Dominion
From Sea-To-Sea

o

B

Owned by the people of Canada . . . dedicated to the
service of these people . . . the Canadian Broadcasting
Corporation National Network provides a complete, in-
tensive and friendly coverage of the radio homes of Can-
ada, both English and French. With its organizing of the
Dominion into five regional systems . . . linked up with
privately owned stations . . . it has given Canada its first
truly national network and the resulting moderate rate
structure and perfected facilities have brought enduring
benefit both to advertisers and the listening public.

1 Hayter Street
Toronto
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In the short space of two years the CBC has established
a notable record for fine sustaining and commercial
programs on its national network service. Advertisers
everywhere have heen quick to appreciate the unique
and increasing value of an individual, national network
which, in addition 1o its own fine programs, enjoys such
happy relations in exchange programs established with
Broadcasting Systems of other Nations, notably the great
networks of the United States.

1231 Ste. Catherine St., West
Montreal
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WOKO . . . . . 4dlbany *WTIC. . . . . . Hartford
*WGST . . . . . Atanta KMBC. . . . . KansasCity
WBAL . . . . Bdtimore *KLRA . . . . . Liule Rock
WGR-WKBW . . . Buffalo KHJ . . . . . Los Angeles
WCKY . . . . Cincinnati WREC . . . . . Memphis
WHK-WCLE . . Cleveland WIOD. . . . . . .Miami
WHKC . . . . Columbus WISN . . . . . Milwaukee
WIS . . . .Columbia,S.C. *WSFA. , . . Montgomery
KGKO . . FrWorth-Dallas WLAC . . . . . Nashoille

* Newest members of the Gold Group.

World Transcription System proudly publishes its fast-growing list of
stations comprising the Gold Group—a new step in radio, a new
medium for advertisers.

These are tested stations . . . tested for sales ability. In building this
new System, World has the benefit of nine years’ experience working with stations
throughout the country in the handling of transcription campaigns. Therefore,
World has picked stations by their history of aggressive, independent merchandis-
ing of accounts . . . by their sales records.

The new World Transcription System thus brings together the strongest possible
group of stations . . . known to be “producers.” Experienced advertisers who have
long since passed through the first flush of radio glamour and now demand meas-
urable results for their radio dollars will welcome the Gold Group.

Both national and regional advertisers who heretofore have found no radio cover-
age pattern to fit their markets, may now buy flexible transcription campaigns on a

www americanradiohistorv com
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KOMA . . . Oklahoma City KDYL . . . . Salt Lake City
WCAU . . . Philadelphia KTSA . . . . . Sandntonio

KoY. . . Phoenix KGB . . . . . SanDiego
% ARIZONA

KGAR . . Tucson KFRC . . . . SanFrancisco
NETWORK

KSUN Bisbee-Douglas KDB . . . . SantaBarbara
WCAE . . . . Piusburgh KIRO . . . . . . Seatle
KOIN . . . . Pordand,Ore. KWK . . . . . . StLouis
WRVA. . . . Richmond,Va. KHQ@-KGA . . . . Spokane
WHAM . . .Rochester,N.Y. WFBL . . . . . . Syracuse

Additional stations are being added regularly to complete the major market
coverage of the United States.

group basis, with mechanical costs absorbed in whole or in part. In other words,
World Transcription System offers all the desirable features of Selective Broadcast-
ing combined with the efficiency, control and economy of network broadeasting . . .
truly a great new step in radio.

Advertisers and their agencies are invited to ask about the many sales advantages
and budget savings now available through the Gold Group. Address World Broad-
casting System, 711 Fifth Avenue, New York City, N. Y.

WORLD BROADCASTING SYSTEM

ATLANTA « CHICAGO ¢« NEW YORK » HOLLYWOOD » SAN FRANCISCO » WASHINGTON
World’s vertical-cut transcriptions ac- Range quality, because only World re-

count for 70% of all sponsored radio re- cords on Western Electric equipment, by
cording. Only World delivers true Wide the Western Electric Wide Range method.
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Pigs, Pokes & Pigs

IT WAS just about four years ago (though it
seems twenty) that the movement was launched
for a cooperative bureau to audit station cov-
erage and audience. A Joint Committee on
Radio Research was set up to find a “yard-
stick” acceptable to stations, advertisers and
their agencies which would give to the buyers
of radio time data supposedly comparable to
that supplied on an audited basis by the print-
ed media.

At first we were enthusiastic. Broadcasters,
primarily the networks, agreed to foot the
preliminary bill, so that a formula might be
devised. Then the stations, by the subsecrip-
tion method, were to carry on, under the aegis
of a committee equally representative of the
three groups affected -— broadcasters, adver-
tisers and agencies. Time was going to be
bought scientifically—no more pig-in-the-poke
stuff.

Now, after four years, little has been ac-
complished except controversy. Like broad-
casters, we have become somewhat weary of
the whole thing.

According to the records, about $50,000—
all of it supplied by the networks up to this
time—has been spent by the Joint Commit-
tee, equally representative of the Association
of National Advertisers, the American Asso-
ciation of Advertising Agencies and the NAB.
Receiving set figures by counties have been
projected for 1936 and 1938, and admittedly
are valuable, A farm survey, as yet unpub-
lished, was made last year at an extra cost
of $15,000, again financed by the networks.
But these are mere byproducts, and far from
the goal of that “yardstick”.

The Joint Committee of Fifteen met in New
York Oct. 8. A plan to determine listening
areas was projected by the so-called technical
subcommittee. It proposed some 200,000 in-
terviews by counties to ascertain station
choices of listeners, to cost about $150,000.
But the ANA, through its president, Paul B.
West, felt this was hardly adequate —that
there should be some 500,000 “personal inter-
views” for the country. The cost would be
about $300,000—maybe more. And the broad-
casters, of course, would foot the bill.

All of which indicates that the advertiser
(and his agency) is asking far more of radio
than he gets from competitive media. It ap-
pears the data being sought by the time-buy-
ers would cover measuring of average audi-
ence for each 15-minute period of the day and
night. That would be like asking the news-
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paper or magazine to ascertain just how many
people read each column,

We have always held that a clearing house
for basic statistical data for the industry
would be desirable. But advertisers (and their
agencies) know now after a dozen years of
experience, that radio properly used for most
products pulls better for the dollar spent than
any other competitive medium. They don’t
need further proof than results. And that
statement is backed by the budget histories
of such accounts as Procter & Gamble and
General Mills, among others. They know what
radio does. That’s why they are spending the
bulk of their budgets for radio, using net-
works, transeriptions and spot. They know
the cost per impression. It appears they just
aren’t telling, because they probably feel their
competitors should learn for themselves.

The Joint Committee meets again in New
York Oct. 28. Broadcasters are willing to
work out an equitable arrangement whereby
they would provide data comparable to news-
paper and magazine circulation figures, and
pay the overhead. But they shouldn’t be asked
to do more. After all, it is fine for time-buy-
ers to talk about pigs in a poke, but they
should not be too “pigzy” about it.

“No administrative government agency is
wise enough to be entrusted with power to
determine what people shall hear. Freedom of
radio is almost if not quite as important as
freedom of the press. If either is curtailed, our
political and religious liberties are imperiled
* % 2" _From report of Federal Council of
Churches of Christ in America.

Forlorn Hope

THE UTTER futility of the FCC in practi-
cally all particulars never was more apparent.
1t is torn with internal bickerings, guilty of
slapstick regulatory tactics and withal, would
be Washington’s biggest official laugh were
the situation not so serious.

Just a year ago Chairman Frank R. Me-
Ninch was personally selected by the President
to “clean up the mess”. But he wasn’t even
given time to acquaint himself with personnel
or procedure before the sniping began from
within. Lately Mr. McNinch has been ill and
away from his office. And he certainly must be
more than mentally fatigued over the shape
of things. He has tried hard.

When the President handed Mr. MeNinch
the “hottest 3pot” in Washington, he told him
to adjust things if he could. We assume that
if he finds the task impossible, Mr. McNinch
proposes to say so. A session of Congress is
around the corner. The FCC has little to show

on the constructive side up to now and the
record has a strong stench. It may even be
necessary for Congress to start from scratch
again, unless a miracle occurs in the interim.

Everyone in radio, and all who read the
newspapers (thanks to the publicity penchants
of certain members) know of the recent FCC
eruptions. The citation of WTCN for hearing
because of the Beyond the Horizon broadecast:
the complaint of a group within the Commis-
sion because of a letter on personnel to the
Civil Service Commission; the confession of
error by the FCC in taking the unprecedented
move of asking the court to reverse it in the
so-called “Brooklyn cases”—all are in point.
Then, of course, there are the helter skelter
citations of stations for alleged program viola-
tions, and setting them for hearing—hearings
which apparently never are held.

In the WTCN case five members present
voted unanimously to set the station down for
hearing because of a lone listener complaint
alleging use of profanity in Eugene O’Neill’s
Pulitzer prize-winning play. And all other net-
work stations that carried it were to be cited,
too. Afterward, one member decided to dissent.
But when the Commission was ridiculed in
daily newspaper articles and editorials, and
the cat-calls of censorship broke into type, it
voted to “reconsider”. WTCN still doesn’t have
its regular license renewal, for it was passed
over to give all members opportunity to
“study’” the matter.

We are at a loss to find a reason for all the
tumult on the part of a couple of commission-
ers about Mr. McNinch’s letter to the Civil
Service Commission seeking to exempt lawyers,
examiners and certain other employes from
civil service requirements. Practically all other
agencies, we are told, are on the same footing.
Individual commissioners have moaned about
the need for legal talent. But even if this
move would make it easy for Mr. McNinch to
“purge” these divisions, there certainly ap-
pears to be ample ground. The succession of
court reverses which the FCC has suffered,
capped by the confession of error in the Brook-
lyn cases, do not appear to shower its lawyers
with glory.

Apparently the only way in which the con-
dition can be rectified is through a legislative
house-cleaning—a new law. Broadcasting and
the common carrier services do not seem to
mix in a regulatory way. The commissioners
all go for the more glamorous broadecasting
and largely forsake the very important tele-
phone and telegraph duties—particularly the
latter, where two companies are grasping for
economic deliverance.

An investigation at the next session is in-
evitable, we believe. And from the way things
look now, it may be requested. At the moment,
we incline to the view that broadcasting and
related radio functions should be delegated to
an agency under one-man control. That man,
like the Comptroller General, should be named
for a long-term—perhaps 10 years, and with
sufficient pay to remove him from the political
sphere. The law should be changed to permit
a broad appeal to a specific court, which could
review the facts as well as the law on appeals
from the “Administrator’s” decisions.

The fundamental FCC problem simmers
down to personnel and politics. As long as
there are seven commissioners, split into two
or three factions, each trying to embarrass
and undermine the other, the taxpayers’ money
is wasted and important industries suffer.
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HYLA KICZALES

RUNNING a broadcast station is
a man-sized job in any language.
But what of operating two sta-
tions in New York and another in
Philadelphia—and feeding a tailor-
made network of eight outlets
with foreign language programs?

No one will deny this is a man-
sized job. Yet a woman is doing
it. Hyla Kiczales, in her early thir-
ties, is the general manager of
International Broadcasting Corp.,
which operates WOV, one of the
country’s leading foreign-language
stations. And for the last year,
she also has managed WBIL,
5,000-watt New York part-time
outlet, along with WPEN, rapidly
forging forward in the Philadel-
phia foreign language field.

A few days ago Italy’s highest
cultural award, the plaque of the
Societa’ Nazionale Dante Alighieri,
was presented to Miss Kiczales.
It was the first time the award
had been made to a non-Italian
American. And it was the first
time it had been bestowed upon
an American woman. The award,
made at a banquet attended by
Mayor LaGuardia and other lead-
ing Italo-Americans, was in recog-
nition of Miss Kiczales’ direction
of WOV, recognized as the official
Italian cultural station in this
country. It was a fitting tribute,
well-deserved, to one of the coun-
try’'s foremost women executives.

In 1924, fresh from school, 18-
year-old Hyla Kiczales became sec-
retary to John Iraci, one of New
York’s well-known Italian im-
porters. Simultaneously, she was
dubbed “Miss K”. Four years later
Mr, Iraci purchased the tottering
WGL, limited time 1,000-watt sta-
tion. Miss K moved into radio with
him as his assistant and as “sec-
ond man” on the station, the call
letters of which promptly were
changed to WOV. The station en-
tered the foreign language field,
with emphasis on service to New
York’s sizeable Italian community.
Studios and offices were acquired
at 132 West 43d St.

WOV was breaking new ground.
While radio was well established
in the commercial field, foreign
language operations were still in-

cipient. The field had to be de-
veloped. And it was in this sphere
that Miss K made her bid. Many
national accounts, oblivious of ra-
dio as a foreign-language medium,
first were cajoled into trial cam-
paigns., Then they became enthusi-
astic clients, for radio produced
amazing results for them.

Today, WOV and its sister sta-
tion WBIL occupy three floors in
the WOV Building. A half-dozen
programs, developed and produced
by WOV, are fed to an Eastern
seaboard network. Among the ac-
counts are Old Gold on a daily
schedule, Procter & Gamble with
three programs a day, and Gen-
eral Mills. In addition, a number
of leading Italian importing houses
serve the Italo-American audience
from Philadelphia to Boston via
WOV.

On the three stations managed
by Miss Kiczales, there are ap-
proximately 100 employes, most of
them men. While the foreign pro-
grams are predominantly Italian,
there are also regularly scheduled
Polish and Jewish features on
WPEN in Philadelphia. Specialized
personnel, acquainted with each
audience group, is retained on each
station staff. Tuesdays and Fridays
Miss Kiczales spends in Philadel-
phia, supervising the operations
of WPEN. The balance of the
week, Sundays usually included, is
devoted to WOV and other related
stations.

In 1936, Mr. Iraci sold WOV to
Arde Bulova, New York watch
manufacturer and broadcaster, and
perhaps the country’s largest buy-
er of station-break announcements.
Mr. Iraci remained as president
and general manager and Miss
Kiczales continued, as his chief as-
sistant.

When Mr. Iraci sold WOV, he
promptly purchased the time-shar-
ing stations WPEN and WRAX,
and consolidated them. In 1987,
Mr. Bulova purchased the part-
time WLWL, (now WBIL), New
York, from the Paulist Fathers,
and this property likewise was
turned over to Mr. Iraci and Miss
Kiczales.

When Mr. Iraci died suddenly in
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ANTHONY J. KOELKER, NBC
farm editor for the last four years.
has been named assistant agricultural
director of NBC, according to an an-
nouncement by Niles Trammell, NRC
vice-president and manager of the
Central Division. Mr. Koelker will
work with William E. Drips, NBC
director of agriculture.

BOND P. GEDDES, executive vice-
president and general manager of
RMA, was elected for a three-year
term to the board of directors of the
American Trade Association Execun-
tives at its last annual meeting. Mr.
(Gieddes previously had been a mem-
ber of the ATAE public relations
committee.

MARTIN S, WALES, manager of
WIOD, Miami, recently returned
from a vacation in Ecuador, South
America. At Quito, high in the An-
des, Mr. Wales experienced an earth-
quake which he reports as being much
worse than a tropical hurricane.

ARTHUR C. STEPHENSON, for-
merly with WIBA, Madison, Wis,
and J. Neff Wells Jr.. recent gradu-
ate of Iown University, have joined
the commercial department of WOC,
Davenport, and Charles R. Freburg
has heen appointed traffic manager.

CESAR SAERCHINGER. former
European representative of CBS, who
returned from England this month to
make his permanent home here, re-
turns to the microphone Qct. 14 in
n_servies titled The Story Behind the
Headlines, Friday nights on NBC-
Red. under auspices of the American
Historical Association.

MARK ETHRIDGE, former NAB
president and general manager of the
Liouisville Courier Journal, operating
WHAS. was speaker at the Univer-
sity of North Carolina’s 143th anni-
versary Oct. 12,

November of last year, Miss Kic-
zales was the logical successor.
The policies then in effect were
continued and Miss K carries on
in the same tradition. These poli-
cies had and with increasing vigor
have for their aim the uplifting
and complete Americanization of
the Italian population, particular-
ly of the Metropolitan area.

The most recent forward step by
Miss Kiczales was the formation of
an advisory council consisting of
persons prominent in the cities’
communal, judicial and educational
spheres.

It is the avowed life work of
Miss Kiczales to bring to her audi-
ences the finest in art, musie, lit-
erature and education. To this ac-
complishment all her efforts are
directed. That it is recognized and
has received acclaim and approval,
both here and abroad, is eloquently
testified to by the award the Dante
Alighieri Society has bestowed on
her.

Hyla Kiczales was born in New
York on June 7, 1905. After her
grammar and high school educa-
tion, she joined Mr. Iraci, and nev-
er served any other boss until his
demise. She resides in New York
proper with her mother and two
sisters. When she finds time away
from New York and Philadelphia
radio she goes in for swimming
and horse-back riding.

GEORGE MATEYO, of the WOR
sales promotion department, has been
appointed to the faculty of New York
niversity School of Commerce and
will conduct regular evening classes
in addition to his duties at WOR. A
Harvard graduate, Mr. Mateyo was
associated with McCann-Erickson in
Cleveland before joining WOR.

FRANKLIN QWENS, formerly with
BBDO and Maxon Inc, has joined
t\lvlel§a1es staff of WMFF, Plattsburg,
AN .

MARDI LILES, formerly program
director of WFLA, Tampa, has joined
WLAK, Lakeland, as manager. Paul
Jones has succeeded him as WFLA
program director; Don Bell has been
named production manager, and James
Jones, of Mobile, Ala., manager’s
secretary.

GORDON OWEN, for three years ac-
count executive at KYA, San Frau-
cisco, and prior to that with KSL.
Salt Lake City, on Oct. 10 assumed
his_new duties in charge of sales for
KUTA, Salt Lake City.

C. W. MYERS, president of KOIN-
KALE, Portland, Ore., is in Honolu-
Iu on a short vacation. He expects to
return to Portland by Nov. 1.

STANLEY HUBBARD, president
and general manager of KSTP, Min-
neapolis-St. Paul, has been elected to
the board of directors of the Minne-
apolis Better Business Bureau.

M. M. BLINK, Standard Radio, Chi-
cago, left Oct. 3 for Hollywood.

MELVIN DRAKE, formerly of
KGGF, Coffeyville, Kan., has joined
the sales staff of KTUL, Tulsa.

JACK KEMP has joined the commer-
cial department of CJRC, Winnipeg.
He formerly was with CKCK, Regina,
and CKSO, Sudbury.

PETER AYLEN, new manager of
BR, Vancouver, has moved to his
new post from Toronto, after marry-
ing Miss Muriel Whitefield of Lon-
don, England.

HARRY COMER, formerly of KFI-
KECA, Los Angeles, has joined Don
Lee Broadcasting System, that city,
as account executive.

FRANK E. MASON, NBC vice-pres-
ident, will address the Baltimore Ad-
vertising Club on Oct. 19, speaking on
radio’s coverage of the European
crisis.

GORDON LLOYD, formerly with the
sales department of WINS, New
York, has joined the sales department
of WNEW, New York.

E. K. BAUER, business manager of
WLW-WSAI Cincinnati, is the father
of a boy, his second, born Oect. 1,

JACK HOWELL, formerly of KRLD,
Dallas, has been named commercial
manager of KINJZ, Fort Worth., Len
Finger, program director at KTAT,
Fort Worth, has also taken on the
program directorship of KFJZ.

H. V. KALTENXBORN, CBS news
analyst and editorialist, who inter-
preted so skillfully the news of the
European crigsis, on QOct. 3 enter-
tained the CBS crew who had worked
with him at a party at his home.

LLOYD YODER, general manager of
the NBC stations, KPO and KGO,
San YFrancisco, left Oct. 9 for New
York to attend the meeting of all
managers of the NBC owned and
operated stations.

CHARLES WARBURTON, NBC
procduction director, is spending threc
weeks in Toronto assisting the Cana-
dian Broadcasting Corp. in the pro-
duction of a series of Shakespearean
programs.

JOHN KAROL, director of market
research for CBS, addressed the St.
Louis Association of Manufacturers’
Representatives Oct. 7 on “Are Yon
Listening ?”

NEALE V. BAKKE, senior sales-
man of WTMJ, Milwankee, married
Elizabeth Button Taylor on Oct. 1.
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RAY CONLAN, account executive of
KYA, San Francisco, resigned Oct. 1,
MAX GRAF, general manager of Ti-
tan Productions, San Francisco, is
recuperating from an illness which
confined him to a hospital for several
weeks.

FRANK BYRNES, account executive
at KIJBS, San Francisco, recently re-
signed to join Calave Growers in
Southern California,

WILFRED 8. ROBERTS has been
transferred from the production to
the commercial program department
of NBC. A graduate of the University
of Michigan, Mr. Roberts was for-
merly in the advertising and sales de-
partment of the Aluminum Co. of
America in Wisconsin and New York.
JERRY WRIGLEY, commercial
manager of WSUN, St. Petersburg,
Fla., is the father of a girl born
Sept. 23.

Additions at WLS

GEORGE LOSEY, formerly pro-
gram director of WDZ, Tuscola,
Ill., has joined the production staff
of WLS, Chicago. Added to the sta-
tion’s promotion department is
Mary Esther Moulton, publicity
writer, a recent graduate of the
Medill School of Journalism. Miss
Moulton has assisted in script writ-
ing for WGN’s Feature Foods, con-
ducted by Martha Crane and Helen
Joyce. David McCrary, announcer
and writer, has joined WLS. Mr.
McCrary, also a production man,
actor and bass soloist, has been
with WFAA, Dallas, and later with
KRLD, of that city, where he con-
ducted Crime Reporter, and taught
radio production at the Southwest-
ern School of Radio. Julian Bent-
ley, having recovered from injuries
received in an automobile accident,
returned to his duties as announcer
and news editor of WLS the first
week in October.

NBC Shifts in Frisco

A NUMBER of important person-
nel changes in NBC’s San Francis-
co studios have been announced
recently by General Manager Lloyd

Yoder. Robert Seal, program
manager of WCOL, NBC affiliate
in Columbus, for the past two
years, has been appointed San
Francisco production manager. He
succeeds Cameron Prud’homme,
who has been transferred from the
position of production manager to
that of producer in charge of all
dramatic programs. Cliff Ander-
son, in charge of San Francisco
program traffic, went to NBC’s
Hollywood studios Oct. 1 and Van
Fleming, producer of I Want A
Divorce and other San Francisco
broadcasts, resigned Oct. 9. Mr.
Fleming joined Emil Brisacher &
Staff, San Francisco agency.

Larry Elliott Promoted

LARRY ELLIOTT, announcer
with WISV, Washington, since Oct.
1932, when the station first went
on the air for CBS, was trans-
ferred by CBS to New York Oct.
7. He was formerly with WRC-
WMAL, NBC Washington stations,
and had free-lanced on local com-
mercial programs for two years.
Mr. Elliott, a native Washington-
ian, achieved a national reputation
with his introductions of President
Roosevelt and Supreme Court Jus-
tice Black on CBS broadcasts.
Members of the WISV staff sur-
prised Mr. Elliott with a farewell
party at his home. On behalf of the
staff, Warren Sweeney, president
of the WISV Announcers’ Guild,
presented him with a pipe kit.

BEHIN
4R IKE

BILL GOODWIN and Thomas Free-
bairn-Smith, CBS Hollywood produc-
ers-announcers; Dr. Charles Frederick
Lindsley, head of the department of
speech and education, Occidental Col-
lege. Los Angeles, and Hollywood
commentator; and Mel Willinmson,
producer of the weekly CBS Calling
AU Cars, in addition to their regular
duties, have joined the Max Rein-
hardt Workshop, Hollywood, as ra-
dio instructors.

ROBERT TONGE has resigned from
KFI-KKECA., Los Angeles, to join
WBBM, Chicago. as special events
announcer. Lew Crosby has also re-
signed from KFI-KECA. to devote
his time to free-lancing. e announces
the CBS Lum & Abner programs,
Joe Penner Show and NBC Wood-
bury Playhouse. Lon Withers on part
time duty at KFI-KECA, takes Over
Crosby’s former duties.

NEIL MOYLAN, formerly of WGBI,
Seranton, recently Jjoined WFBL,
Syracuse, replacing Donn _Bennett.
who has gone to WNBF, Bingham-
ton. Al Dary, formerly with Paul
Whiteman, has joined WFBL.

CHARLES STERRITT was recently
nromoted to chief announcer. and E-
Thomss, to production chief, of
WJIBK, Detroit.

CHESTER CLARK, formerly of
WTAR, Norfolk. has joined WCAE,
Pittshurgh. Grace Gatling, secretary
to Manager Campbell Arnoux. will
leave the hospital soon after recover-
ing from injuries suffered in an au-
tomobile accident ten weeks ago.

MILTON C. HILL has rejoined the
staff of WHK-WCLE. Cleveland. as
news editor. He will also handle spe-
cial dramatic and news productions.

CLAY McDANIEL. recent gradunte
of the Stanford University division
of Journalism. has Jjoined KYOS.
Merced, Cal.

DICK JOY. CB8 Hollywood an-
nouncer. and Jean Wessa were mar-
ried at Glendale, Cal.. Sept. 30. Mrs.
Joy. a radio singer. is known profes-
sionally as Lyn Carol.

IVAR SIVERTSEN Jr., at one time
publicity director of Milton Wein-
berg Adv. Co.,, Los Angeles, has
joined Fadell Publicity Bureau, Min-
neapolis, as assistant production man-
ager.

HARRY W. FLANNERY, news edi-
tor of KMOX. St. Louis, has started
a six-weekly series of news broadcasts
for Stephano Bros., Philadelphia
(Marvel cigarettes).

AL GODWIN recently joined the an-
Inmmcing staff of WWL, New Or-
eans,

GAY AVERY, announcer, and Laura
York. of the program department of
WOW, Omaha, are to marry soon.

GEORGE_ WARD, announcer for
WNYC, New York. is working on a
film illustrating the special events
work at WNYC.

ALBERT DONALDSON, formerly of
WBBZ, Ponca City, Okla., and
KFXR. Oklahoma City, has joined
KRIC, Beaumont, Tex.

BARBARA BEAL, receptionist at
WGN. Chicago, was married Oct. 1
to Edmund Woodbury.

DICK FISHELL, in charge of sports
and special events at WMCA, New
York, on Oct. 10, joined WHN, New
York, as director of sports. Jimmy
Powers, sports editor of the New
York Daily News, replaces Fishell at
WMCA.
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HOME economics is main interest
of Buelah Karney (left) and Mar-
tha Moore, commentators. Mrs.
Karney broadcasts regularly on
KMBC, Kansas City. When she
went to Hollywood recently on va-

cation Mrs. Moore, who conducts
the Woman’s Forum on KNX, in-
duced Mrs. Karney to take over the
program for a day, as guest com-
mentator. Photo shows Martha
Moore introducing her guest.

HERBERT DONOVAN, formerly
with the John Barnes Co., Milwaukee
agency, and previously radio director
of Kasper-Gordon Studios, Boston,
has joined the NBC Chicago con-
tinuity staff. Jack H. Fern, who did
newscasts for KFRU, Columbia, Mo..
while in school in that city, has joined
the news and special events depart-
ment of NBC, Chicago.

GEORGE H. INCLEDON. formerly
radio director of Ford, Browne &
Mathews, Chicago, has joined William
R. Harshe, publicity, Chicago.

ETHELEN VAN PORT, formerly
with the Netw York Journal-American,
has joined NBC traffic department as
assistant to Miss A. M. Caramore,
who is in charge of sustaining traffic.

ADOLPH J. SCHNEIDER, former-
Iv in the uews bureau of WHO, Des
Moines, where he was in charge of ex-
perimental facsimile broadeasts, has
joined the NBC news and special
events department as a member of the
news-editing staff to write the mate-
rial used on the new Goodyear Farm
Service program.

THOMAS SEVERIN. who started at
NBC as a page in 1933, has been
transferred from the guide staff to the
office staff of guest relations, replac-
ing Francis Koehler who resigned last
month_to_join the sales department of
WRTD, Richmond, Va.

CECILIA McKENNA resigned last
month from NBC legal department to
join_the Aircraft Division of the U
S, Navy.

ALFRED H. TEMPLE, former an-
nouncer for WGH, Newport News,
Va.. has resigned from the NBC guide
staff to become announcer for WBAL,
Baltimore.

GEORGE De PUE, NBC guest rela-
tions staff, married Alice Emerick on

+ Oct. 3, Harvey J. Gannon, NBC pro-

gram department, was best man.

BOB ARTHUR, formerly of WLV,
Cincinnati, has joined WBNS, Colum-
bus, O. Irwin Johnson is the father
of a girl horn Sept. 22.

ALLEN STOUT recently succeeded
Bill Ware, resigned, as sports editor
of WKRC, Cincinnati.

RICHARD PACK, publicity director
and news editor of WNYC, New York,
is studying in his spare time for an
M.A. at Teacher's College of Colum-
bin University. He intends to spe-
cialize in radio education and will
write his master’s thesis on Showman-
ship and Radio Education.

KENNETH BLACK, member of the
Songfellows Quartet on WHO, Des
Moines, married Juanita Smith, of
Decatur, Il., Oct. 3.

GEORGE R. YOUNG, of the CBC
production staff in Toronto, has been
transferred to Halifax as acting pro-
gram director of the Maritime Divi-
gion, replacing Frank Willis who has
been loaned to the Australian Broad-
casting Commission. W. E. 8. Briggs,
of the CBC Ottawa program staff,
goes to Halifax to assist Young.

SAM PERRIN and Hillard Marks,
Hollywood writers, have joined the
scripting staff of the NBC Jack
Benny show.

WALTER ARNOLD, new to radio,
has joined KFOX, Long Beach, Cal,
a8 announcer.

FRANK B. GOSS, formerly of
KFOX, Long Beach, Cal.,, has joined
KFWB, Hollywood, succeeding Jack
Strock, who resigned to free-lance.

WINFIELD HANCOCK, KFVD,
Los Angeles, announcer - technician,
has resigned. He is succeeded by Bill
Kelso formerly of KMTR, Hollywood.

WILSON EDWARDS, formerly of
KIRO, Seattle, has joined KFI-
KECA, Los Angeles, as announcer.

BILL HAY, Hollywood announcer of
the NBC Amos 'n’ Andy program, on
Nov. 1 celebrates his 15th anniver-
sary as a broadcaster, 13 with Amos
'n' Andy.

JOSEPH BOLEY, of WOV-WBIL,
New York, is now also a featured
cori:mentntor on Paramount News-
reel. '

JERRY DOGGETT, who has been
announcing for the Gordoni & Lee
production firm, Chicago, on QOct. 17

éjc.‘)ins the staff of KFRO, Longview,
exas.

LOUIS PIERCE, recently of the
New York legitimate stage, has joined
‘WIP, Philadelphia, replacing Tom
Dane, who resigned to join BAL,
Baltimore.

CHARLES HOGG, 15-year-old sing-
ing star of WIP, Philadelphia, left
for Hollywood recently after signing
a five-year movie contract with Re-
public Pictures. He is to be cast im-
mediately in Republic's Tezas Rang-
er.

DARRELL DONNELL, formerly ra-
dio editor of the San Francisco Eaz-
aminer, has joined KFRC, San Fran-
cisco and is presenting news broad-
casts.

GORDON REID, formerly of CJOR.
Vancouver, has joined the announc-
ing staff of CFRN, Edmonton.

HUGH YOUNG has been appointed
promotion and special events man-
ager of CJRC, Winnipeg.

REID E. PATTERSON has been
transferred from the NBC page staff
to the legal department of NBC re-
placing John C. Corbett, who resigned
on Sept. 15 to continue studies at
New York U law school.

VIRGINIA BLACHLY resigned on
Sept. 30 from the NBC press division,
where she was assistant to Amelia
Umnitz, fashion editor. Formerly, Miss
Blachly had been with the NBC guest
relations division and the publicity
department.

CHARLES H. THURMAN, manager
of the NBC guest relations division,
is in Hollywood assisting in the open-
ing of the new NBC studios in that
city and advising in the organization
of their guest relations staff. It is
planned to establish a studio tour
service in the new studios similar to
the one in New York.

GENE KING, who developed Swing-
ing for the King program, has been
placed in charge of the Midnight
Jamboree on WEVD, New York,
nightly from midunight to 4 &. m,, to
fill the position vacated by Ray Nel-
son.

TOM KEARNS of the WOR, New-
ark, publicity staff, has resigned. Carl
Ruff will take his place. Mr. Kearns’
future plans will be announced later.
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The Medical
Board says

NO

NO advertising contract is accepted by WSM until
the product and the campaign passes the careful
scrutiny of the WSM stafl. (Medical products are
checked by the medical stafl of our parent company.)
If there is the slightest doubt about the worth of the
product or the good taste of the script, the contract in
question is automatically thrown out.

This is not an idle statement. We reject yearly thousands

of dollars in advertising revenue because we refuse to
endanger the welfare of the millions who are our volun-
tary audience by oflering for sale a product of doubtful
value.

Rigid observance of this policy accounts in part for the
tremendous size of WSM’s voluntary audience. It also
accounts for that audience’s willingness to buy WSM
advertised goods. Your product can profit by being
associated with WSM.

.. ww BNASHVILLE, TENNESSEE

National Representatives: Edward Petry & Co.

The Faith of éwz/fua&'snc& Comes Foust
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DOLORBS HAMMARSTROM, new
to radio. has joined WHEK-WCLE,
Cleveland. Eleanor Hanson, former
continuity editor, has been made di-
rector of women's programs. Jim
Sands retains his post as commercial
copy head, while Leslic Biebl has be-
come sustaining continuity editor.

FLORENCE HUNTZINGER, traffic
manager of KDYL, Salt Lake City,
recently announced her engagement to
Burke Braithwaite,

MARVYIN BLANK. assistant account-
ant of WBAIL, Baltimore, is the
father of a girl born Oct. 3.

RALPH ROSENBERG, graduate of

University of Michigan., and James
Cassidy, formerly of the Catholic
Youth organization in Cincinnati.

have joined the publicity staff of
WLW-WSAI under the direction of
Rill Bailey, publicity manager.

STUART METZ, NBC announcer. ix
the father of a haby girl born in Sep-
tember.

RAY STEWART. new to radio. has
joined the new WPIC, Sharon, Pa.

JOSEPH CULLIVAN, police report-
er on the Sacramento Union has re-
placed Merrill Lilley as newscaster
on KROY, that city.

WILKIE MAIIONEY. Milton Josef-
berg, Mel Shabelson. Jauck Houston.
Carl Manning, Al Schwartz and Bob
Phillins are writers of the new NBC
Bob Hope Show sponsored by Pepso-
dent Co.

JOE ALEXANDER has been ap-
pointed staff organist of WJIJD, Chi-
cago, replacing Harry Zimmerman,
who resigned to go to New York. Mr.
Alexander has previously been heard
on WDAE. Tampa, and WHAM.
Rochester.

BILL LAWRENCE, CBS Holly-
wood producer. is reeuperating from
an appendectomy.

JOE GLOVER. formerly with Fred-
die Rich. CB8& New York conductor.
has joined the KNX. Hollywood musi-
cal staff as arranger.

MICHAFRIL BLAIR. KFWB. Holly-
wood, fizht announcer. has been
signed by Columhia Pictures Corp.,
to narrate.

TOM HANLON. CBS Hollywood an-
nouncer, has been signed as commen-
tator for foothall zame sequences in
the new Universal Pictures produe-
tion “Swing That Cheer”.

ART TIBBALS. KFAC. Los An-
weles, continuity writer, has resigned
to free lance.

HUGH DODDRIDGE. formerly as-
sistant radio editor of the Las An-
peles Daily & FEvening News. and
Coy Williams have joined Radin Fea-
ture Service, Hollywood publicity
bureau.

CHARLEY CASI’ER. former T. C.
U. football star and publicity direc-
tor of the 8t, Louis Browns. has
joined KMOX. St. Lonis. as sports
continuity writer and announcer.

JOHN CARL MORGAN. of WTAR.
Norfolk, spoke on radio hroadeasting
at the annual banonet of the Men's
Rible Class _of the First Preshyterian
Church of Portsmouth, Va., Oct. 11.

FRANK McINTYRE. formerly pro-
gram and special events director of
KFRO, Longview, Tex., has resigned
to join KGFL, Roswell, and KWEW,
Hobbs, N. M.

JACK HOLBROOK of KYSM. Man-
kato, has returned to work after a
siege of pneumonia.

STERLING HARKINS, formerly
with KWK, St. Louis, has joined
KSD in that city.

JOE PEARSON, formerly of WHAS.
Louisville, has joined WFBM, Indi-
anapolis, replacing Doug Way, now
free-lancing in Chieago.

ROBYN WEAVER, staff announcer
for WOC, Davenport. is the father
of a girl born Sept. 22.

Affiliation

A CHOICE BONER of the
fall season is credited to Lon-

nie McAdams, of KGBX,
NBC affiliate at Springfield,
Mo. Announcer McAdams,

rushing to complete a studio
program and join the net-
work for a noon program,
closed the local feature and
then declared: “This is NBC.
We now join KGBX!”

BORB POOLE, of WNEW, New York,
hus started a new daily early morn-
ing half-hour, For City Farmers, fea-
turing recordings and chatter with
two stooges, Suzic Q, the cowgal from
the South, and Flossie, 2 hen.

BILL WELLS. who joined the staff
of WAAW, Omaha, in September, has
announced his marriage to Anita Kel-
ley of Cincinnati. June 12.

RAY LEWIS, manager of the newly
formed San Irancisco_company, Na-
tional Transcription Recording Co.,
has taken a leave of absence of at
least two months due to a physical
breakdown. Andy Potter of the R.M.I.
Productions. San Francisco, has taken
over Lewis' duties during his ah-
sence,

BEATRICE CUNNINGIIAM has re-
turned to WSUN, St. Detersburg,
Fla., as program assistant after a
year's absence, succeeding Mrs. Mil-
lard Saylor, resigned. Edith Ginn has
been appointed mmsieal director and
staff pianist of WSUN.

LEE CHADWICK. continuity dirce-
tor of WTAR. Norfolk, has heen
named vice-chairmnan in_charge of
spot broadeasting of the Radio Com-
mittee of the U. 8. Junior Chamber
of Commerce hy Radio Chairman
John Gillin, of WOW, Omaha.

KNOX MANYNING. CBS Hollywoold
commentator, has been appointed ad-
viser of the Young Hollywood radio
group. a division of Hollywoeod Jun-
ior Chamber of Commerce.

CITARLES CRAIG. formerly in ra-
dio in Los Angeles, has joined KMAC.
San  Antonio.

WILLIAM OELKERS&. new to ra-
dio. has joined the traffic department
of WOAIL Suan Antonio.

RAYMOND HIPPCHEN, formerly
with United Press, San Antonio. has
been named assistant to  Ken Me-
Clure, news editor of WOAIL that
city.

GAIL McCOSIT was receutly named
assigtant trafic manager of KS8O-
KRNT. Des Moines. replacing Mrs,
Joseph Jaro, resigned.

DON KELLY., sports aunouuncer of
WT.S. Chicago. is the father of a
wirl born Sept. 25,

JE AN TAVERNETTI has heeu
named music librarian at KFRC. San
Francisco, succeeding Edyth Brydon.

DON GILLIS, arranger of music and
staff musician at WBAP, Fort Worth.
returned recently from New York
where he worked on ltis master's de-
gree in music at Columbia Univer-
sity,

FRANCES MINTON. known on the
air as Ann Holden. has returned to
the Woman's Magazine of the Air on
NRC-Red on the Pacific coast. fol-
lowing n two-year's ahsence due to
illness.

RICHARD MOYES DEASY. an-
nouncer. formerly with KSFQO and
KYA. San Francisco. has rejoined
KSFO.

IIAL PARKES. known to sports fol-
lowers in the Midwest, where he has
handled the mike at athletic events
of all kinds for KOIL, WRBBM. K80,
KRNT. WMT and WCCO. is now
snorts commentator at KUTA, Salt
T.ake. Althongh it has been on the
air only two months KUTA has de-
veloped a broad sports policy.
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Lewis Allen Weiss Named

Don Lee Vice-President

LEWIS ALLEN WEISS, general
manager of the Don Lee Broad-
casting System, Los Angeles, has
been elected a vice-president and
director, accord-
ing to Thomas S.
Lee, president.
Mr. Weiss will
continue to man-
age the network
which numbers
29 owned and af-
filiated stations
in California,

; Washington and
. Welss Oregon. Mr
Weiss joined the network Jan. 1,
1937, as manager, coming from
WJR, Detroit. He is credited with
the rapid growth of the Don Lee
network which is the West Coast
affiliate of Mutual.

Thomas Lee Artists Bureau, af-
filiate of Don Lee Broadcasting
System, after ten years of exist-
ence, has closed its offices, retiring
from the talent agency business.
Max Schall, who managed the bu-
reau, and his assistant, Marty
Martyn, will open their own agen-
ey in that city shortly.

APPEALS REFUSED

BY SUPREME COURT

TWO EFFORTS for Supreme
Court review of lower court deci-
sions proved futile Oct. 10 when
the court denied the petitions for
writs of certiorari filed by Red
River Broadcasting Co. of Duluth,
Minn.,, and Harold F. Gross and
Edmund C. Shields, seeking a new
station in Saginaw, Mich.

Following custom, the court did
not disclose its reasons for denial
of the petitions. In the Red River
case, KDAL, Duluth-Superior,
claimed the FCC had failed to
make it a party to a hearing in-
volving an application for a new
station in Superior filed by Fred A.
Baxter, which decision was sus-
tained by the U. S. Court of Ap-
peals for the District of Columbia.

In the Saginaw case, Gross and
Shields raised a question of statu-
tory construction and jurisdiction
in connection with a decision by
the Court of Appeals in reversing
and remanding an FCC opinion
granting their application for a
new station in Saginaw.

OCRACOKE CHAMP

Swanee Hageman Wins Award
For Trick Skating————

ROLLER SKATING ‘“champeen”
of Ocracoke Island, off the North
Carolina coast, was the doubtful
title won by Clarence (Swanee)
Hagman, manager of WTCN,
Minneapolis, while on a fishing trip
there in early October with G.
Richard Shafto, manager of WIS,
Columbia, S. C.; H. Preston Peters,
New York resident partner of Free
& Peters, and the publisher of
BROADCASTING.

To while away an evening on the
lonely island, which boasts 650 in-
habitants, they went roller skating
at the community rink. Hageman
amazed all by his remarkable abil-
ity to fall forward or backward
willy nilly. A good time was had
by all the natives, watching the
Minnesotan’s antics.

TRIBUNE ATTACKS
WHA PLEA FOR 670

IN AN editorial Oct. 2 the Chicago
Tribune, owner of WGN, Chicago,
attacked the University of Wiscon-
sin’s application to the FCC for
the facilities of WMAQ, Chicago
NBC-owned station and a competi-
tor, as “attempted thievery on a
legalistic point by the LaFollette
machine”. WHA, the 5,000.-watt
University of Wisconsin station,
now operating on 940 kec., has ap-
plied for authority to go to 50,000
watts on the 670 ke. frequency now
used by WMAQ, NBC-Red key sta-
tion in Chicago [BROADCASTING,
Oct. 11.

“To advance its political propa-
ganda, the LaFollette machine in
Wisconsin is8 trying to seize the
property and destroy the business
of radio station WMAQ in Chi-
cago,” the Tribune editorial de-
clared. The statement of the Na-
tional Committee on Education in
Radio that the choice is one be-
tween simply “a commercial station
admittedly putting on good pro-
grams and serving a large audi-
ence, or a state-owned station sup-
ported by public taxation and dedi-
cated exclusively to the service of
citizens of the State” was termed
“distinctly pro-LaFollette” by the
Tribune, as it pointed out that
seven of the nine members of the
committee are on the payroll of
State, local or Federal educational
institutions and that “politicians
control their bread and butter”.

“The phrase, ‘dedicated exclusive-
ly to the service of the citizens of
t{e State’ gives away their case,”
the editorial continued. ‘“They pay
for it, but it is dedicated exclusive-
ly to advancement of the political
fortunes of the LaFollette ma-
chine. In political campaigns it
renders lip service to the mandate
of political impartiality laid down
by the Communications Commis-
sion—to this extent: Rival candi-
dates are given time on the air
equivalent to the timme used by La-
Follette candidates.

“But political campaigns are not
waged about candidates alone.
They are waged on ideas. Con-
sistently, in campaign season and
out, the station is used to promul-
gate the social and political ideas
of the LaFollettes and to extol leg-
islation that they support. The
critics of such propaganda the sta-
tion offers no adequate time for
reply.”

Strike Sponsors

INSIDE STORY of the costly
month-old San Francisco depart-
ment store strike is coming out in
a series of commercial broadcasts
on KYA, San Francisco. The citi-
zens’ Committee for a Forum on
Labor Problems on Sept. 29 spon-
sored a two-hour broadcast pre-
senting the workers’ side of the
strike. The San Francisco Retail-
ers’ Council, in three quarter-hours
Oct. 3, 4 and 5, gave the owners’
side. And the Retail Department
Store Employes Union No. 1100,
which called the walkout, bought
30 minutes Oct. 10 to answer the
owners’ broadcast. In addition to
these labor programs KYA is
carrying a nightly quarter-hour
sponsored by the San Francisco
District Industrial Union (CIO)
and a series of spot announcements
for the California Committee for
Peace in Employment Relations,
p}aced through BBDO, San Fran-
cisco.

BROADCASTING ¢ Broadcast Advertising
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Inadequacy of Facility
Basis of Denial by FCC

ADDING to the inefficient alloca-
cation factor the unique ground
that the applicant did not ask for
facilities a(fequate to satisfy the
local public need, the FCC on Oct.
6 denied an application of Platt
& Platt Ine, publishers of the
morning Eagle News and evening
Star & Enterprise in Poughkeepsie,
v. Y., for a new 1,000-watt day-
time station there on 1000 ke.,
which is otherwise the clear chan-
nel of WHO, Des Moines.

With three commissioners absent,
the four others reversed an exam-
iner’s report recommending grant-
ing the new outlet in the county
seat of President Roosevelt’s Hyde
Park home. “Granting this appli-
cation,” said the deeision, “would
result in the establishment of a
limited time or daytime station
which may preclude the establish-
ment of a station which would be
able to render local day and night
service.”

Miller Negotiating With Lang-Worth
For Sale of NAB Public Domain Discs

A PROPOSED contract under
whieh Langlois & Wentworth, New
York transcription producers.
would absorb the NAB Transcrip-
tion Library with a guarantee of
producing 300 hours of tax-free
music by the end of 1940, is being
necotiated by President Neville
Miller of the NAB, subject to ap-
proval of his board of directors.
This library, including public do-
main music cleared by both Lang-
lois & Wentworth and the NAB,
would be offered stations at the
present rate of $10 per hour for
the initial 100 hours. it is under-
stood. Lang-Worth Feature Pro-
grams Inc., subsidiary of Langlois
& Wentworth, would absorb the 20
hours of recorded music already
produced by NAB plus 30 hours of
public domain already searched and
ready for recording. It would also
assume the responsibility of ful-

filling the commitments of NAB to
the some 110 subscribers at the
$10 rate, with the rate on the next
200 hours to be determined as part
of the contract.

The tentative plan provides that
NAB recapture a portion of the
$60,000 already invested in the
transecription library on the sales
for the initial 100 hours which
would fulfill the contractual obliga-
tions made by the NAB Bureau of
Copyrights.

Up to Executive Committee

Mr. Miller said details of the con-
tract are being studied and will be
submitted to his executive commit-
tee prior to formal action. The
Committee is expected to meet at
a dinner session in Washington
Oct. 24, coincident with the open-
ing of the FCC chain-monopoly in-
vestigation. If the plan is approved

1370 KC-
DAV T/IM—>
THE BLUE WATER STATION
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Wandering Tower
MORE than three-fifths of a |
radio tower were lying around
recently, somewhere en route
between the manufacture
and WWL, New Orleans. The
station’s new vertical anten-
na, to accommodate 50,000
watts power, was so large it
was shipped via rail in 20
separate parts. Seven of the
bundles atrived, but the I
other 13 could not be located
cither by WWL or the rail- |
road company. Meantime,
WWL offered to foot the bill
on collect messages hinting at
the whereabouts of the ship-
ment.

by the executive committee it then
will be submitted to the full board
of directors for approval and if
that is forthcoming, final arrange-
ments will be made with Lang-
Worth.

The plan was discussed in detail
by the Executive Committee at its
meeting in Washington Sept. 28.
Ralph Wentworth, of Lang-Worth,
conferred with the Committee in
connection with it after which
President Miller was authorized to
proceed with the arrangements
subject to ratification.

The proposed Lang-Worth Li-
brary would include noncopyright
popular compositions as well as
public domain. All would be tax
free, however, and available for
distribution in sheet music form to
networks and others in the indus-
try not subscribing to the trans-
cription library itself. The idea is
to provide a reservoir of noncopy-
right music which would be avail-
able to the whole industry as a bul-
wark against any repetition of the
ASCAP dilemma of 1935.

The NAB Bureau has been prac-
tically stagnant since reorganiza-
tion of the trade association last
February. While it is agreed that
a public domain music reservoir is
desirable, there was much opposi-
tion to NAB itself going into the
business. Under the proposed Lang-
Worth operation it is believed NAB
would specify minimum standards
for production and probably also
name a committee of broadcasters
to consult with Lang-Worth as a
means of insuring proper quality.

Apparently it is not the inten-
tion of NAB to attempt to recoup
its entire investment of some $60,-
000 in the library but to procure
as much of it as it can from the
sale of the initial 100 hours to
which it is committed. Roughly,
possibly $20,000 or $25,000 might
be obtained in that way, provided
the transaction is consummated.

Wan—der Tests Serial

WANDER Co.,, Chicago (Oval-
tine), has titled its new five-a-week
serial on WMAQ, Chicago, The
Carters of Elm Street [BROADCAST-
ING, Oct. 1]. The show is written
by Guila Adams, and in the cast
are Viola Berwick, Vie Smith, Har-
riette Widmer, Anne Russel, Billy
Rose and Bob Hardaway. Heard on
a test basis, the program starts
Oct. 17, through Blackett-Sample-
Hummert, Chicago.

KTSA. San Antonio, hax run a line
to the loeal San Fernando Cathedral
built by rhe Spaniards in the early
I8th century, so that listeners may
awnken to the tolling of the ancienr
hells.
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Unoflicial Debut
Marks Opening of
NBC Coast Plant

Hollywood Radioe City Includes
Last Word in Progress.
ALTHOUGH NBC’s Hollywood
Radio City is not to be completed
until the end of October, the net-
work began early this month to
move its working staff gradually
into the new structure at Sunset
Blvd. and Vine St. without inter
ruption to business or programs.

It is expected nearly all depart-
ments will be in the new edifice
prior to the month-end. No official
ceremony will be held nor is any
unusual publicity planned, the net-
work deciding that results of a
purely local premiere spectacle
would not justify the excessive out-
lays, and the strain on personnel
in the pressure of moving and pro-
motion premiere would be unwise.
At press time NBC executives weve
too preoccupied to release full par-
ticulars on the physical, mechani-
cal and other specific aspects of the
structure and plant.

Room for Expansion

The new NBC western division
headquarters represent an invest-
ment of approximately $2,000,000
and is located on Suuset Blvd,, be-
tween Vine St. and El Centro Ave.
The structure is being built by the
Austin Co. under supervision of Q.
B. Hanson, NBC New York vice-
president in charge of engineer-
ing. James Gordon Strang is NBC
engineer in charge of construction.
Of wmodern classical design, the
three-story structure contains eight
individual studios, all on the first
floor. Studios are built on- the mo-
tion picture unit idea. Executives,
sales and production departments
are housed in the main three-story
building. The plant occupies only
half of the NBC property and
leaves ample room for further ex-
pansion of studio and office space
as well as parking facilities.

“Hollywood Radio City is the
answer to the radio engineer's
dream of an ideal broadcasting
plant,” Mr. Hanson said. “The in-
dividual studios are laid out for
maximum efficiency in broadcast-
ing operation, but with equal em-
phasis on public convenience.”

Don E. Gilman, NBC western
division vice-president, declared
that Hollywood Radio City is
doubtless the most beautiful broad-
casting plant in America. “By this
we do not mean the largest nor
necessarily the most expensive,” he
stated. “No expense or effort has
been spared by NBC to make this
a model broadeasting plant.”

Following the parent company’s
New York Radio City practice, a
40-cent tour fee of Hollywood Ra-
dio City will be charged when the
structure is opened to the public.
Charles H. Thurman, in charge of
NBC New York guest relations, has
been in Hollywood for several
weeks, supervising arrangements
and schooling page boys.

With occupancy of the new Hol-
lywood quarters, Mr. Gilman will
turn his attention to San Francis-
co and pick a new building to house
NBC studios and executive offices
in that city. NBC has occupied its
present San Francisco quarters at
111 Sutter St. since 1927. Lloyd E.
Yoder, NBC San Francisco man-
ager and operating director of

KPO and KGO, is now in New
York for the annual meeting of
executives of the network’s own
managed and operated stations.
Upon his return to the West Coast
it is expected plans will imme-
diately get under way for the new
San Franciseo studios. It is under-
stood NBC will spend more than
$500,000 on the project.

JRGRAY. president and puhlisher of
the Monree (Mich.) FEvening News.
hax beeu appointed chairman of th
Anteriean Newspaper Publishers” As
soeiation radio commitiee.
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Jobs Found

MORE than ten offers of em-
ployment per applicant were
received on the first broad-
cast of I Need « Job, new
program on WGN, Chiecago,
sponsored by the Hirsch
Clothing Co. Five people were
interviewed on that first pro-
gram, all of them were
placed, and 61 phone calls
were received during and im-
mediately after the broad-
cast.
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La Rosa Starts on WOR

V. LA ROSA & SONS, Brooklyn
(La Rosa Macaroni), on Oct. 12,
started a weekly musical program
featuring three operatic favorites
on WOR, New York, Wed., 8-8:30
p. m. Bruna Castegna, contralto,
sings on the first four broadcasts
and will be followed by Armand
Tokatyan, tenor, and Carlo Morel-
li, Chilean baritone, supported by a
mixed chorus and orchestra under
the direction of Alfredo Antonini.
Commercial Radio Service Adv,,
New York, is agency.

Ly

DETROIT:-
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Rochester Orchestras

To Give Series on NBC

ROCHESTER Civie Orchestra on
Oct. 17 will open a series of 90
concerts by itself, the Rochester
Philharmonic and the Eastman
School of Music Orchestra to be
carried on NBC-Blue, through
WHAM, Rochester. The programs
include four Thursday matinees
and eight Thursday evening broad-
casts by the Rochester Philhar-
monic; 28 Monday matinees and 15
Tuesday afternoon music educa-
tional programs by the Rochester
Civie Grchestra, and 16 Thursday
evening and 19 Saturday morning
broadeasts by the Eastman School
of Music Orchestra.

The Philharmonic programs will
be directed by Jose Iturbi and Guy
Fraser Harrison. The Rochester
Civic Orchestra’s programs will
find Mr. Harrison and Paul White
conducting. The Eastman Orches-
tra will be directed by Dr. Howard
Hanson, Dr. Herman Genhart and
Mr. White.

Comparative Cost of Major Media
(Continwed from Page 32)

ment, rates a specific quarter-page
advertisement as “good” or (“bet-
ter-than-average”) when it reaches
7% of a specifically desired reader
group—in this case, business and
professional people. In other words,
a “good” newspaper quarter-page
apparently reaches 7% of the group
at which it i3 aimed. Since the
present study dealt with advertis-
ing for all kinds of products, in-
volving the most varied types of
desired audiences, the entire circu-
lation of any medium was consid-
ered as the desired group. There-
fore, applying this formula to total
circulation considerations, we have
as the criterion for a “better-than-
average” quarter-page in newspa-
pers, the ability to reach 7% of the
paper’s total cireulation. But a
newspaper half-page was regarded
as more compalable to the space
units on which other media were
weighed in this study.

Albert T. Poffenberger, in his
Psychology of Advertising [Me-
Graw-Hill, 1932, p. 179 ff.], veports

tests which indicate that doubling
the space of an advertisement in-
_creases its attention value by about
two-fifths. This means that if a
quarter-page advertisement aimed
at all readers reaches 7% of them,
then an equally good half-page
aimed at the same group should
reach 9.8% (7% plus two-fifths of
7% ). For convenience in comput-
ing results due a “better-than-
average” half-page, CBS boosted
this 9.8% to 10%.

Actual Listenership

Two further points should be re-
membered in any consideration of
this attempt to judge the net re-
sults of the three media. One is the
fact that CBS was careful at all
times to adhere strictly to the
established measurements of radio
efficiency (the CAB ratings), while
generous concessions were made
for publication rankings, doubling
or even quadrupling the known
values of newspaper and magazine
advertising.
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Then here, all ready to serve you is the
most popular radio station in Canada’s
wealthiest buying market — CFRB, To-
ronto, Ontario! One third of Canada’s
purchasing power is concentrated with-
in the 100 mile radius covered by this
station! To reach this market you need
only CFRB’s up-to-the-minute facilities.
Twelve years of continuous service has
made CFRB Ontario’s favorite station.

Conclusive as proof of CFRB’s popular-
ity we offer the significant result of a
recent recall check made on behalf of
one of our half hour commercial pro-
grams. This was an “idea” show, and we
think a good one. The chief Canadian
competitor was supported by weekly
press advertising. Our program had no
such support. For U. S. A, competition it
had one of the three leading half hour
evening programs. Yet the tabulation
of completed calls in radio homes pro-
duced the results shown in graph form.

| MR.SPONSOR/
=

do you want to sell

your wares

THERICHEST MARKET IN CANADA!

in.....

C.F.R.B.

RECALL CHECK ON COMPETITIVE PROGRAMS

cLOssSTUS. A, IR
CLOSESTCANDN.
ALLOTHER N

New York o

Surely indisputable evidence of an au-
dience good-will that puts dollars in the
pockets of shrewd advertisers. Before
placing your advertising in Canada’s
richest province, get all the facts regard-
ing CFRB’s popular coverage.

WE GIRLS KEEP OUR
SETS TUNED TO CFRB
DAY AND NIGHT/

CFRB ronontO/©

THE KEY TO ONTARIO SALES!

Advertising Representatives in U. S. A.
JOSEPH HERSHEY McGILLVRA

Los Angeles @

@

Chicago ® San Francisco
Atlanta
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The second point to be borne in
mind is that the research tech-
niques used to establish radio effi-
ciency understate actual circula-
tion won by individual programs,
while the techniques used for space
media overstate the actual circula-
tion figures.

The CAB method, which CBS
used in its comparisons, is based
solely on a listener’s ability to re-
member programs he has heard
some time previously. Without
prompting or hints of any kind, he
is asked: “What programs did you
hear this morning? . . . this after-
noon? . . , last night?’ His own
memory alone is what dictates his
answer. This technique obviously
tends to miss many actual listen-
ers, due to the psychological ele-
ment of normal “memory-loss.”

Actual listenevship of a given
program is depressed even furthev
by two other characteristics of the
CAB method. It is limited to tele-
phone homes, and it is limited to
the larger cities. Since there are
twice as many radio homes as
homes with telephones in the U.
S.; and since smaller communities
and urban areas are becoming
more and more saturated with reg-
ular listeners, both these limita-
tions cause the resultant findings
to be the barest minimum indication
of who really listens to specific
programs.

Newspapers (and magazines,
too) are checked by the decidedly
different “recognition” system. The
person who says he read a certain
issue of a newspaper is given a
copy of that issue by the investi-
gator. One by one the pages are
turned in front of him and the re-
spondent is asked to point out the
features and advertisements he
read when he first saw the paper.
This opportunity to “review’” ma-
terial—with the attention abnor-
mally focused on each ad on each
page—may bring “yes” answers or
advertisements which were not
seen, or which were barely skimmed
over, in the original normal read-
ing. If this memory aid has any ef-
fect on newspaper ratings, it is an
inflationary effect, tending to show
higher than actual figures of read-
ership. Despite this difference in
research technique, the CBS com-
putations were made after giving
generous boosts to other media’s
data, although the radio figures
used were exactly as submitted by
the CAB reports.

The foregoing points are made
by BROADCASTING simply to clarify
issues which may have puzzled
some of its readers, and to explain
in more detail, than was possible
before, the care with which the
original data were established.

Larus Hockey

LARUS & BROS. Co., Richmond,
Va. (Edgeworth tobacco, Domino
cigarettes) will sponsor 24 play-by-
play reports of the home games
of the Boston Bruins hockey team,
Sunday and Tuesday nights from
the Boston Garden, on WAAB,
Boston, and Colonial Network sta-
tions, starting Nov. 6 and running
from 9:45 to conclusion. With
Frank Ryan announcing, the series
will be heard on WAAB WEAN
WSAR WFEA WNBH WTHT
WLLH WLNH WRDO and
WCOU. Sunday games will be
heard as recordings of original
program on WAAB at 11 p. m. and
on WEAN, WTHT and WLLH at
11:30 p. m. Cecil, Warwick & Leg-
ler, New York, has the account.
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Subscriber Roar
Brings Programs
Back in Examiner

San Francisco Feud Is Ended
When Newspaper Retracts

RADIO and newspaper came to
grips in San Francisco in late Sep-
tember and early October, and for
a time threatened to involve the en-
tire Bay District broadcasting in-
dustry. The principals were KSFO
and the Examiner, Hearst-owned
morning newspaper. The contro-
versy has since been cleared up to
the satisfaction of both parties.
The dispute was set off Sept. 28
when the Exaniiner omitted all the
KSFO listings from the radio log.
At the top of the log was an ex-
planation—not mentioning KSFO
—that certain stations were can-
celling programs without notice on
a wholesale scale, of which, the
paper, it alleged, was not notified.

Lasky Explains

In retaliation for this move and
to explain his side of the question,
Philip G. Lasky, manager of KSFO
went on the air twice on Sept. 28
—at 3 p. m. and again at 9:30 p.
m. These were Mr. Lasky’s words:

In this morning’s edition of the San
Franeisco Examiner there appeared at
the head of the Radio Log, the fol-
lowing statement: I quote—"The ra-
dio log is of value to newsPaper
readers only to the extent that it
is accurate in listing programs. Some
radio stations are canceling pPrograms
without notice on a wholesale scale.
To list such programs in the Radio Log
is to give our reuders utterly false
information, known by the radio sta-
tions themselves to be false when they
submit these programs to the news-
papers. The Examiner refuses to print
these fake programs and therefore is
eliminating the offending stations from
the log as rapidly as the offenses are
discovered.”

in the list which follows, KSFO,
the 8San Francisco outlet of the Co-
lumbia Network, is the only station
omitted,

The_interruptions and cancellations
to which the Ezaminer apparently re-
fers have been those for which Co-
lumbia has in the past few weeks re-
ceived what we believe to be the high-
est praise ever accorded a radio net-
work. OQur schedule has been inter-
rupted from Europe at times compiete-
ly unannounced, even to us, to bring
you the voices of Hitler, of Chamber-
lain, of the correspondents which Co-
lumbia has maintained in practically
every capital of Europe, and of H. V.
Kaltenborn, dean of Columbia’s news
commentators.

It is particularly unfortunate that at
a time when world news is in the
making and when both the radio sta-
tions and the newspapers of America
are striving to their utmost to bring
you these developments as they occur,
that there should be room for profes-
sional bitterness.

Through the brief but spectacular
history of the growth of radio, most
newspapers have learned to live com-
fortably with broadeasting and to have
little fear for their Dplace and pres-
tige as a news disseminating agency.

Radio has as its primary assets,
instancy of transmission and the per-
sonal quality of reporting . . . only
radio can bring you the voice of Hit-
ler as he sbeaks. The newspaper, on
the other hand, has as its assets a
tremendous variety of approaches to
the news and the resulting tremendous
variety of interests to readers of differ-
ent tastes. It is » permanent record.
The places and the functions of these
two great sources of public informa-
tion are not likely to hecome competi-
tive beyond these limitations.

If interr of our schedule and
cancellations of our programs—many
of which have been commercial pro-
grams, the cancellations of which cost
Columbia many thousands of dollars
.+« . if interruptions of this sort,
for the most important news of the
world today, make previously released
programs ‘‘fakes,” to quote the Ezam-
iner . . . . we shall continue to risk
your criticism and that of the San

Direct Results

JACK SHACKLETT, time
salesman of KLRA, Little
Rock, recently was standing
in a client’s clothing store,
awaiting the arrival of the
manager, when a clothing
customer entered. Noticing
that all clerks were busy,
Salesman Shacklett took off
his hat and stepped forward
—and shortly had sold a suit
of clothes, without commis-
sion. The store manager
thereupon renewed his con-
tract with KLRA.

Francisco Examiner, in release of these

so-culled fake programs which I am

sure vou will find published daily as
usual in the other newspapers of this
city.

The response by the radio au-
dience was instantaneous. Mr. Las-
ky was deluged with letters of sup-
port from listeners, many of whom
reported they were cancelling
Examiner subscriptions because
KSFO was not included in the log.
At the same time the listeners ex-
pressed their appreciation for Co-
lumbia’s complete news coverage of
the European situation. The Exant-
iner switchboard was reported to
have been choked with calls from
protesting subscribers.

On Sept. 29 the Northern Cali-
fornia Broadcasters Assn. held an
indignation meeting to discuss the
KSFO-Examiner affair. Mr, Lasky
outlined the entire dispute. A meet-
ing was called for Oct. 4, but was
cancelled when, after omitting the
KSFO log for four days, the Exam-
iner reinstated it Oct. 2. For two
days—Sunday and Monday — the
paper carried the following rider
atop the radio column:

“Radio logs are restored to their
customary completeness. The occa-
sion for the recent disagreement be-
tween the Examiner and station
KSFO has passed. Such inconven-
iences as were suffered by readers
and listeners is a matter of regret.

“Station KSFO states that its
deviation from logs was strictly in
the interests of service to its lis-
teners in connection with the Euro-
pean situation.

“The listings of KSFO are re-
stored without prejudice to either
party in the recent misunderstand-
ing.”

The controversy, Mr. Lasky
stated, occurred during the midst
of the Nazi-Sudeten crisis in Eu-
rope. In a special midnight broad-
cast, a KSFO newscaster read a
copyrighted, signed article by an
International News Service Euro-
pean correspondent. The managing
editor of the Examiner heard it.
He resented the fact, Mr. Lasky
charged, that the station had
broadcast this article, the identical
one which his paper was at the
time setting in type for the next
morning’s edition. Mr. Lasky claims
that INS instructed him that he
could use any story, copyrighted or
not, which came over the INS wire.
This statement was backed up by
the San Francisco manager of
INS.

Last year the Exanminer dropped
KGGC, now KSAN, from its log
when the station announced plans
to greatly increase the number of
its news broadcasts at the time
when a strike of the Newspaper
Guild threatened to stop publica-
tion of the papers. The station was
restored to the log after a brief
period.

BROADCASTING ¢ Broadcast Advertising

FOR YOUR SHOW

Additional thousands of people have joined
the large KDYL audience.

Increased power and newest type broadcast-
ing equipment puts KDYL into homes hither-

to unreached.

I’'s a new and fertile field for sales. Par-
ticularly fertile because KDYL has always
been a result-getter, due to its popularity as
the undisputed leader in showmanship.

5

Tow

000

WATTS

THE POPULAR STATION
Salt Lake City, Utah

Representatives:

JOHN BLAIR & COMPANY
Chicago
San Francisco -

www americanradiohistorv com

KDYL now provides mnore seats
for your show in the rich,
responsive Salt Lake market.
Alert advertisers are availing
themselves of this “honus” in
greater coverage.

DY

New York - Detroit |:l‘.
Los Angeles

Seattle

NBGE
RED ;
N ET.WI:.I_ RK
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STATION ACCOUNTS

sp—studio progreams
t—transcriptions
sa=—spot announcements
ta—transeription announcements

WOAI, San Antonio

Belem  Produets Co., Houston (lo-
tion). 13 sp, direct.

Lehn & Fink. Products Co.. New
York (Hinds), 53 sp, thru Wm,
Exty & Co., N. Y.

American Popeorn Co.. Sioux City.
In.. t series, thru Coolidge Adv.

Co.. Des Moines,

Marshall Caunning Co., Marshalltown,
la. (Brown Beauty beans). 27 .
thir Coolidge Adv, Co., Des Moines,

North  Amer. Acc. Insurance Co.
Newark, 26 sp. thru Frauklin
Bruck Adv. Ageney, N, Y,

R. B. Davis Co.. New_ Yurk {Coco-
malt), 39 ta. then J. M. Mathes
Ine.. N, Y.

Cracker Juek Co. Chieago, 75 fte.
then John H, Dunham Co,, Chieago.

WNAC, Boston

White Laboratories., Newark (I“eenn-
nmint). daily se, thru Wm. Esty &
Co., N Y.

Vudsco Sales Corp., New York (Quin-
lax). 26 weekly ¢, thru Lawrence
C. Gumbinner, N, Y,

Commuuity Opticians, Bostou, daily
sa, thro Commonwealth Adv, Agen-
cy. Boston.

Rerwick Cake Co.. Roxbury, Mass..

4 ap weekly. thrm Lester Lawes
Adv. Agency, Boston.
WHN, New York
Wilbert Droducts Ine.. New York

tHoor wax), 3 ap weekly, thru W,
I Traey. N. Y.

Peninsnlar News Service Corp.. New
York., 6 sp weekly, thrn Curlo
Vinti Adv. Co., N. Y.

Frank H. T.ee Co.. Danbury (Lec
hats). 3 sp weekly. thru Berming-
ham, Castleman & Pierce. N. Y,

Famons Furriers, New York, weekly

sa. Ythru Midtown  Adv. Agency,

WHO, Des Moines

Gamble Stores, Minneapolis, 94 sa.
then BBDO. Chieago.

Barton Mfz. Co.. St. Louis (Dyan-
shine), 26 za, thru Anfenger Adv.
Agency, St, Louis.

Calif. Walnmut  Growers
Angeles, weekly sp. thru
Thomas, Chicago.

WTIC, Hartford

Industrial  Training Corp., Chieago.
13 1. thyu James R, Tanke & Asso-
ciates, Chieago.

Ward Baking Co.. Brooklyn, & 1
weekly, thru Sherman K, Ellis. N.Y.

R. R. Davis & Co., Hoboken (Coco-

Il'l:l“’\_'), 39 ta. thru J. M. Mathes,

Assn,, Tox
Tovd &

WBAP, Fort Worth
Armstrong Covk (0., Laneaster,
&p series, thru BBDO, N, Y.
Wander (o, Chicago (Ovaltine), 5
weekly, thru Blackett-Sample-Hum-
mert. Chieago,

WNEW, New York

Alkine Co.. New Brunswick. N. J.
tFlemolyn). 3 ta weekly, 32 weeks,

direet.
Davix Coa.. Haboken, N. J.

Pa..

R. RB.
{Cocomalt), 3 ta weekly, 13 weeks,
thru J. M, Mathes, N. Y,

WOR, Newark

IFrederick 12, Lowenfels & Son, New
York (Hotel Bar Butter). weekly
sp, thrn Neff-Ragow, N, Y.

Deforest  Training, Chicago
course), weekly f. thru
Ifellers & Presba. Chicago.

Winter & Co, New York (pinuox),
weekly sp, thru & C, Croot Co,
N Y

Cradio
resha,

Christmas Club, New  York  (1hyift
system), 3 da weekly, thru Brooke,
Smith, French & Dorraunce, N, Y.

DeForest Training, Chicago  tcorre-
spondence course), w
T'resbha, Fellers Chieago,

Armstrong Cork Co.. Laneaster, Pa.
(\lin‘Qlenm), 3 f weekly, thirn BRIDO,

R. . Maey & Co,, New York (dept.
store), 9 s«p weekly, 1 sp weekly,
thrun Young & Robicam, N. Y.

Tidewater Oil Salex Cory rw Yok
(Tydol gas—Veedol oil}. 3 3p week-
Iy, then Lennen & Mitehell, N, Y.

Regal Shoe Co., Whitman, Mass., 1
sp weekly, thrn Frank  DPresbrey
Co. N Y,

Consolidated Cigar Corp.. New Yok
(Ilarvester cigars), 3 weeKkly sp.
thrn Brwin, Wasey & (o N. Y,

WHBF, Rock Island, IIl.

(General Mills, Minneapolis, 5§ week-
Iy, thn Blackett-Sample-ITummert.
Chicago,

Truax-Traer Coal Co., Cincionati, 14
sp weekly, thru IIarry V. Miles,
Cincinnati,

Wusaw Brewing (o, Warsaw, 111,
T xp weekly, divect.

KFRC, San Francisco

Longines-Wittnauer Co.. New York
{watches) 35 sa weekly, thru Ar-
thur Rosenberg Co.. N, Y,

. J. Reyuolds Tobaceo Co.. New
York (Cnwel) 12 ga. fo weekly,
thra Wi, Esty & Co.. N, Y.

Postal  Telegraph  Co., New  York
(messages), 4 e weekly,  thro

Marse I,;l”i & Pratt, N, Y.
WNOX, Knoxville
Chattaneooga  Medicine o, Chatta-
uooga  (Black Draught). daily sa,
thrn Nelson-Chesman Co., Chatta-

nooga.
KFRO, Longview, Tex.
BC Remedy Co. Durham, No G (pone
prietary), 352 sa. thran  Harvey
Massengale Co., Atlanta.

WTMJ, Milwaukee

I'ate Oil Co.. Milwavkee (Challenge
products). 26 sp, thro John Barnes
Ageney, Milwaukee,

Kueaft-Phenix Co., Milwaukee (malted
wmilk), 8 se. thro J. Walter Thomp-
son Co,, Chieago,

General Motors Corp.. Detroit (Chev-
rolet), 20 sa. thra J. Sterling
Getchell, Detroit,

Carvpenter  Baking  Co..  Milwankee
(hrend), 10 se duily, 52 weeks.
tlun W, E. Long Co., Chiecago.

Gamble DBros.,, Minneapolis, 3 s«
weekly, thirn BBDO, Minneapolix.

Macfadden Publications, New York
(True Story), 5 t weekly, thrn
Kenyou & Eekhardt, N. Y.

KSFO, San Francisco

Lynden Chicken Products. Seattle, 3
s l\\‘m-lil,\', thru Burchard Co.. Se-
atele,

Foreman & Clark, Los Angeles (nen's
clothes). 3 weekly s¢, thru Smith &
Bull. Tos Angeles,

R. I Davis Co., Hoboken, N. T.
(Coco-Malt), 6 s¢ weekly, thim J.
M. Mathes, N Y.

Antrol  Laboratmjes, Tos  Angeles
(Snaral), 3 «p weckly, thrm J.
Walter Thompson Co., Los Angeles.

Gas Appliance Society of Californin.
Ban Francisco (gas applinnces), 3
xa weekly, thru Jean Scott Frickel-
ton, Ran Franeisco.

KFI, Los Angeles

J. B. Davis Sales Co., Hoboken. X, 1.
( Cocomalt) ta weekly, thru J. M.
Mathes, N. Y,

Royal Typewriter Co.. New York
(typewriter), weekly sa, thru Bu-
chanan & Co,, N. Y.

WPTF, Raleigh, N. C.

Dr. W, B, Caldwell, Monticelln, T,
i v), 260 £, thru Kramer-
Milwaukee.

New York {IPeenamint}),
1 W, Esty & Co,, N, Y.

WBEO, Marquette, Mich.

George Zifferblatt & Co., Philadelphia
( Hubanello cigars), sa, thru May
Adv.. Philadelphia.

KQW, San Jose, Cal.

Roxierncian Order, San  Jose
gioux), 8 sa weekly, direct.

White Labs,
195 sa, th

(veli-

fsTATION .
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Drawn for BROADCASTING by Sid Hix

“Phone My Husband to Ntop by the I)eli(-n'tenen and Take Home Something

for Supper.
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KNX, Hollywood

Campbell Cereal Co., Northtfield,
Minn., (Malt-O-Meal), 3 §, weekly.
thru Ruthrauff & Ryan N. Y.

Chicago Engineering Works, Chicaso
(technicnl school), weekly f. theu
James R, Lunke & Associates, CLi-
cago,

1R. J. Reynolds Tobacco Co., Winston-
Salem  (Camel cigarettes), 7T s
weekly, thru William Bsty & Co.,

Washington Cooperative Egg & Houvl-
try Assn,, Seattle (Lynden chick-u
products). 3 sa, weekly, thru Birch-
ard Co., Neattle,

Foreman & Clavk Los Angeles (chain
clothiers), 13 sg. thru Smith & Bull
Adv,, Los Angeles.

Flamingo Sales Co., Los Angeles (nuil
polish), + fe weekly, thru Buchanan
& Co. Los Angeles.

Luer DPacking Co.,, Los Angeles
tmeats), 6 sp weekly, thru Glasser
Adv. Agency, Los Angeles,

North American Aceident Insurance
('o.. Newark (insurance), weekly
5, t‘})ru Franklin Bruck Adv, Corp.,

Fisher Flouring Mills, Seattle (flour),

5 sp weekly, thru McCann-Evick-
son, Nan Francisco.

Alaska Pacific Salmon Corp., Seattle
{ Peter Pan salmon), 6 sp. weekiy,
then J. William Sheets, Seattle.

IKSO, KRNT, WMT, Des Moines,
Waterloo

International ITarvester Co. (McCor-
mick-Decring dealers), G sp wee
ly, theu MeCord Co., Minneapolis,

Methodist Episeopul Church, Omaha,
weekly sp. direct,

P'inex Co.. Fort Wayne, Ind, 3 sa.
daily, thru Russel M, Needs oo
Chiengo.

Kraft-Phenix Cheese Corp,, Chicago
(Oke Doke), 3 sp, weekly, thru .
Walter Thompson Co., Chicagn,

Lydin Pinkham Medicine Co.. Lynn,
Mass., 3 sp weekly, thru Erwin
Wasey & Co.. N Y. .

Amerviean Cranberry Exchange, New
York, 52 s«. thru BBDO, N, Y.

Folger Coffee Con., Kansas City,
weekly sp, thru Gardner Adv. Co.,
Nt. Louis. .

Smith Bros. Co.. Ponghkeepsie. N. Y.
(cough drops). 100 sa, thrun Brown
& Turcher, N, Y,

Iinex Co.. Fort Wuyne, Ind. 3 s«
daily. 26 weeks, thru Russell M.
Needs Co., Chieago.

Midland Milling Co., Kausas Ciry
(Town  Crvier four), daily sn,
direct,

WGN, Chicago

Beaumont  Laboratories,

t
(proprietaviex), 3 ¢t weekly,
weeks, thru H, W. Kastor & Sons
Adv. (o, Chiengo.

General Mills, Minneapolis  { Wheat-
iex), 5 weekly f. thru Knox-Reeves,
Minneapolis.

Fitzpatrick Bros., Chicago (Kitchen
Klenzer), 3 # weckly, thru Neisser-
Meyerhoff, Chicago. . R

Maryland Pharmacentieal Co.. Balti-
more {Rem and Rel), 2
thru Joseph Katz Co.. 1

Wiander Co,, Chieago (Ovaltine).
t  weekly. thru Blackett-Sampl
[ummert, Chicagn.

Royal Typewriter Co., New York, 2

xt weekly, thru Buchanan & o,
N. Y.

KJBS, San Francisco
Guaranty Union Life Insuranee o,

s Augeles, 2 sp weekly, thu
Allied  Adv. Agencies, San Fran-
ciseo.
Dr. Ross Dog and Cat Food, Fus

Angeles (animal food). 3 se¢ week-
Iy. then Howard Ray Ageney. Lo
Angeles,

WMCA, New York

Roma Wine Co.. New York, 6 sp
weekly, 52 weeks, direct.

Jadwiga Remedies, Brooklyn (Flem-
ex). T sa weekly, 52 weeks, thrt
Klinger Adv., Agency Y.

Kemp & Lane, Leroy, N. Y. (head-
ache powders), 26 sa, thru Hughes,
Wolff & Co., Rochester, N. Y

BROADCASTING e« Broadcast Advertising
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WSUN, St. Petersburg, Fla,

Kellogg Co., Battle Creek (corn
flakes), 2 H weekly, thru J. Walter
Thompson, Chicago,

B. C, Remedy Co., Durham, N. C,
(proprietary), 6 sa weekly, thru
Florida West Coast Broadcasting
Co., Tampa.

Firestone Tire & Rubber Co., Akron,
1 t weekly, thru Sweeney & James
Co Cleveland.

W B. Cnldwell Monticello, Ill.
éSyrup-Pepsm). t weekly, thru
ramer-Krasselt Co., Milwaukee.

National Biscuit Co, New York
(cookies), 2 ¢ weekly, thru McCann-
Erickson, N

Bulova Watch Co., New York, 8 s¢
weekly, thru Florida West Coast
Broadeasting Co., Tampa.

Grove Laboratories, St. Louis (pro-
prietary), 5 sa weekly, thru Stack-

Goble, Chicago.

Coast Federal Savings & Loan Assn,,
Los Angeles (mvestments) 18 sp,
thru Elwood J. Robinson Jr. Adv.
Co., Los Angeles.

KGKO, Fort Worth
Calif. Fruit Growers Exchange, Los
.-\ni,eles (Sunkist), 156 ¢, thru Lord
homas, Los Angeles
Y- B Clgars, Chicago, sa series, di-

Mandden Publications, New York
(True Story), 13 tae, direct.

Peters Shoe Co.. Chicago (Weather-
bird shoes), 13 t, thru Tracy-Locke-
Dawson, Dallas.

CFRB, Toronto

J. Lyons & Co,, Torento (tea), week-
Iy sp, thru Norris Patterson Ltd.,
Toronto.

Maple Lenf Milling Co. Ltd., Toronto
(cereal) 3 ¢t weekly, thru "Cockfield
Brown & Co., Toronto.

J. M. Schneider Ltd., Kitchener
(packers), weekly sp thru J. J.
Gibbons, Toronto.

Bromo-Seltzer, Toronto, weekly sp.
thru J. Walter Thompson Co..
Toronto.

WLW, Cincinnati
Vick Chemical Co., Greenshoro, N. C.

(Vapo-rub — cough drops), weekly
sp, thru Morse International, N. Y.
WNEW, New York
Madison Personal Loan Co., New
York, sp series, thru Klinger Adv.
Corp., New York.
National Biscuit Co., New York
(bread), 5 sp weekly, thru McCana-

Erickson, N. Y

WIJIZ, New York

Peter Doelger Brewing Corp., Har-
rison, N. J., weekly &p, thru Ray
McCurthy Adv N. Y.

WKRC, Cincinnati

Lehu & Fink Products Co., New York
Hinds), 10 sa weekly, thru Wm.
Esty & Co.,, N. Y.

WRBL, Columbus, Ga.

Ralston Purina Co., St. Louis, 104 #.
thru local distrib.

WOW, Omaha

Methodist Episcopal Church, Omaha,
weekly sp, direct.

“MELLD MR. GEORGI!"
P. Brother & Co.)

Dakota's a Iood . all
. 692,000 uu But

... PEORIAREA has a rich,
concentrated spopulation of
605.000! PEORIAREA is the

ts.
this rich market with Jult ONE
radio station—WMBD,

Free & Peters,
3 «‘ _,_“\
Natn Reos. ;fH.l_n! 4

Gellatly Returns

WILLIAM B, GELLATLY, former
sales manager of WOR, New York,
has been appointed eastern sales
representative of Miller Broadcast-
ing System, New York, producer
and distributor

>f radio programs
through the Mil-
ler tape transmis-
sion process. An
advertising sales-
man for 18 years,
with the Chicago
Herald & Exami-
ner, the New :
York Herald ==

Tribune, CBS and Mr. Gellatly
WOR, Mr. Gellatly is returning to
the profession he left a year-and-
a-half ago when he left New York
to settle permanently in Bermuda.

GROW & PITCHER, Toronto tran:
scription firm, has increased its staff
and moved to larger quarters in the
Concourse Bldg. The firm has taken
over Brydges Recording Studios, pio-
neer Canadian recording company, and
will do its own recording. Jack
Brydges has joined Grow & Pitcher
to direct production and recording.

ROBERT McCULLOUGH, sound ef-
fects technician, is handling sales of
the Standard Radio sound effects li-
brary in the New York area rather
than the entire Standard Radio ser-
vice [BROADCASTING, Oct. 1], Located
in the RKO Bldg., Mr. McCullough's
telephone is Circle 5-4893.

GENERAL FILM Co, Hollywood,
radio rights holders of Crime Club,
written by Jonathan Latimer, las
cut a half-hour audition transcrip-
tion of the series at Radio Record-
ers, that city. Radio version was writ-
ten and produced by Robertson White,
under supervision of Walter Karri
Davies.

R. M. I. PRODUCTIONS, radio pro-
duction firm, San anclsco, recently
moved to new quarters in the Cen-
tral Tower.

ARTHUR FULTON. formerly of As-
sociated Cinema Studios, Hollywood
transeription concern, has joined Aero-
gram Corp.. that city.

DOMINION BROADCASTING Co.
announces it is recording the Friday
evening trans-Atlantic news com-
ments from Beverley Baxter in Lon-
don, featured on the General Motors
of Canada weekly trans-Canada net-
work. The recordings are for the li-
brary use of MacLaren Adv. Co.,
Toronto.

ASSOCIATED BROADCASTING
Co., Toronto and Montreal, has ob-
tained Canadian selling nghts to
CBS_transcription Bally of the Star
and Don Lee transcription The Phan-
tom Pilot.

Sell Charles Michelson

Transcribed Programs
Get “that” account!

Representing the leading pro-
ducers of the country, Charles
Michelson offers to the low budget
account programs of proven ability
and established audiences at a
cost that must prove profitable.

For complete catalogue write

to Dept. Bi1
CHARLES MICHELSON

Transcribed Programs

545 Fifth Avenue  New York City

REACH MORE . . ...

READY TO BUY . ...

FOR LESS MONEY . .

REACH MORE
Ready-to-buy Farmers

for LESS MONEY

.because WIBW is the most-listened-to station in Kansas, serving
893,770 farm homes.

.because in these farm homes, pockets are bulging with cash from
their second consecutive year of bumper crops. Because they have
confidence in WIBW, sales messages become neighbor-to-neighbor
recommendations.

.because this proved selling method gets ACTION! You get more
returns — faster — per dollar spent.

Represented by

CAPPER PUBLICATIONS, INC.
New York-—Detroit—Chicago

Ben Luby, Manager

Kansas City, Mo.~~San Francisco

Represented by
WALTER BIDDICK COMPANY
Los Angeles—San Francisco

Seattle

BROADCASTING ¢ Broadcast Advertising
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DON LEE
MAKES IT

29

w

. Station KTKC, Visalia, has
been added to the Don Lee
Network. This means that Don
Lee advertisers will now
cover the following counties
...FRESNO, TULARE, KINGS
and part of KERN from «a
LOCAL outlet.

Buy Don Lee and place your
' message on the only Pacific
2 Coast Network that gives you
i  complete LOCAL primary
coverage in ALL the 29 pri-
mary Pacific Coast markets.

w
DON L&

BROADCASTING SYSTEM

The Nation’s Greatest Regional Network

LEWIS ALLEN WEISS
General Manager

1076 West 7th St.
Los Angeles,

@ Out of Every u®

£

s

Radio Homes on the Pacific Coast are within
25 Miles of a DON LEE STATION
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Rudeo

MARSHALL FIELD & Co.. Chicago,
on Oct. 19 will start Toy Cenier To-
night for the Christmas trade, threc
days a week on WDMAQ, Chicago.
Ageney is Aubrey, Moore & Walluee.
Wieboldt’s Ine.. Chicago department
store, on Nov. 11 will start a Christ-
mas program, Adventures of the Cin-
namon Bear, trunseribed show to he
heard five days weekly on WGN.
Agencey is Needham, Louis & Brorby,
Chicago.

THOMAS J. WEBB_Co, Chicago
(coffee), on Oct. 17 will start a quiz
program, Kaffee-Klaisch, featuring
Eddie Cavanaugh on WGN, Chicago.
The show will originate at the Wehb
plant and will be heard three days a
week, 2:15-2:30 p. m., Ageney ix
George H. Hartman Co., Cbluluo Fa-
win Cahn. nccount executive,

MOODY BIBLE INSTITUTE of
Chicago, on Sept. 25 began the re-
ligious program, Let's Go Baclk to the
Bible. which is heard Sundays. 2-2:30
p. m.. on a special hookup devised by
MBS on CKLW WAABR WFII
KIFEI, WHN WMBI WSAT WCAE
and WGR. The program consists of
short messages hy Dr., Will H, Hough-
ton. president of the Moody Bihle In-
stitute. Wendell I'. Loveless. WIIN
director, acts as announcer. Criteh-
field & Co., Chieago, is the ageney in
charge,

J. B. WILLIAMS Co., Glastoubury.
Conn. (shaving cream), on Oct. 20
will renew Gliding Swing, with Bob
Howard. on WEAF, New York.
Thurs. 11-11:15 4. m. Agency is J.
Walter Thompson. New York.

GORPEL BROADCASTING ASS'N.
Lox Angeles (religious), on Oct. 2 ve-
newed Old  Fashioned Revival on
MBS-Don Tee stations, Sun.. 9-10
p. m. The program consists of evan-
gelical talks by Rev. Charles Fuller.
lienrd from 910 n. m, on WMT KSO
WHN WARBI KTHS WDAS WAAB
KGMB WWSW, and from 11 »n. m.-
12 midnight on  WIRE and KFPKA.

H. Alber, Tos Angeles, is  the
ageney.

LAMONT, CORLISK
York (Danya lotion).
use quarter-hour

& Co.. New
on Oct. 31 will
sections on Wowmen
of Tamorrow. a sponsor participation
program featuring Alice Maxlin, on
WJZ. New York, Mon., Wed. and
Fri.. 9:15-9:30 a, m. On Nov. 2 La-
mont. Corliss will also use the West
Const  participation show, Woman's
Mugazine of the Air, Mon.. Wed. and
Fri.. 3:45-4 p. m. (PST) on- KFI
Ko KGW KOMO and KHQ. T.
Walter Thompsou. New York, is the
wgeney in charge.

HOME OIL &

REFINING Co.,
Great Falls, Mont. (petroleum prod-
ucts), is sponsoring thrice weekly,
the quarter-hour transcribed serial.
In-Laws. written by Hal Berger. on

KFBB. that eity. Sale was made hy
Aerogramm Corp.. Hollywood, whieh

has national rights to the serial.

now carries

both Red and Blue
NBC programs l

570 k. c.

in Syracuse

LUER PACKING Co., Vernon, Cal.,
(meats), which recently wnsed six
weekly participation in the combined
Housewwives Protective League and
Nunrite Salute on KNX, Hollywoed,
in a five-week test ns its first radio.
has renewed. Contract is for 32
weeks, effective Oct. 3. Glasser Adv.
Agency. Los Angeles, has the account.

COOPERATIVELY SPONSORED
by Canadian advertisers, the morning
Women's Couconu Club program, on
Nept. 28 marked its sixth yvear on the
air on CHRC, Quehee. The club has
15.862 members and is considered one
of the moxt popnlar daytime programs
in Quebee.

FLAMINGO SALES Co., Hollywoud.
(nail polish), an oeeasional user of
radio, is using four and five spot nvn-
nouncements weekly on KNX und
KFI, on a 13-weel Southern Cali-
fornin enmpaign, Agency is RBuchanuu
& Co., Los Angeles,

KFBK, Sacrameuto, has been added
to the gromp of California starioux
carrying time signals for Bekins Van

& Storage Co.. Los Angeles. Brooks
Adv. Ageney, Los Angeles, has the
aceount,

J. LYONX & Co. (Canada) Ltd..

Toronte. ix sponsoring Let's Al Go
Daown the Strand for its tea weckly

CI'RB. Toronto. The program fea-
British tunes and Canadian ar-
with commercials by n char-
identified as “Peter the Tea
Norris-Paterson, Toronto, is

tists,
neter
Planter”.
handling the nceount.

REGAL STMIOE Co.,
started o weekly
grmm of foothall

New York, has
quarter-hour pro-
results on WOR.

New York. Sat, 4:15-4:30 p. m.
i‘.genc_y is Frank Presbrey Co.,, New
Cork.

KRAFT-PHENIX Cheese Corp., Chi
cage (malted milk), has contracted
for quarter-honr sports programs pre-
ceding football games on WTMJ, Mil-
wiuukee. Ageney is J. Walter Thomp-
son Ceo., Chicago.

I'ATE OIL Co., Mihvaukee, is spon-
soring the third annual fall and win-
ter Civie Concert series on WTMT.
Milwankes. featuring local choral
groups. The series of 26 half-honrs
wius pluced by John Barnes Agency,
Milwaukee, with Grant Sandison rep-
vesenting WTMJ.

PINEX Co.. Fort Wayne, Ind. (cold
remedy), has started Alerander Me-
Queen in a series of news comment
on WJID, Chieago. The program ix
heard five days weekly at 4:30 p. m.,
through Russel M. Seeds Co., Chicago.

GENERAL MOTORS SALES Corp..
Detroit {Chevrolet), on Oct. 17 will
sponsor n specially edited series of
United Press news dispatches on
WABC. New York, Sat., 6-6:05 p. m.
Campbell-Ewald Co., New York, is
the agency.

QUAKER OATS Co., Peterborough,
Ont., starts at the end of October a
spot sport announcement series over
12 Canadian stations. Lord & Thomas
of Canada. Toronto, handled the ac-
count, and Doniinion Broadeasting
Co., Torontv. made the recordings,

LEVY BROS., Hamilton. Our,
(Bridal Wreath rings) is running a
live talent show over CKOC, Ham-
ilton, and CFRB, Toronto, which is

recorded and used two weeks later
over CKWX, Vancouver; CJAT,
Trail; CFCN, Calgary; CIRC Win.

nipeg; CJIC Saulte Ste. Marie;
CKSO, Sudbury; CKPR. Fort Wil
liam; CKCK, Regina; CKAC, Mon-
treal. Ferres Adv. Service, Hamiltoxn,
places the account and Dominion
Broadeasting (o.. Toronto, makes the
recordings.

JOHN LABATT Ltd., London, Ont.
(brewer) has started a sports digest
and a dramatic show over CKAC,
Montreal, and a weekly program for
the American distribntor, Head Mil-
ler & Co.. Rochester. N. Y., over
WGR. Buffalo. J. Walter Thompson
Co., Toronto, pluced the three shows.

BROADCASTING ¢ Broadcast Advertising
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HENRY BIRKS & SONS, Mon-
treal. (jewellers) and afliliated com-
panies Birks Ellis Ryrie Ltd., To-
rounto. and Birks-Dingwall Ltd., Win-
unipeg. start about Oct. 13 a series
of 52 dramatic spots to rn daily
over stations in each of the ecight
Cunadian cities in which the firm has
branches. ‘T'he programs will be placed
on CFCF, Montreal; CFRB. Toron-
to; CKWX. Vancouver; CFQC. Sax-
katoon; and on stations in Ottawa.
Calgary, Winnipeg and HHamilton.
The account was placed by Clark
Locke Ltd.. Toronte, with transerip-
tions from NBC.

ROCK CITY TOBACCO Cu.. Que-
hee, has started a twice-weekly 15-
minute transcription test over CJCB.
Sydney, N. 8. N. W, Ayer & Son of
Canada, Toronto, handles the account.

E. FUCINI & Co., New York (Vit-
tone RBitters), is sponsoring a 20-
week eampaign on WOV, New York.
featuring Alfredo Rosi. known as the
Friendly Counsellor, six-weekly, 10-
10:15 a. m. Pettinells Adv. Co., New
York. placed the account.

WARREN BAKING Co.. Warren,
Pa., on Qct. 17 starts Adventures of
Ace Williams, transcribed serial, three
du)s weekly on WJTN. Jamestown,

Y. Agency is W, E. Long Co..
(.hxcugo

KRUG Certified Bakeries divigion of
Continentnl Baking Co.. has bought
the Magic Carpet for 52 weeks over
WIHIO, Dayton, O. Benton & Bowlex
is agency. The mobile recording unit
of WHIO is sent to different towns
having social functions where tran-
scriptions are made of the festivities.
Transeriptions are put on the air the
following day.

ROBERT SIMPSON Co.,, Toroute
and Montreal, (department store)
will use a Christmas promotion tran-
seription show The Cinnamon Bear
on CKCI, Toronto, and a Montreal
station, likely CFCF. The account is
heing placed direct, All-Canada Ra-
dio Facilities, Torouto. selling the
trauscriptions.

T. G. BRIGHT & Co., Niagara Falls,
Ont. (wine) has started a weekly
network program over CKAC. Mon-
treal ; CKCH, Hull; CHRC, Quebec;
CHLT, Sherbrooke: CHLN. Three
Rivers. Sherman K. Ellis, Toronto,
and Deminion Broadeasting Co.. Tw-
ronto, handle the account.

JOIIN A. HUSTON Co.. Toronte
(Pyrex) started Oct. 3 a three-week
spot announcement campaign over 13
Canadian stations. J. Walter Thomp-
son Co., Toronto, placed the account
and Dominion Broadeasting Co.. To-
ronto, made the recordings.

J. C. PENNEY Co., New York, is
testing for 26 weeks on WOW, Owma-
ba, the seript show, The Jangles.
written and produced by Jettabee
Ann Iopking of WOW. Ageney is
Blackett-Sample-Hummert, Chieago.

LARGEST
PUBLIC DOMAIN

RECORDED LIBRARY
in the WORLD

L]
LANG-WORTH
FEATURE PROGRAMS

420 Madison Ave.
New York

AGENCY APPOINTMENTS

WILLIAM JAY BARKER, New York
(Hirsutus hair tonic), subsidiary of Pro-
gressive Drug Co., New York, to Grant
& Wadsworth & Casmir, New York. Radio
plang are now being form
BROWN SHOE Co.. St.
Burnett Co., Chicago.
DEARBORN Products, Chicago (proprie-
taries), to Gale & Pietsch, Chicago.
COLONIAL Knitted Sportswear Inc..
cago, to Ruthrauff & Ryan. Chicago.
AMERICAN TOBACCO Co.. New York
(El Roi Tan & Cremo cigars). to Lord &
Thomas, N. Y.

BROWN & WILLIAMSON Tobacco Co..
Louisville (Avalon cigarettes, Bugler &
Big Ben tobacco), to Russell M. Seeds Co..
Chicago.

FLEETWING OIL Corp. Cleveland, to
Simons-Michelson Co., Detroit.

CLIMAX MOLYBDENUM Co.. New York,
to Donahue & Coe, New York.
SCHUETTINGER & OEHLER. Jamaica.
L. 1. {builders), to Metrupolitan Adv. Co.,
New York.

ATLANTIC PRODUCTS Corp., Trenton,
N. J., to N. W, Ayer & Son. New York.
INTERNATIONAL SHOE Co.. St. Louis,
to Henri, Hurst & McDonald, Chn:ago for
Vitality shoes.

GENERAL SHOE Corp., Nushville, to J.
Walter Thompson Co., Chicago.
INTERNATIONAL SHOE Co., St. Louis
(Vitality shoes), to Henri, Hurst & Me-
Donald, Chicago.

MENTHOLATUM Co., Wilmington, Del.
(proprietary), to Street & Finney, N, Y.
FLORIST TELEGRAPH DELIVERY
ASSN., New York, to Young & Rubicam,
New York.
FREDERICK F.

Louis, to Leo

Chi-

LOWENFELS & Son,

New York (Hotel Bar Butter), to Al
Paul Lefton Co., New York.

GRAVEM-INGLIS BAKING Co., Stock-
ton, Cal, to Sidney Garfinkel Adv. Agen-

¢y, San Francisco.

GROCERY STORE PRODUCTS,
York (Foulds, Golden Age foods),
Cann-Erickson Inc., YA
CHARLES ARMOUR Inci, N'kew York, to
ork.

New
to Mc-

Frank Best & Co., New

BEAUTIFUL facade of the new
WHLS, Port Huron, Mich., whose
triple-plate observation window
Felmxts passersby in the downtown

cation to watch broadeasts tak-
ing place in main studio as its huge
neon sign attracts them. Formal
opening of the new station, called
the Blue Water Station, took place
Oct. 9 on the occasion of the open-
ing of the new International Bridge
joining Port Huron and Sarbia,
Ont., with many dignitaries attend-
ing.

KSAM Takes the Air

WITH special programs from the
Sam Houston State Teachers Col-
lege, whose president, Dr. C. N.
Shaver, is part owner of the sta-
tion, the new KSAM, Huntsville,
Tex., 100 watts daytlme on 1500
ke., was formally inaugurated Oct.
2. A pickup for the State peniten-
tiary also featured the dedication.
The station is managed by Harold
Scott, formerly with KGNC,
KFYO, KGGM and KOCA. Its pro-
gram director and chief announcer
is Charles Tigner, formerly with
KTEM and KOCA. Paul Wolf, for-
merly with KGKB, is chief engi-
neer. Clarence Thomas is announc-
er and R, C. Wilkerson, engineer.

M & O Stations of NBC

Hit Spot Sales Record

SPOT SALES for August and
September hit a new high both in
number of advertisers and dollar
volume for NBC managed and oper-
ated stations, as reported by the
Eastern Division. Forty-six nation-
al and local advertisers are repre-
sented including: Chas. B. Knox Gel-
atine Co., Standard Air Condition-
ing, Ward Baking, Penick & Ford,
Ltd., Hotel Times Square, Phila.
Brewing Co.,, Peter Paul, Inc,
Phila. Inqulrer, Oxo, Ltd., Wm. W.
Lee, Consolidated Edison Co Texas
Co., Royal Typewriter, Rumford
Chemical Works, Saltesea Packing
Co., Carleton & Hovey, Continen-
tal Baking Co., D’Arrigo Bros,
Polaris Co., Curtice Bros., Sheffield
Farms, Campbell Soup, H. S. Graff
Co., Maryland Pharmaceutical, Ar-
co Skate Co., Buick Motor Car Co. N
Oneida Ltd., Kellogg Co., F. & M
Schaefer Brewin 0., J. B. Wil
liams Co., Luden’s, Inc.,, Waitt &
Bond, Lamont Corliss, RCA Mfg.
Co., Macfadden Publications, Lehn
& Fink, R. J. Reynolds Tobacco,
General Cigar, McKesson & Rob-
bins, Peter Doelger Brewing, E.
Fougera & Co., P. Lorillard Co.,
Bathasweet Corp., Bulova Watch,
Good Luck Food, No. American Ac:
cident Insu:ance, Manhattan Soap,
Ford Motor, Borden Co., SEencex
Shoe, Durkee \iower,
Knowles, Megowan Educator, Cran-
berry Canners, C. G. Conn Ltd., K.
A. Hughes and Simonds Saws.

ABE CORENSON, onetime owner of
the old KELW, Los Angeles, has ap-
plied to the FCC for & new 100-watt
station on 1310 ke, in Evanston, Il

THESE CUMBERLAND
MOUNTAINS BOTTLE
UP MARYLAND'S

"S‘MND LARGEST

The 98,400 radio families in the WTBO good service area depend almost exclusively

on WTBO .

listeners cons:stently or effectively.
In WTBO’s listener area, annual retail sales amount to more than $177,393,000. If you
are to get your share of this business WTBO is a MUST medium. Other National adver-

tisers have found this station to be effective and economical . , .

renewal percentage is so high.

800 KILOCYCLES - 250 WATTS
CLEAR CHANNEL
CUMBERLAND, MARYLAND
NO NETWORK STATIONS SERVE THIS CITY

Natbional Repredentalivea: J0§EDH

BROADCASTING ¢ Broadcast Advertising

. because no network station regardless of location or power serves our

that's why WTBO’s

WTBO

H. McGILLVKA
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ERIES of half-hour concerts
by the Cincinnati College of
Music Symphony Orchestra
will originate at WSAI for
MBS, beginning Oct. 19 at 8 p.
m. (EST). Walter Heerman, first
cellist with the Cincinnati Sym-
phony and instructor at the Col-
lege, and Uberto Neely, WLW-
WSAI violinist-conductor and di-
rector of radio extension at the
college, will conduct. A student
soloist will be presented at each
concert, and network stations car-
rying the programs will be invited
to audition student musicians in
their communities, the most talent-
ed to be selected for guest appear-
ances with tEe Ci*ncin*nati group.

Before and After
TRANSCRIPTION of opinions ex-
pressed before the contest is being
aired on WOC, Davenport, under
the title You Said It Yourself, as a
post-football game feature. The
show was conceived and is handled
by Bill Voss, WOC special events
announcer.

WALTER BIDDICK

COMPANY

Jusly PROGRAMS

Emily Post’s Program

SOCIALIZED recitation technique
of modern school rooms has been
adapted to radio in the new Right
Thing to Do series, broadeast on
NBC-Red, Mondays, 7:30-8 p. m.,
under the sponsorship of George
W. Luft Co., Long Island City, for
Tangee lipstick. Emily Post, noted
authority on etiquette, chooses
members of the studio audience to
act out scenes embodying situations
which have proved embarrassing
to her correspondents, and, when
they have finished their impromptu
dramas, asks the rest of the au-
dience to criticize their method of
solving the problem, concluding
with her own summary. Program,
placed through Cecil, Warwick &
Legler, New York, is said to have
the most complete audience partic-
ipation of any of this type of show
now on the air.

* * *
International Food
AIMING at the high foreign per-
centage of Cleveland’s population,
Montana Flour Mills has fashioned
the Recipes of the Nation on
WGAR, Cleveland. Each program
is devoted to the music of a nation-
ality, and the recipes solicited and
read are of the nationality. Prizes
of $2 each are awarded for reci-
pes selected for broadcast. Talent
on the program is Florence La-
Ganke, formerly with the Cleve-

land Press as household editor.

Tongue Gnarlers
ALLITERATIVE problems in
rapid pronunciation are the sub-
stance of Tongue Twister Tourna-
ments, conducted on KDKA, Pitts-
burgh, by Bill Beal. On first show
listeners, asked to send in twisters,
responded with 200 replies; second,
over 500; and third, more than a
thousand. Each week he uses 12
to 16 of those submitted, paying
$1 for each one accepted. Four
contestants, picked from the stu-
dio audience, participate in each
tournament, the winner receiving
$5 in cash and the other three two
tickets to a localt thefter.

From the Lobby
STICKLERS and ticklers are put
by Morton's Question Man twice a
week to visitors in the John Mar-
shall Hotel lobby on WRTD, Rich-
mond, Va. A watch goes to the
person submitting the best set of
five questions for each program,
and each person interviewed gets
a dollar bill.

* *

Haymow Doings
CALLING on listeners with Ezra
Martin and the Folks From Pleas-
ant Valley, Jim Yerian and the mo-
bile unit of WBNS, Columbus, visit
various farms and interview mem-
bers of the household during Ez-
ra’s program. Listeners write in,
inviting Announcer Yerian to call
on them.

Prison Rodeo

EIGHTH annual Texas Pris-
on Rodeo was carried by
WBAP, Fort Worth, remoted
from the state prison sta-
dium at Huntsville Oect. 2.
Harold Hough, WBAP man-
ager and veteran announcer
known as the “Hired Hand”,
announced the rodeo, the
only show of its kind in the
world, and acclaimed as
“Texas’ Fastest and Wildest
Rodeo”. All participants in
the events, from roping to
brone-busting, were inmates
of the prison.

Schoolboy Sportcasters

SPONSORED by Frank Bros.,
San Antonio clothiers, KMAC, San
Antonio, broadcasts daily sports
resumes with student announcers
from six local high schools airing
the sports news of their schools
during the last five minutes of each
uarter-hour program. KMAC also
eatures professional golfers in
daily question-answer programs
under sponsorship of a B)cal men’s
store. Pros from each of the city’s
eight country clubs and public golf
courses answer all golfing ques-
tions sent in by listeners and mer-
chandise is given for the most
tricky questions submitted.
»* * *

Tomorrow’s Treats

DAILY forecast of the following
day’s programs is the new daily
quarter-hour, On KMOX Tomor-
row, spotted early in the evening
on KMOX, St. Louis.

KFYR Covers the BRIGHT SPOT of North

0
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BROOKMIRE INCOME MAP

Crophie Indicntor of Nasionwide Sales Prospoets and Crodis Ouiloh
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550 Ke. *

5000 Watts Day, 1000 Watts Night
NBC Affiliate

KFYR is the only single station capable of telling your story in

the ““GOOD PROSPECT’’ AREA!

KKFYR

BISMARCK, NORTH DAKOTA

National Representative

GENE FURGASON and CO.
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SENSATIONS as he parachuted
to earth from a balloon were de-
seribed via the ultrashortwave pack
transmitter of KDYL, Salt Lake
City, worn by Archie Baldridge
(right) who was interviewed be-
fore takeoff by Announcer Myron
Fox during the Utah State Fair.

* * *

Chance for Amateurs
OPPORTUNITY to appear in pro-
fessionally rehearsed radio drama
is offered nonprofessional actors on
the weekly Opportunity Theater of
KGO, San Francisco, presented
Fridays from the San Francisco
Community Playhouse. Applicants,
who have left their names at the
door as they entered the Playhouse,
are called to the stage to read lines
chosen from dramas previously
presented on NBC. When the pro-
gram goes on the air, finals take
place before the microphone and a
board of NBC producers selects
winners, who are heard the follow-
ing week, after studio rehearsals.
Winners of the previous week are
then heard, first in a dress re-
hearsal and finally in the finished

production.
* * *

Radio for Women
ALMA KITCHELL, concert star
and clubwoman, on Oct. 7, resumed
her weekly programs, known as
Alma Kitchell’s Brief Case, for the
12th year on NBC-Blue network,
Fri,, 6:05-6:10 p. m. Addressing
feminine listeners, Mrs. Kitchell
discusses what radio means to
women as mothers, homemakers
and clubwomen, practically and
culturally, basing her talks on un-
usual letters from listeners. Mrs.
Kitchell is also heard as contralto
soloist and mistress-of-ceremonies
on the NBC feature, Let’s Talk It

Over.
* * *

Archie’s Grab Bag
RIDDLES, recorded musie, spot
interviews, commercials, sport
shorts and what not are carried
on Arch McDonald’s Grab Bag,
heard Mondays through Fridays,
3:30-5 p. m.,, on WISV, Washing-
ton. Each day Announcer McDon-
ald pulls five riddles out of the bag,
invites listeners to phone in
answers, and gives prizes for first
right ones.

& %

News of Organizations

NEWS about the different func-
tions of educational, religious, so-
cial and fraternal societies in
Greater New York is carried on
the weekly quarter-hour, Public
Service Reporter, presented by
Charles Berry on WOV, New York.

Radcliffe of Troy
ONE-MAN show is History Was
Made Where You Live on WGY,
Schenectady, featuring Radcliffe
Hall dramatizing the history of
communities in the service area of
Troy Savings Bank, Troy, N. Y.,
sponsor of the program. Mr. Hall
prologues the broadcast with a
narration leading up to a drama-
tized sketch in which he character-
izes all parts. Copies of the radio
presentations are printed and
mailed to listeners upon request.
Hevenor Agency, Albany, handles
the account.

* #*

The War Fever
SUPPOSEDLY actual events con-
cerning the activities of the Red
Circle, a spy organization of an
Eastern European power, and its
attempts to enter the U, S. Army
and Navy are broadcast on the
serial program, The Crimson Wiz-
ard, on the MBS network, Fri,, 9-
9:30 p. m. Much of the plot re-
volves around the building of new
super-battleships by America, and
is enlivened with special recordings
of actual machine gun, rifle and
artillery fire.

*

* ®

Around a Table

VICE-MAYOR Nicholas Klein, of
Cincinnati, presides over the infor-
mal discussion on questions of the
day carried by WKRC, Cincinnati,
on its Saturday Knights of the
Round Table. Questions of local,
national and international impor-
tance are brought before a differ-
ent group each week, ranging from
university professors to politicians
and newspapermen, and all par-
ticipants express views on the sub-
ject under discussion.

Flatbush Jobs
APPEALS to increase private em-
ployment are broadcast by the Bor-
ough of Brooklyn on WMCA, New
York, Wed., 8:45-9 p. m. The se-
ries is conducted by Harry Marcus,
manager of Sears Roebuck Co. in
Brooklyn and chairman of the
Merchants Council of the Flatbush
Chamber of Commerce, and fea-
tures talks by outstanding person-
alities in civie and industrial life
in the Borough.

* * %

Stunned by Pedagogy
SCHOOLROOM antics of a varied
group of pupils, colored with humor
from Waldo S. Newbury, musical
director of WBRY, Waterbury, are
featured in School Daze on that
station.

NATIONAL
ADVERTISERS
ADVERTISING IN CANADA
USE

CHNS

Halifax, Nova Scotia
The Key Station
of the Maritimes
Ww. C. BorrerT, Director

U.S.A. Representatives:
Jos. Weep & Co.
350 MADISON AVE., N.Y.C.
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Where Women Belong
JUDITH ABBOTT, commentator,
is running a news program, Edited
for Women, on WNEW, New York,
Tuesday - Friday, 4:15-4:30 p. m.
Miss Abbott interprets the news as
it affects the women of America,
her policy being to bring women to
a full realization of their place in
the social and economic structure
of society; she also interviews
from time to time prominent ca-
reer women in her search for the
ideal wife.

* * *

From the Clothes Makers

HIGHLIGHTS in fashion to be
presented in Cleveland shops dur-
ing the coming week are disclosed
by Eleanor Hanson on Fashion
Firsts, carried weekly on WHK,
Cleveland. Miss Hanson visits vari-
ous garment factories and stylists’
offices before preparing her script,
working in cooperation with Jacob
Wattenmaker, executive secretary
of the Cleveland Fashion Institute.
* * *

Working on the Railroad

TO FIND the city’s outstanding
trainman, WWL, New Orleans, in-
vited representatives of every rail-
road in the city to participate in
a broadcast, with each contestant
calling out stations on his route in
his own way. A loving cup was
awarded the winning jawbender.
* * *
Tips on the Taverns

TIPS on dine and dance spots,
along with transeriptions of popu-
lar dance bands, are carried on
Where to Go and What to Do, spon-
sored on KYOS, Merced, Cal.,, by
local cafes and taverns.

THE VOICE OF MISSISSIPPI

STRAWS IN THE WIND?

Jackson reports substantial
monthly increases in building
permits; total value of build-
ing permits; bus passengers;
Post Office receipts; gas and
electric connections; new fam-
ilies; telephones in use.

These are not just “straws in
the wind” but facts that prove
conclusively that it is to your
advantage to advertise over
WJIDX — the station that
speaks with dominant appeal
in the Mississippi market area.

Owncd ond Operated By

LAMAR

LIFE INSURANCE
COMPANY
JACKSON, MISSISSIPPL

“They’ve put us off the air! That
Western Electric 110A Program

- Amplifier ends monkey-chatter.”

b e B s R
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STATIONS IN WESTERN CANADA

In Western Canada—

all these stations are
C.B.C. basic outlets.

CKY Winnipeg

is western Canada’s Most
Powerful Station

L4

[ ]

[ ]

L] and
° CKX Brandon
[ ]

[ ]

completes the Manitoba
radio coverage.

I“Sa::kaIt:hewan

: The people listen to—

° CKCK Regina

. delivers 82.7% of Reglna Audience

° ‘CHAB Moose Jaw
< delivers 72.6% of Mosse Jaw
° Audience

Alberta

These three stations afford
the only 1007, coverage.

CJCA Edmonton

« « o delivers 70% of Edmonton Audience

CFAC Calgary

- » o dellvers 65% of Calgary Audlence

CJOC Lethbridge

+ + o delivers B6% of Lethbridge Audience

In

British Columbia

® For maximum coverage at minimum
cost use

® CKWX Vancouver

(not basic CBC}

T CJAT Trail

Canadian Representatives
ALL-CANADA
RADIO FACILITIES
TORONTD - MONTREAL - WINNIFES
CALGARY - VANCOUVER

U. 5. Representatives
WEED & CO.

HEW YoORE - DETROIT
CHICACD - SAN FRAMCISCO

1938 SURVEY FIGURES

LEONARD F. WINSTON, who for
the last four years has been conduct-
ing his own radio production service.
recently joined Ray MecCarthy Adrv,
Service, New York, as radio director
and account executive. At present he
ix working on the necount of Peter
Doclger Brewing Corp., Harrison, N.
J., which on Oct. 6 started a weekly
quarter-honr musical program on
WJZ, New York.

KIMBALIL, HUBBARD & POWEL.
New York, has changed its name to
Morgan Reichner & Co., effective im-
mediately. Morgan 8. A. Reichner is
president; Amos Stote and Charles
. Bauer. vice-presidents; Harold A.
Bowmun secretary. George Arkedis
continttes as radio director.

PAUL GRANT ADV. has been es-
tablished at 520 N. Michigan Ave,
Chicago, to function as a general
agency. Mr. Grant has done copy and
contact work with Ruthrauff & Ryan,
Campbell-Ewald. Geyer Co., Dayton,
and Matteson-Fogarty-Jordan. Asso-
cinted with him in the new firm is
Miss A. E. Schuster, formerly in
charge of the office and secretary of
the company at Morris-Schenker-
Roth, Chicago. Telephone number of
the new agency is Delaware 48%i.

GEORGE H. INCLEDON. formerly
of Ford, Brawne & Mathews, Chica-
go. has joined William R. Harshe
Inc.. Chicago, to do public relations
work.

SANFORD BARNETT. J. Walter
Thompson Co. Hollywood writer, and
Roberta Black, United Airlines
stewardess, have announced their eu-
gagement.

JOHN H. CHRIST, producer of J.
Walter Thompson Co., Hollywood.
and Miss Birdie Byron were married
in Los Angeles Oct. S

65,000,000
People

Live Within
500 Miles of

WHAS

50,000 Watts
820 Kilocycles

CBS Basic Station

EDWARD PETRY & CO.

National Representatives
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S & F Names Craig

WALTER CRAIG, radio producer,
has been appointed radio director
of Street & Finney, New York
agency. Coming to radio from the
stage, where he played juvenile
roles, Craig was manager of the
commercial program department
of World Broadecasting from 1929
until 1933, and has since headed
his own production agency in New
York. He has handled production
on the semi-annual radio cam-
paigns of United Drug Co. to pro-
mote its Rexall One-Cent sales and
on the programs sponsored by
Carter Medicine Co., which are the
chief radio users among the clients
of Street & Finney, so his new po-
sition will to some extent be an en-
largement of his former duties.
Kenneth Burton, who has been as-
sociated with Craig since they
worked together at WBS, has
taken over the Craig organization.

ROY F. SHULTS, for ten years with
Compton Adv., New York, recently as
newspaper space buyer, has joined
Joseph Katz Co., Baltimore, as di-
rector of media, in charge of all pur-
chase of space and time for the agen-
cy's clients.

FLETCHER B. TRUNK. of Danvers
& Trunk, Denver, recently took over
the firm, which will operate as ¥letch-
er B, Trunk & Co. in the same loca-
tion in the Gas & Electric Bldg., Den-
ver.

MAC WILKINS & COLE Inc, Port-
land, Ore., has moved to the Corbett
Blag.

EDWARD LASKER, radio dircetor
of Lord & Thomas. after several
weeks in Hollywood, has returned to
Chieago headquarters.

MYRON KIRK, radio department
manager of IFamous Artists Corp.,
Hollywood talent agency, since Janu-
ary, has severed his connections with
that firm. Before joining Famous
Artists he was radio director of Ruth-
ranff & Ryan.

AL BREMNER, formerly of Black-
ett-Sample-Hummert, Chicago, wheve
he wrote copy for the Ovaltine nec-
count, joins the copy depurtment of
H. W. Kastor & Sons Mdv. Co., that
city, effective Qct. 17.

GEORGE TOLIN, formerly radio
production manager of Allied Adv.
Agencies, San IFrancisco, has been
appointed radio director of Hollywood
_(\Cal.) Conservatory of Music and
Arts.

CULBRETH SUDLER. formerly nac-
count executive of Philip J. Meany
Co., Los Angeles, and well known iu
national advertising, has established
his own agency under firm name of
Culbreth Sudler Co., at 412 West
6th St., that eity.

WWNC

ASHEVILLE, M. C,
Full Time |

I
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Coverdge of Prosperous

Western North Carolina
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of The Southeast™

RAYMOND R. MORGAN, head of
Raymond R. Morgan Co., ﬁollywood
advertising and radio production con-
cern, is on his semi-annual visit te
eastern clients. During his tour he
will also confer with M, Lewis Good-
kind of Goodkind & Morgan, Chica-
go, the Raymond R. Morgan Co. af-
filiate.

WARREN P, FEHLMAN has joined
Darwin H. Clark Adv. Agency, Lox
Angeles, as account executive. Mr.
Fehlman was advertising manager for
the Southern California distriet o
the Wall Street Jowrnal.

LAWRENCE H. WOOD has joined
Charles Eckart Co., Los Angeles, as
head of the public relations and mer-
chandising departments. Charles J.
Eckart heads the radio department.
Agency recently moved to larger quar-
ters at 1709 West 8th St.

0. M. SCHLOSS, formerly in radi:
station relations work at MeCann-
Ericksou, New York, on Oct. 7 was
appointed space buyer of publication
media for that agency.

RALPH RICHMOND, on Oct. 1, ve-
signed as head of the radio commer-
cial department of Benton & Bowles,
New York. His future plans will be
announced shortly. Clinton 8. Ferris.
former _vice-president of Blackett-
Sample-Hlummert, New York, replacex
Mr. Richmond.

FRANK DELANO of the traffic and
merchandising department of Young
& Rubicam, New York, for the past
five years, has been transferred to the
agency’'s Hollywood office to replace
Fred Wile as coordinator. Mr, Wile
is now in the New York office of
Young & Rubicam.

ROBERT ETTIENE, formerly with
the radio department of H. W, Kas-
tor & Sons Adv. Co., Chicago, has
joined the estimating division of
Blackett-Sample-Hummert. Chicago.

STUART L. KLINGELSMITH, who
formerly operated his own Los An-
eles agency. has joined Buchanan &
Jo., that city. ax account executive
and producer,

JAMES WHIPPLE, writer and pro-
ducer of Lord & Thomas, Chicago, has
heen named radio director to succeed
IBasil Langhrane, who resigned recent-
Iy to join id. Wolff & Associntes. Ro-
chester. N. Y

GBORGE H. THORNLEY, formerlr
of Thornley & Jones, New York, re-
cently became associated with Erwin.
Wasey & Co., New York, in the new
business department.

PATRICIA O'CONNELL, formerly
with Joseph Katz Adv. Agency, New
York, and recently with Blackett-
Sample-Hummert, New York, has
joined Compton Adv., New York, ax
radio copy writer.

CLINTON 8. FERRIS, formerly
vice-president of Blackett- Sample-
Hummert, Chicago, has joined Benton
& Bowles, New York.

BUCKINGHAM GUNN, with J.
Walter Thompson Co., Chicago, be-
fore joining Ruthrauff & Ryan a year
ago, has returned to the Thompson
agency, where he will produce The
Northerners, for Northern Trust Co.,
and Bowman Dairy Co.s Mwusical
Clock.
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www americanradiohistorv. com


www.americanradiohistory.com

ROBERT M. FLEMING, account
executive of Harry M. Miller Inec.,
Columbus, has been appointed man-
ager of the Cincinnati branch and

director of radio for the entire ngency.

SAMMON Advertising & Merchandis-
ing Service, Baltimore, has moved to
new quarters at 733 N. Eutaw.

PHILIP KLEIN Adv. Agency. Phil-
adelphia, is moving to 1910 Ritten-
house Square.

INTERSTATE Adv. Ageney, Cleve-
Inud, has appointed Wi, H. Bricker
as 2 Cleveland sales representative.

SHOUSE NAMES IRS
AS REP FOR WSAI

APPOINTMENT of International
Radio Sales as exclusive national
representatives for WSAI, Cincin-
nati, was announced Oct. 10 by
Jamnes D. Shouse, vice-president of
Crosley Radio Corp. in charge of
broadcasting operations.

The apgoint-
ment, Mr. Shouse
said, does not af-
fect the status of
WLW, which is
represented by
Transamerican
Broadcasting &
Television Corp.
The change, he
stated, is part of
Mr. Thornquest the program to
segregate completely operation of
the two stations and in no manner
is critical of Transamerican’s rep-
resentation of the two stations.
With the appointment, WSAI in a
business way, becomes completely
independent of WLW. Dewey H.
Long, formerly of CBS’ Radio
Sales, recently took over general
management of the station which
has its own sales, special events,
and programming departments.

“The change was occasioned only
by the increasing necessity for sep-
arate representation of WLW and
WSAIL” said Mr. Shouse. “It has
been our purpose for the past year
to segregate the activities of WLW
and WSAI. With each station hav-
ing its own national representative,
that segregation program has been
completed.”

Mr. Long also announced ap-
pointment of Jack Thornquest as
sales manager of WSAI. He has
been with the station since 1937
and before that spent a year in
agency work with Ralph H. Jones
Co., Cincinnati. He is a graduate
of Miami University.

CKLW Names McGillvra

APPOINTMENT of Joseph H.
McGillvra as exclusive representa-
tives in the New York, San Fran-
cisco, Los Angeles, and Atlanta
areas was announced Oct. 3 by J.
E. Campeau, general manager of
CKLW, Detroit-Windsor. Simul-
taneously he announced that the
New York office of CKLW, headed
by Phil Fuss, had been closed. The
Chicago office, with George Roesler
in charge, will continue, Mr. Cam-
peau declared.

Marvin Joins Esty

RICHARD MARVIN, for 10 years
with J. Walter Thompson Co. in
Chicago and for five years radio
director of that office, has joined
William Esty & Co., New York, as
radio director, succeeding S
Crampton who resigned last month.

Rzpos—

INLAND Broadeasting Service, re-
cently formed as a station representa-
tive firm in Winnipeg, with offices at
171 MeDermot  Ave., annonnces it
represents CJRC, Winunipeg; CIGX.
Yorkton; CJRM. Regina; CFQC.
Saskatoon ; CFCN, Calgary; CFRN.
Edmonton, K. C. Ball, well-known in
western  Cunada. New York and
Southern advertising circles, has
joined Inland as commercial manager.
Ile comes from the advertising staff
of the Winunipeg Tribune.

DONALD DONAHUE has resigned
as sales manager of the radio depart-
ment of J. J. Devine & Associates,
New York, to join the sales staff of
George P, Hollingbery Co.’s New York
office. I'rior to hig affiliation with the
Deviue organization.

KFSD, San Diego, Cul.,, has appoint-
ed Paul H. Raymer Co., New York,
as national repregentative.

WIRE. Indianapolis, has appointed
E. Katz Agency as national repre-
sentative, The effective date has been
annonaced as Jan, 1, 1939,

McGillvra Names Wright

To Head Toronto Office
C. W. (Bill) WRIGHT has been
a&pointed manager of the Toronto
office of Joseph Hershey McGillvra,
station representative firm,
ceeding N. Port- pug

er Colwell, who
has resigned to
become manager
of Canadian
Facts Ltd.,, re-
search organiza-
tion, and a part-
ner in the busi-
ness with Ethel
Fulford. Mr.
Wright, for the Mr. Wright
past year a member of the Mec-
Gillvra staff in Toronto, was for-
merly manager of CKGB, Tim-
mons, Ont., and has subsequently
been associated with Northern
Broadeasting Co. and All-Canada
Ltd., Canadian station representa-
tive concerns. He spent a month
last summer in the McGillvra New
York office.

J. L. Alexander, salesman for
national advertising media in To-
ronto for the past six years and
most recently with the Kingston,
Ont., Whig-Standard, has been
added to McGillvra’s Toronto sales
staff. L. M. (Mike) Mickles Jr.,
continues in charge of the firm’s
Montreal office.

suc-
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1000 Watts,
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Ferguson Joins Weed

R. L. (Fergie) Ferguson, veteran
broadcaster, on Oct. 10 joined the
Chicago sales staff of Weed & Co.,
station representatives. A veteran
of a dozen years in radio, Mr. Fer-
guson joined the Weed organization
after a year with
Jesse L. Kauf-
man Inec., where
he managed tal-
ent and produc-
tion. He was man-
ager of WINS,

ew York, from
1934 to 1937 and
prior to that time
was with the Chi-
cago sales unit of
NBC and commercial manager of
WLW. Still earlier in his career he
was with WOR, Newark, and
WAHG, which later became
WABC, New York.
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Studdio Notea

NEW FRIENDS OF MUSIC series
of 16 chamber music concerts from
Town Hall, will be broadcast weekly
on NBC-Blue network from Oect. 23
through Feb. 19, inclusive, Sunday,
6-7 p. m, The program was organized
in 1%36 by Ira A. Hirschmapn, vice-
president of Saks Fifth Avenue, New
York (department store), who is a
prominent music patron and & non-
professional pianist, to make available
to New York's music public concerts
of masterpieces within range of mod-
est pocketbooks. The three seasons
of this series have been met with
such enthusiasm that the New Friends
of Music has organized its own cham-
ber orchestra, under the direction of
Fritz Siedry, Viennese conductor. This

year's programs will feature the
works of Bach, Beethoven, and
Haydn.

WHOM, Jersey City, is the first sta-
tion to adopt the We Americans se-
ries, originated by WHK-WCLE,
Cleveland, presenting the first pro-
gram of the patriotic series on Oct. 9.
We Americans is a copyrighted fen-
ture of United Broadcasting Co..
which has been offered every station
in the country to promote public in-
terest in the democratic form of gov-
ernment [BROADCABTING, Oct. 11.

THE Concert Artist Burean of the
Federal Music Project, on Oct. 4.
started a series of weekly musicales
on WEVD, New York, Tues., 8:30-9
p. m. The Negro Art Singers, the
Forum Trio, and the Negro Melody
Singers are featured on the programs
for various weeks.

Get Your Share
In HAWAIDI’S
$142,186,243.47 Market *

With
KGMB - KHBC
HONOLULU HILO

*Retail Sales:
Fiscal Year 1937-8

Representatives:

CONQUEST ALLIANCE CO., INC,
New York, 515 Madison Ave.
Chieago, 203 N, Wabash Ave.

JOHN BLAIR & COMPANY
San Franeisco, Russ Building

L

CELEBRATING the first anniver-
sary of Youth 'Round the World, a
Saturday morning program on
WCFL, Chicago, presented in co-
operation with the National Youth
Administration for Illinois were:
(1 to r) Miles Reed, production
manager of WCFL; Frances Cor-
deal, writer; Herman G. Berglund,
announcer, and C. Florence Mead,
producer and director. The drama-
tized program of world-wide news
events of interest to youth has
given radio training to many Chi-
cago young people, 20 of whom
have found regular work in radio.

KYSM, Mankato, is carrying seven-
teen games of the football teams of
Mankato Teachers College, Mankato
High School and Loyola High School
during the 1938 grid season, including
eight remoted away contests. The pro-
grams are handled by Fred Just and
Bob Kunkel. When the high schools
and teachers college play simultane-
ously, KYSM broadcasts the away
game, accommodating fans with the
game least convenient for them to
attend.

JAN SAVITT, musical director of
KYW, Philadelphia, and his KYW
Top Hatters will play for the debut
of Caroline Woodman, daughter of
Dr. and Mrs. James Rowland Angell,
on Oct. 21 at a society dance in the
Lawn Club of New Haven.

K)MA, Shenandoah, claims a first in
its play-by-play broadeast of a six-
man football gnme Sept. 29. The
broadcast ‘was carried as part of a
schedule sponsored on KMA by Tyler
Bros., local Coca Cola hottlers. With
Cy Rapp describing the game, the
broadcast tied up the only telephone
line into Massena, a city of 300 where
th% g]t;me was played, for an hour and
a half.

WHEN the local sanitarium moved
its iron lung into a booth at the
Southern Oklahoma Fair and Exposi-
tion, KVSO, Ardmore, carried an in-
terview program between announcers
Pat Perrin, in the lung, and Paul
Duncan.

NOW, JOHNNIE, TELL
THE CLASS WHAT
MONTREAL IS
NOTED FOR..

THAT'S WHERE
CKAC IS«
CANADA'S
BUSIEST |

STATION!
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Mop at the Mike

SOL WILLIAMS, negro jan-
itor of KMOX, St. Louis,
has won a contract renewal
as featured performer in Hot
Stove League, sponsored on
the station for Hyde Park
beer. Sol accidentally got on
the program last year and ad
libbed s0 effectively that he
was made a regular side-
splitting feature. He con-
tinues to wield mop and
broom during his moments
away from the microphone.

CKAC, Montreal, has completed ar-
rangements with several Paris sta-
tions and recording companies for
personal appearances of 12 popular
French artists under commercial
sponsorship on CKAC. The idea was
tested in 1937 when Jean Clement,
Paris tenor, was brought to Canada
under sponsorship of L. O. Grothe
Ltd., tobacco manufacturers, and
proved so successful that he will re-
turn for a second season.

REMAINING on the air until 3:30
a. m. Sept. 27, WGAR, Cleveland,
presented a special Flood Relief Show
by request of the Cleveland American
Red Cross chapter and raised $850 in
pledges. Cancelling all scheduled pro-
grams, WGAR turned over its facil-
ities to the Red Cross at 10:30 p. m.
for the show, which featured Sidney
Andorn, WGAR theatrical reporter,
a8 master of ceremonies, and included
talent from all local theatres, hotels
and night clubs, Twelve orchestras
appeared, in addition to Walberg
Brown’s studio band.

JOHN STEELE, MBS London and
foreign representative, will start a
new commentary series, shortwaved
from London, on the coast-to-coast
Mutual Network Oct. 19, 9:15-9:30
p. m. (EST) and continues on alter-
nate Wednesdays thereafter.

KFRO, Loungview, Tex., recently
opened studios in the Marshall Hotel
and the Harrison County Fair build-
ings at Marshall, 32 miles from Long-
view. The new studios are supervised
by James A. Beck, formerly of KFJZ,
Fort Worth, and KDNT, Denton,
with Fred Dabmer Jr., in charge of
technical equipment.

WINTER SERIES of Kansas Round-
up, weekly hour show presenting the
complete entertainment staff of
WIBW, Topeka, returned to the local
Fox State Theatre Oct. 1. Manager
Ben Ludy took the show to the the-
atre last year after the program audi-
ence outgrew studio facilities. The
program, broadecast direct from the
stage, is remoted through the WIBW
transmitter. Minimum admissions are
charged.

WOAI, San Antonio celebrated its
sixteenth anniversary Sept. 25 with
announcement of 69 hours of com-
mercial programs sponsored by 122
advertisers in a fall schedule pub-
lished in the San Antonio Ezpress.

WNEW, WOV-WBIL, New York;
WSBC, Chicago; WPEN, Philadel-
phia, and KWJJ, Portland, Ore., have
contracted for International News
Service.

THE two-story building which houses
studios and executive offices of
KFOX, Long Beach, Cal, has been
purchased by Hal Nichols, owner of
the station, from Goodyear Tire &
Rubber Co., that city. Valued at $60,-
000, the structure will be entirely re-
modeled at a cost of more than $15,-
000, with new offices, and a theatre-
auditorium seating 500. New technical
equipment will be installed. KFOX,
recently granted FCC permission to
operate on 5,000 watts, in February
will start building its new transmit-
ter, site of which has not as yet been
announced.

COMPLETE descriptions of races be-
tween the Bluenose and Gertrude L.
Thebaud, last of the full-rigged fishing
schooners, were broadcast on NBC-
Blue and CBC. An NBC crew. con-
sisting of a distinguished yachting
authority and Bob Evans, of WEZ,
Boston, sailed aboard the Thebaud,
out of Gloucester. Frank Willis and
Ted Briggs, of CBC, were aboard the
Bluenose, out of Lunenburg, Nova
Scotia. The races were_held on alter-
nate days off Graves Light, Boston,
with three out of five determining the
winner_of the International Fisher-
man’s Race.

RECORDINGS of WLW- and WSAI
broadcasts from Cincinnati’s celebra-
tion of the Northwest Territory
sesqui-centennial were presented to
Mayor James G. Stewart in a cere-
mony at City Hall on Oct. 8 by
Robert Van Fossen, chairman of the
Public Observance Committee. The
collection, including posters, handbills
and transcriptions, was turned over
to the Cincinnati Historical Society
to be stored in a sealed vault for 50
years. Instructions for playbacks of
the recordings and two dozen needles,
imbedded in a block of wax, were in-
cluded also. The presentation cere-
mony itself was transcribed and placed
with the other recordings.

CAMPBELL ARNOUX manager of
WTAR, Norfolk, has announced that
with the coming of the fall geason the
station will revert to its winter oper-
ating schedule of 1814 hours week-
days, an increase of one hour daily
over the summer schedule. The extra
hour has been added from 12 to 1
a. m. to provide late network origina-
tions that reach Tidewater listeners
an hour earlier due to Standard Time
operation.

IN conjunction with National Retail
Demonstration week, Sept. 19-24,
WDWS, Champaign, Ill., induced
local merchants to test available sus-
taining features on a one-time basis.
The merchants cooperated, and 48
fifteen - minute available progrars
were subject to the test. As a result,
WDWS reports that 50% of this time
hils been contracted for regular sched-
ules. .

SAN FRANCISCO advertising ex-
ecutives have been invited to address
the KSFO audience this fall in con-
nection with the fifth series of “Short
Talks on Advertising”. These are pre-
pared by the Bureau of Research and
Education, of the AFA.

COOPERATING with Vigo County
Agricultural Agent O. C. Redenbacher,
WBOW, Terre Haute has started a
series of weekly half-hours short-
waved from Vigo County farms. Ac-
tual descriptions of farm progress
and development are handled by Mr.
Redenbacher and Horace Capps,
WBOW program director. 4-H Clib
leaders also assist in the broadeasts.

CKY, Winnipeg, and CKX, Brandcn,
have started daily five-minute talks
Between Ourselves by D. R, P.
Coats, public relations chief of the
stations, outlining the highlights of
the coming day’s programs.
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Freedom of Radio
In War Stressed

Roundtable Group in Favor of
The American System

PARTICIPATING in a roundtable
discussion, carried by CBS on its
People’s Platform Oct. 2, Neville
Miller, NAB president, declared
radio was a prime factor in bring-
ing about peace-mindedness during
the recent European crisis, and
pointed out the importance of ra-
dio freedom in times of stress. Mr.
Miller was a guest of Lyman Bry-
son, chairman of the CBS adult
education board, at the forum,
along with Curtis Mitchell, editor
of Kadio Guide; Mrs. Allen Freid-
lich, sister of George S. Kaufman
and a housewife interested in radio
programs as a listener, and Bob
Trout, CBS commentator.

“One of the most significant
things in the week (of the Czech
crisis) was the timing of events,
which would not have been possible
without radio,” commented Mr.
Miller as the group spoke of the
way radio was used in swiftly
transmitting news and official com-
muniques. “Radio was really put-
ting into effect what was the basis
of the League of Nations—getting
people around the table to talk
things over. The speed with which
we could get all the people around
the table was a big factor in bring-
ing about a peaceful settlement.”

Commenting on the observation
of Mr. Mitchell that German and
Czech radio listeners, during the
crisis, drew no benefits from un-
censored accounts like those fur-
nished American listeners, Mr.
Miller declared:

“I hope in that case (of war)
that radio freedom would remain
with us. This freedom is just as
important as the other civil liber-
ties—speech, press, religion, and
assembly—and probably the only
reason it was not included in the
bill of rights was because it was
not dreamed of at the time.” The
Government could take over radio
during war times, it was conceded,
but the group declared that it
should be “turned back to the peo-
ple” as soon as the crisis passed.

CALL LETTERS of CRCS, Chicou-
timi, Que., have been changed to CBJ
starting Oct. 16, according to the
Canadian Broadcasting Corp. CRCY,
Toronto, noncommercial CBC station.
is not expected to change its call at
present.
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WPTF JOINS ARMY MANEUVERS

Station Will Be Big Factor in the Largest
Air Concentration in U.S. History

TO PROVE the effectiveness of ra-
dio broadcasting in assisting the
Army in providing adequate de-
fense of cities and towns from
enemy aircraft, WPTF, Raleigh,
N. C,, is cooperating in the Army
maneuvers being planned at Fort
Bragg, N. C,, starting Oct. 10.

Working with Army officials,
WPTF’s production department is
marshalling all of its special events
equipment and staff for a week of
activity, in which the audience will
be given instructions and details
regarding the greatest peacetime
maneuvers of anti-aircraft equip-
ment the country has seen.

From the North Carolina coast
all the way to Fort Bragg, some
60 miles from Raleigh, the Army
has set up observers to report to a
Central Coordination Board, the
progress of an attacking “enemy
fleet”. By instructing civilians in
keeping the defending air corps in-
formed during these maneuvers, a
better understanding of what war-
time conditions will necessitate will
result, and WPTF’s part in this
unusual undertaking will be to
broadcast reports sent in by the
observers, so that a true knowledge
of the progress of the “attacking”
enemy planes will be known by the
Army and radio listeners too.
WPTF, in order to accurately re-
port the activities of each day’s
maneuvers will have its Production
Manager Wesley Wallace, who ar-
ranged for the broadcasts with the
Army, and Henry Hulick, technical
supervisor, on hand for the entire
week of Oct. 10-15, from 4 a. m. to
11:30 p. m.

Blackout Planned

The Army is relying on the fa-
cilities of WPTF to spread the
news reported by observers, of the
exact place “enemy” planes are
sighted, the time and speed of the
‘“attacking” fleet and other perti-
nent facts concerning the plan.
WPTF was selected for this job
because it is located in the exact
area covered by the maneuvers and
the Army will rely on the broad-
casts of the station to govern the
movements of the “defending” air
force.

An almost complete “blackout”
will be effected Oct. 13, beginning
at 6 p. m. All persons throughout
the area who have been designated
by the air corps as observers will
receive instructions through WPTF
and have been asked to keep tuned
to the station for instructions dur-
ing the progress of the exercises.

The complete plans of the Army
make this proposed maneuver and
exercise program the largest con-
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IN CHICAGO!
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blasts all prejudices on Chi-
cago radio! Write for it—read
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centration of air corps and anti-
aircraft equipment and men ever
held in the United States, and will
utilize the first and largest citizen-
warning net ever devised. The men
behind of and in charge of these
exercises which are extraordinary
in their magnitude, are Brigadier
General William Bryden, Com-
manding Officer at Fort Bragg,
Supervisor of the exercises; Briga-
dier General Fulton Q. C. Gardner,
in charge of anti-aireraft, and De-
fense Commander; Lieutenant Colo-
nel William P. Kepner, Commander
of Defense air forces; Major Stacy
Knopf, Publicity and Press Officer
at Fort Bragg, and Major Calvin
H. Burkhead, Post Communications
Officer, also of Fort Bragg.
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