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You all remember the sioryfhow Jack climbed up the
beanfalk and got the hen that laid the golden egg.

W
message up the two new tall antennae of KYA and
REHE and let them bring back the hen, only this
fime [in the form of Sales—~SALES—SALES.

~ KEHE with its new 5 kilowatt RCA high fidelity
“transmitter and antenna system delivers a clear,
erowg signal from San Diego to Santa Barbara.

have a 1937 version of this—send your sales

" KYA with the same modern equipment and new
transmitter site completely blankets the San Francisco-
Oakland area and the surrounding nine Bay counties.

Here is the hen that is just waiting fo lay golden
eggs for you.
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iBIG TIME LOCAL SHOWS

‘ Shows And Showmanship That Sell! ..
than 279,850 radio homes with spendable income of 569?,524,000 are
*constantly coming into the “big-tent” of this star-studded show‘,-housc..l--P"'
senting \thc most "' colossal anF stupendous” array of talent in the world.
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Roosevelt Soun

convention of the NAB in
the Hotel Sherman, Chi-
cago, June 21-23.

Advance réservations at
the Sherman Hotel totaled
800, as against a pross
registration of 816 in Chi-
cago last year with a del-
egate enrollment of 250.

In a letter communicat-
ed to the industry through
BROADCASTING, the presi-
dent paid high tribute to
the nation’s broadcast-
ers and praised the man-
ner in which radio threw
open its facilities for re-
lief work during the Ohio
and Mississippi floods of
1937. Even more signifi-
cant, however, was the
Chief Executive’s obser-
vation that there are no
problems in radio that
cannot be solved “by in-
telligent management,
good programming and an
awareness of public re-
sponsibility.”

In those words the
President appeared to
spike constantly recurring
reports that the Admin-
istration might lay a
firmer hand upon private
While the
thought of government
ownership, which has
arisen perennially to
haunt broadecasters, large-
ly has been dissipated,
there nevertheless have
een disquieting indica-
tions both from within
and outside the govern-
ment for public stations.
The Presidential commu-
neations was viewed as
refutation of any admin-
stration support of such
projects. .

At no other time since
hational conventions of
broadeasters have bee n
held has the atmosphere
cen s0 free of controver-
sial issues — on the sur-
face, at least.

Unlike the situation a
Year ago when the indus-
fry appeared to be split on

BROADCASTING e Broadcast Adv%rtising
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Industry Can Seolve Own Problems, Says the President;
 Group Membership and Increased Dues Are Issues

ENCOURAGED by a renewed ex-
pression of- confidence from Presi-
dent Roosevelt in their industry
and in their ability to cope with
problems confronting it, an unprec-
edented attendance of broadcast-
ars is expected at the 15th annual voting on two proposals to amend

i

. y SOL TAISHOFF

the by-laws—one to increase the
dues by 509, or from some $90,000
a year, to an expected yield of
about $135,000, and the other to
force all group-owned stations to
enroll as members if any one of
the group has a membership.

basic issues, including copyright,
the convention agenda this year
does not augur any|serious conflicts,
although a numbey of minor issues
are due for airing. There likely will
be sharp debate and even sharper

the
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THE WHITE HOUSE
. WASHINGTON

\‘ June 11, l\‘}j?g
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My dear Mr. Taishcjf:

I have lgarned that the broadegsters agein are preparing
for their conventign and business meetings. It-is a pleasure,
therefore, to extedd greetings and good wishes to the industry on
the occasion of the Fifteenth Annual Convention of the National
Association of Broadcasters.

Much has|transpired in both government and industry in
the year that has elapsed since your, last conventiom. Radio has
shown remarkable development. The manner in which radio threw
open its facilities for relief work during ther devastating floods
of the Ohio and thg Mississippi esrly this year was a revelation
of its tremendous public service vualue in time of emergency, and
a credit to the spirit of helpfulness on the pert of the brozd-
casters of the nation.

The problems that present tnemselves to you broadcasters
are not insoluble] In your industry tnere are no problems that
cannot be solved by intelligent management, good programming and
an awareness of pyblic responsibility.

:

1

Very sincerely yours, !

}
|
|

8r. Sol Taishoff, )
Editor, Broadcastg.ng Mazazine,

|
%
Washington, D. C.‘ . }
|
| |
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ds NAB Convention Kéynote

While dissatisfaction has been
expressed in some quarters over
NAB adminigtration )
the last year, no fight of any real
proportions s
year the most dramatic situation
was the one-man revolt of Isaac °
D. Levy, co-owner of WCATU, Phil-
adelphia, and an important CBS
stockholder, who attaéked James
W. Baldwin’s tenure as managing
director on the copyright issue;
and who afterward withdrew his

during

is anticipatéd. Last

station from membership.
He promised to form a
competitive agsociation,
which has not developed.

Since the last conven-
tion, more than a dozen
stations have resigned.
The membership total
however, stilk hovers
around the 400|mark —
just. where it was a year
ago. Since the last con-
vention, about 50 new sta-
tions have taken the air
under FCC -authority.

Pre-convention political
campaigning has been at
a minimum. All four of-
ficers will be elected, and
six vacancies on the board
of directors' will be filled
—a bare majority of the
board of 19 membeys. Un-
like previous conventions,
the elections will take
place on the second day—
Tuesday, June 22—instead
of the last day.

In the forefront among
presidential possibilities
at this writing -is* John
Elmer, president of
W CBM, Baltimore, and
the incumbent first vice-
president. The head of a
local station, Mr. Elmer’s
name has been advanced
by a formidable group of
broadcasters, and will be

- presented to the nominat-

ing committee, already
named by President C, W.
Myers (KOIN-KALE,
Portland, . Ore.) to en-
able it to consider a slate
well in advance” of the
convention.

Elevation of Mr. Elmer
to the presidency was
considered more than a
possibility. The precedent
was established last yéar
when Mr. Myers, as ﬁrs:t
vice-president, was simi-
larly advanced, although
there was a nomination
from the floor of Edwin
Craig, of WSM, Nashville,
who, however, was absent
from the convention.

(Turn to next page)
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Should Mr. Elmer's nomination °

. be submitted by the nominating
committee, it was expected that
Guardner Cowles, Jr., prominent
Towa publisher-broadeaster, identi-
fied with KSO, and KRNT, Des
Moines, and WMT, Cedar Rapids,
would be clevated to the first vice-
presidency from hig present post
a8 second vice-president, Thus, by
the same procedure, he would be’
in line  for the presidency next
year. Harold Hough, manager of

"WBADP, Fort Worth, now the as:,

socintion’s  treasurer, might be

moved up u notch as president-ap- -

parent in 1939, with a new treas-
urer elocted.

While this troend of thought is
current, there nevertheless  are
other persons prominent in NAB
activity talked aboul for the presi-
doncy. Both Mr. Myers and Mr,
Cowles have informed BROADCAST-
ING that they are ‘not candidates
for  the presidency. - Mr. Myers
wrote June 7 that he wished to
correcl an erroncous impression,
‘stating “L will not be a candidate
for re-etectionBHis clection to a
‘three-year termjpon the board of
. direetors, 'unde¥™a proposed change
in the by-lawshwhich would auto-
matically make the retiving chiof
exeeutive a board member, is an-
ticipated, however.

Mr. Cowles indicated his desire
to ~eliminate himself from consid-
eration cither for the ‘presidency
;or for an office. Asgerting he was

devoting much of his time to ac-
‘ tivities other than radio, the young
publisher-broadcaster declared he
felt he was not qualified to be an
officer or director of the trade as-
sociation for that reason. “I fegl
the NAB should be headed by men

: who are devoting their entire time

¢

' ney, z
iwhose fighting tacties "in getting

!
§

|
§

to ‘the problems of broadeasting.”
Among others nientioned prom-

"inently are such ‘men as Ed Cra-

manager of KGIR, Butte,
ithrough the first of the state copy
‘right " laws  opposed by ASCA
won industry acclaim; Arthur B.

: Church, president of KMBC, Kan-

H

i
i
)

) Moines, @
. manager of
bl

i m?pud by M.
i.in
 that he was not a candidate and

i sus City, one of the NAB's most

active’ workers, Joseph 'O, Maland,
vice=president of 'WHO, Des
and_John.J. Gillin_ Jr.,
WOW, Omaha. ’
Any boom for Ed. Craig for the
prosidency this  year has  been
) Craig himself. He
ormed  BROADCASTING June 6

even if elected would not he in a
position to accept. )
-Personnel of the nominating
committee was not available as
BROADCASTING went to press since
ucceptances had not yet been ve-
ceived from all appointees. The
committee will have five members.
While the convention agenda dif-
fers radieally from the procedure
in foree during -former years, the
firat day’s activities will be much
the same. The principal guest
-speaker s Judge E. 0. Sykes,
chaivman of the FCC Broadesst
Division. He~’has seolected as his
subject The Duty and Responsi-
bility of the Broadeaster. The only
commizsioner who has seen ten
years of continuous service, Judge
Sykes was the guest speaker last
year, at which time he unfelded
the plans for the allocations hear-

- ASCAP, unless

ings held last October, and the *

engindering report on which still
awaits Broadeast Division action”

The keynote of the convention:
will bg sounded by President My-
ers. In his address he is expeeted
to touch upon developments i the
“legisiative field in connection with
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BROADCASTING
and of radioj generally. Qur daily

dio advertisers, agency men and

DURING the three days of the NAB Convention—June 21, 22
and 23—BROADCASTING Magazine will again publish a daily
edition covering the current news developments of the convention

.2 complimentary basis to those attending and will also be sent to
practically the entire mailing list of BROADCASTING so that ra-

ments may keep abreast of them.% Once again BROADCASTING
must reject, with regrets, the numerous offers of advertising being
received for its daily editions because it does not regard this servgﬁce
medium a8 8 good advertising buy. Our July 1 edition, of course, '
will carry the usual run of advertising with complete accounts and
a pictorial feview of ,the convention.

I
|
Convention Daily

publication will be distributed on

others interested in the develop-

o

T

copyright, progress in the eoopern-
tive endeavor dealing. with eduea-
tional brondeasting and other pol-
icy malters. Treasurer-Hough also
will deliver his jreport on the open-
ing day, and he will be followed
by Managing | Director Baldwin.
If there are any fireworks on in-
dustry issues they are expected to
birenk in Mr. Baldwin’s accounting
of his stewardship, and . maihly on
the isste of lcopyright .and his
transcription library-.service [Sce
story on page 6].

, Copyrjght Againi

+ Despite thc%ubﬂence from the
agenda of su¢h matters as the
current  legislative  situation in
Washington and copyright, these
subjects are expected to invite
floor discussion. Enactment in a'
half-dozen states of copyright
measures which in effect outlaw
it does business on
a more equitable basis, is certain
to provoke discussion. The fact
that current contracts with
ASCAP cxpirejat the end of 1939
also will be discussed in conmec-

“,ion with current activity to devise
methods of negotiation. Possibility
ol the chaing clearing music at
the source [BROADCASTING, May 15]
is another phase of copyright
‘which may get floor attention.

\ N financing of state copy-
right legislation along the lines
»Lof Montana, Washington and
lother state bills already enacted
!nmy'be discussed. A viewpoint
has developed that these state leg-
lislative efforts actually constitute
a national job for the broadeast-
ing industry and that the trade as-
Isociation should aid fin@incially. -
| - What, if anything, the] NAB can
do about the current | agitation
against so-called radio monopoly
and against the FCQC in official
Washington is problematical.
While the industry has had a
weather-eye on these developments,
many broadcasters feel the NAB
is_in no position to do anything
other than review the situation. It
gevidently can take no action. Pre-
sumably the same feeling exists
with respect to the unionizing ac-
tivitics of such organizations as

A

H

(Reom Regervations

Ivance R'eaervmion
i Jor] )
Exhibitors and Specjal Representatives.
| NAB Conventio )

s at Hotel Sherman

1, June 20-23

Riybject te Change)

i
i
{

Amperex Electrenic

Products | 1042-3
Associated Music Pub-

lishers . - 541-5
James W, Bn{l{win. NAB 1788-9
Welter Biddiclf Co. 623-5
The Biow Co.; 907-8
John Blair & Co. .. 719.720
BROADCASTING 718, 749-54-
‘E. V. Brinckeihoff . . 212-5

College Inn .’F(iod Products
Co. ... .. ] 510

Collins Radio Co. . _*  1209-14
Columbia Broafcasting
* System | . 188-9

* (Also Congress Hotel)

Conquest Alliance Co. 409-10
Cramer-Krasselt Adv.

Agency ] 219-24 -
D'Arcy Lnbora’ﬁories e 248-9
* Gates Radio &1Snpp|y Co. 209-11

Golden Gate Int'l Exposition 1044-5

Harry 8. Goodman 1006
Graybar Electric Co. 802-892
George Hollingberry 504-5
International News Service . 439
C. M. Jansky Jr. . .. __. 816-8
Johns-Manville| Sales “Corp. 1408
E. Katx Special Adv.
© Agency e 1200\
Lang-Worth Festure .
Productions i v-~~: Rose Room

. H. McGillvra .

Mutual Broadcasting Sys-
tem N

1233-4

National Broadcasting Co..1685-91
NBC Transeription Division_101-4
National Research Bureau_... 461
Edward Petry & Co._._._Penthouse
Presto Recording Corp... __ 639-40
Radio Producers of Hollywood_119
Radio Transcriptién Co. of

America ._____ . e 119
William Rambeaun e~ -600-1
Paul Raymer Co. .. 1007-14
RCA Mfg. Co. . 1414-6
Sears & Ayer Co. . .1884-6
Society of European Stage

Authors & Composers .. 523-5
Standard Radio Inc. . .. 108-10
Sterling Casualty Insurance .

Co. .. L ____2184.86

Transamerican Broadcasting.
& Television Corp. . _ -2\ 3087

Transradio Press Service __105-6

| Trascon Steel Co. ________807-8
jUnited Press s emno..5125
'Westinghouse Radio Stationg

NC wovcimmcee e _161246,
Wilson-Robertson Imc. _. ___412.5

World Broadcasting System 909-19'

BROADCASTING e¢.Broadcast

Ceioeeo-.-1129, 1036-7 -
Charles W. Myers, NAB ._.1784-6

b
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the American Radio Tel
Association, CIO affiliate
guild activities affecting
ers and production men.

Following the reports of the of.
ficers, the nominating committa
will bring in its slate, Businegg
then will quit for the day,
afternoon and evening is left ope
for “politicking”. n

At the crack of the gavel Tues-
day morning, the election is due to
take place. First, however, it is
expected that a vote will be eaflgg
on the proposal, made by N;
Chuith, that the outgoing preg,
dent lautomaticilly becomes a g
rector for a term of three yeay
Adoption of that amendment woyld
meart that only five rather th,
six new directors, in addition
the four wfficers, would have t,
stand for reelection. There iy py
known opposition to it.

In" addition to the four officey
those directors whase terms expiré
and whose posts will be filied for
three-year tenures,| are Alfred J,

&Taphigts
and othgr,
amoune.

Butcher, CBS; F. M. Russell, NBC:
John J. Gillin Jr., WOW; 8, Gor
don Persons, WSFA, and the post
left vacant by the J‘ecent death of
W. Wright Gedgée, president of
WMBC, Detroit. Mr. Russel] last
year was elected for a two-year
term, but Mr. Baldwin, in check-
ing the election reéords, concluded
that he must stand for reclection
because of an error in balloting,

‘Dues and Memberships
Immediately f011§wing the elec-

tions the conveﬁtiop will consider
resolutions on general and policy
matters, except fox? those dealing
with commercial and business as-
pects. The latter will be consid-
eredjafter the commercial section
session on the conc{:xding,day.

Along with the consideration of
resolutions, the membership also
will be called upon {to vote on the
two remaining proposed amend-
ments to the constitution and by-
laws‘—increased dues and manda-
tory group-station| memberships.
Both subjects are expected to:pro-
voke considerable debate, with the
pre-convention sentiment strongly
against the, increased, dues. The
group-membership !sentiment ap-
pears to be a toss-up.

The proposal to boost dues 50%
was defeated last year at the con-
vention when it failed to get the
requisite two-thirds| vote of dele-
gates present. A total of 54 voted
to increase while 46Fvoted against.

The vote last year, however, came
on the last day of the convention,
after many delegdtes had left.
With the voting oceurring on the
second day at this cpnvention, pro-
ponents of the plan [figure there is
a better chance for|victory.

The campaign to ioutlaw single-
station membership| in group or-
ganizations also was launched by
Mr. Church, and has the whole-
hearted approval of |Managing Di-
recto} 'Baldwin. My} Church pro-
posedit in a letter t¢ the managin
director in which he stated it ha
come to his attention that “cer-
tain owmers of mpore than one
broadeasting ‘stationi]have attempt-

McCosker, WOR_L&:;M; Hanry ¢, [

ed to ride along in the NAB carry-
ing a membership in only one sta-
tion.” Asserting he felt this might
become a constantly increasing
evil practice which niembers owning
only one station would not tolerate,
he advocated the change in the by-
laws providing tha§ mo organiz:
tion having: ownership or con

of more than one |station otheli-
Wise qualified for membership shall

ddvertising’

A W\

W americafiradichictory com

iivibje for mémbership unless
l,’,&;'ﬁiig%meips shall be held for each
seation of the member.

There have been intimations that
if either or both of these amend-
ments were adopted, a number of
stations would quit the trade as-
gociation. Such groups as Yankee
Network and Don Lee have th}}-
drawn all except one. of their
owned stations from NAB mem-
pership. John Shepard 3d, presi-
dent of the Yankee Network, who
has withdrawn three of his four
stations from NAB membership,
has asserted he will withdraw his
fourth station-—.WA.AB, Boston—
if the Association-is to be con-
ducted as it has in the past year.

Criticizing the proposed amend-
ment, Mr. Shepard asserted he
knew of no similar organization in
the country that requires a mem-
per owning more than one busi-
negs unit to enroll all of his units.

“T am one of those who origi-
nally.felt that, as a help to the As-
socialfen, everyone should join for
all his stations. I don't feel that
it should be compulsory in the by-
Jaws, however, and certainly if you
don’t believe in what the Associa-
tion is doing you’re not going to be
bigsticked into doing anything of
this kind.”

Mr. Weiss Objects

A similar viewpoint was ex-
pressed by Lewis Allen Weiss, gen-
eral manager of Don Lee Broad-
casting System, which also has
withdrawn three
tions from NAB membership.

“In my judgment,” he said, “a
measure of this character is
neither constructive nor wholesome
and is more in keeping with the
attitude of a labor union than that
of a business association. Since
Arthur Church owns only one sta-
tion, the desire to assgss the other,
fellow on a basis that would not
affect his own inter€sts is far from
praiseworthy. It has always been
our desire to support every move-

ment that contributed to the wel-.

fare of our industry, but we
neither like nor are we likely to
submit to so arbitrary a demand
as thé one expressed in Arthur
Church’s amendment.

“Having been a member of the
NAB for a great many years, my
own reaction is that the sum total
of benefits to the industry achieved
by the NAB in proportion to its
cost has been relatively small. The
best way for any organization,
like any business, to grow and
prosper is to improve its service
to those whom it would serve. My
recommendation for the develop-
ment and growth of the NAB
would be along, those linés rather
than in terms of greater demands
that are disproportionate to the

" service rendered to its members.”

The attitude of the major net-
works has not yet been expressed
officially on these two proposals.
Out of sympathy last year with
the procedure in connection with
copyright, they have played little
part in the Association’s functions
during the last year. A 50% in-
creage in dues, it is learned, prob-
ably would make them think hard.
For 12 stations on its owned or
operated list, NBC pays into the
trade association approximately
$9,000 a year under the existing
dues arrangement, while GBS pays
n some $7,600 for the eight sta-
tions it owns and the one it leases.

Under the existing scale of dues,
full-time  stations now -pay their
highest quarter-hour rate quarter-

ly. Under the proposed amendment, -

of its four sta-.

MONDAY, JUNE 21
9:30/ A. M.

Call to Order.
Address of Welcome: Edward J.
Kelly, Mayor,| City of Chicago.
Address of the|President: C. W.
Myers, KOIN|, Portland, Ore.
Address of Chairman, FCC Broad-
cast Division: Judge Kugene
Octave Sykeg, “The Duty and
Responsibility] of the Broadcast-
er.”

Address of regsurer: Harold
Hough, WBAP, TFort Worth,
Tex

Report of the Managing Director:
James W. Baldwin.

Report of the Nomiinating Commit-

- tee: Appointnjent of Committees;

ts ; Adjournment.

Session  Scheduled.

i (at call of

Announcemen
No Afternoon
Sommittee Meetings

chairinan) :

Commercinl

M

Sommittee, DParlor

i{(:sulutim\s Committee, { Room
118, «

Engineering

Committee. | Parlor

TUESDAY, JUNE 22
9:30 A. M.

Call to Order: election of Officers;
Report of the Resolutions Cpm-
niittee ; Report of the Elections
Committee. .

2:00 P. M.

Call to Order.

Report of the
mittee: J.
Nushviile.

WEDNESDAY. JUNE 23
9:30 A. M.

Call to Order,

Introductory Remarks and Expla-
nation of the|Commercial Section
Oreanization|: H. K. Carpenter,
WHE, Clevejand. 5

Repo t of the Balés Managers’ Di-
vis.on: Lewis H. Avery, WGR.
Buffaloe. .

Report of the Committee on Na-
tional Sales Methoﬂs and Costs:
Carl Everson, WHEKC, Colum-
bus.

An Ageney My

Enuinoering Com-
DeWitt, WSM,

ton, Barton.|Durstine & Osbarn
Inc, New York. |

Report of the Committee on Radio
Research : ruthur B. Church;
KMBC, Kangas City.

Renort of the Committee on Radio
Promotion : Fohn J. Gillin Jr.,

WOW, Omaha.

rogram;, NAB Convention
Sherman Hetel, Chicago — June 21-23

n Looks At Broad-

casting : Arthur Pryor, Jr., Bat-

A Retailer Makes An Appraisal of
adio: Marvin Oreck, Oreck’s,
Inc., Duluth, Minn.
Report of the Committee On Stand-i
ardization of Sales Forms:
Martin Campbell, WFAA, Dal-

. |
Presentation, discussion and vote
on Resolutions pertaining to the
Commercial Section. ;
2:00 P. M. ‘

Call to Order.
Panel Discussion—H. K. Carpenﬁ'
ter, WHK, Chairman. , :
How Should a Station Service Its
Local Accounts?: Marvin Qreck,

Lewis H. Avefy. )
How Can We Simplify Qur Rate,
Cards?: John J. Gillin Jry

Martin Campbell.

How Can Our Présent Methods of
Securing National Spot Business
Be Improvéd? John J. Gillin Jr.,
Arthur B. Church.

flow Can Crehtive Seling Be En-
cournged?: Arthur Pryor Jr,
Arthur B. Church.

What Information Should Stations
Relense with Respect to their
Circulation?: H. K. Carpenter,
Martin Campbell.

What ‘Is Your Definition of the
Term “Merchandising”?

Instsllation of Officers.

7:00 P. M:

Annual NAB Banquet:
Presentation of BroancasTiNG
Trophy to winner of Golf Tour-
nament.

Entertainment.

GENERAL INFORMATION'

Registration Desk will be open
from 10 a.m. until 1 p.m. Sun-
day, and from 8:30 a.m. until §
p.m. on Monday, Tuesday and
‘Wednesday.

Registration fee $10 per person
including banguet ticket. ddi-
tional banquet tickets may be
purchased at Registration Desk
at 8$3.50 each. :

Seventh Annual NAB Champion-
ship Golf Tournament will be
held Sunday for BROADCASTING
Magazine Trophy. First four-
some, will tee off at 10:30 a.m.

All general sessions start prompgly
at 9:30 a.m. ;

Wear your badge at all times. It
is your ticket to all meetings.
Without it you will be denied
admittance. i

All motions and resolutions offered
by delegates must be in writing
and handed to the Presiding
Officer after presentation. t

they would pay|.the equivalent of
their highest quarter-hour rate six
times a year instead of four. The
rate for part-time stations is in
ratio to the number of hours they
operate weekly, based on their
highest quartex-hour rate.

The afternoon session of the
second day will be devoted to re-
port of the engineering commit-
tee to be followed by the results
of the election

The engineering report will be
delivered by J. H. DeWitt Jr., chief
engineer of WSM, Nashville. To
deal largely with the allocation
hearings of last year and prospects
for a reallocatiqn, considerable sig-
nificance is expected to attach to it,
and te the dehate to ensue. The
superpower issye, prospects of tele-
vision and related matters will be
embraced in this discussion.

The final day will be given over
entirely to commercial aspects of
the industryl- |Principal speakers
will be Arthur Pryor Jr. radio
director of Batton, Barfon, Dur-
stine & Osborn| Inc., whose subject
is An Agency Man Looks at Broad-
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. countered difficulties during
i

casting; and Mdrvin Oreck, pf';esi- .

Inc., Duluth |de-
partment store, {[who will addz“‘ess
the convention onl A Retailer Makes
an Appraisal of Radio. t .
Presiding over the last day’s ses-
sions will be H. K. Carpenter, vice-
president of WHXK, Cleveland, hnd
chairman of the Commercial Sec-
tion.
clude one on the Sales Managers
Division by Acting Chairman Léwis
H. Avery, WGR, Buffalo; National

dent of Oreck’sj

Sales Methods and Costs, by Carl
Everson. WHKC, Columbus,| its
head: Standardization of les

Forms, by Marting, Camnobell,
WFAA, Dallas, chairthan of | the

committee. and Radio Promotion,
by Mr. Gillin.
The Committee on Radio | Re-

search, which has been collabdrat-

ing with the Joint Committee rep-
resenting the NAB, Association of
National Advertisers and Amerjcan
Associaion of Advertising Agencies,
will present its ‘report thrqugh
Chairman  Arthur B. Church,
KMBC, Kansas City. Having e}rllg
the

|
!

Reports to be <delivered; in-,

NAB Conventioneers To Vie
~For Silver Cyp—mt

BT
f |

k e Erolr-lesi ] |
GOLF TROPHY — This beautiful
silver loving cup, the sixth to be
awarded by BROADCASTING,
Magazine, will go to the winner of
the NAB Golf Tournament ‘just
preceding the convention. Previous
winners were Dr. Léon Levy,
WCAU; Lewis Allen Weiss, Don
Lee; Art Kemp, CBS; Carl Hay-
mond, KMO; Ross Wallace, WHO.

0 I
last year in the. tri-industry pro-
ject to set up a radio audit bureau,
discussion surrounding this com-
mittee report is expected to pro-
voke interest. A recomimendation
that the NAB participate financial-
ly in the "Joint' Committee’s work
has been made to the NAB board
and comes up for action during the
convention. The Joint Committee
up to this time has functioned with
a fund of $30,000—two-thirds of
which was advanced two years ago
by NBC, and $10,000 by CBS.
Following ' the * reports and
speeches of the morning session,
the convention will debate &and vote
on resolutions relating to. the dis-
cussions. . C
At the afternon session, a.panel
discussion on sales and merchan-
dising practices has been arranged,
with Mr. Carpenter ‘as the chair-
man. In addition to NAB members,
Messrs. Pryor and Oreck are sched-
uled to participate in the panel.
Among the. subjects are servicing
local accounts, simplifying rate
cards. improving smot busineds,
creative selling, covering data and
merchandising. ..
he convention will formally
close with the installation ‘of offi-
cers. The annual NAB banquet

“will be held Wednesday night, and

be featured by the presentation of
the BROADCASTING Magazine Tro-
phy to the winner,of the June 20
NAB Golf Tournament to be play-
ed, Sunday Morning.
Promotion Exhibit -

A DISPLAY of outstanding printed -
promotional material used by agen-
cies, advertisers or stationsy is
planned at the NAB Convention un-
der the auspites of the Committee
on: Radio Promotion. Managing di-
rector James W. Baldwin has writ-
ten all members asking them to
submit material for the display to
John J. Gillin Jr., chairman of the
radio promotion committee at the
Hotel Sherman. ' s
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- Kandid Kamera Fiends Inviteli

To Enter Convention Contest

BROADCASTING Offers Prizes for Unposed Photos
Snapped During NAB Convention in Chicago

CANDID camera operators at the
NAB Convention in Chicago June.
20-23 will compete for a group of
prizes to bé offered by BROADCAST-
ING in the first annual NAB Kan-

did Kamera Kontest. The ¢bmpeti- -

tion will be open to lens wielders
who are connected with a station,
network, equipment firm, agency,
sponsor or other business related
directly to the broadcasting indus-
try.

Staging of the Kandid Kamera
Kontest was arranged after the
1dea had been suggested to BROAD-
CASTING by Craig Lawrence, of
Iowa Broadcasting System.

Mr. Lawrence got his inspiration
aftér observing the large number
of camera fiends who invaded the
privacy of delegates at the NAB
sales session held last February in
Chicago.

To guarantee contestants a
square deal, BROADCASTING has ob-
tained the services of three out-
standing figures in the photo-
graphic world to serve as judges.
They are:

Arthur A. DeTitta, Washington
manager, Movietone News Inc.,
who stages, all the special movies
for the White House Correspond-
ents Association dinners.

,ris & Ewing Inc.

Harry M. Van Tine, manager,
International News Photos, Wash-
ington, recognized as the dean of
Washington news photographers.

drew J. (Buck) May, mana-
ger, news photo department, Har-

Prizes will consist of :

First—Weston Photometer. B

Second—TFlashlight synchronizer

(to fit winner’s camera).

Third—Tripod and revolvihg top.

Special prize for _novel photo-
graph—Kodaflector.

Winrers will be given the oppor-
tunity to select alternate accessor-
jies of approximately the same value
'iﬁf these prizes do not fit their out-

ts.

Judges will make awards on the

. basis of subject matter and techni-

cal excellence of pictures. Only
strictly candid shots may be sub-
mitted. Awards will be announced
in the July 15th issue of BRroAD-
CASTING.

The sky’s the limit, the only re-
quirement being that pictures must
bear a direct relation to the NAB
convention.

There aren’t any rules for the
novelty prize. The nuttier the piec-
ture, the more chance it has of win-
ning.

PICKERS .OF THE PIX

MR. MAY

MR. DETITTA

MR. VAN TINE

No posed shots.

equivalent value.

right of reproduction.

cal excellence.

broadcast industry.

pete.
Not more than 12
No professionals.

Rules of Kandid Kamera Kontest

All picture% mgs\t be taken between June 20-23 inclusive.

Prints must be approximately 4x5 inches or larger.
Decision of judges must be accepted as final.
Winners may exchange prizes for photographic accessories of

In case of ties duplicate prizes will be awarded.
All prints become the property of BROADCASTING, which reserves

Prizes will be awarded on the basis of subject matter and techni-
All photographs must have some relation to the NAB convention.
Contestants must be connected with a station, network, equip-
ment firm, agency, sponsor or other business closely related to the
Members of the staff of BROADCASTING \are not eligible to com-
prints may‘. be entered by any one contestant.

All entries must be received before July 1.
Aswards will be announced in the July 15 issue of BROADCASTING.

.
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Our Headquarters

SUITE 718 in the Sherman
Hotel will be the headquar-
ters of BROADCASTING Maga-
zine during the NAB conven-
tion. Visitors are cordially
invited.

,NAB to Audition
Sample Programs
Of Disc Library

NAB Public Domain Agency
Will Be Incorporated
NAB members will get their first
opportunity to listen to samples of
the projected public domain library
being evolved by the trade associa-
tion’s bureau of copyrights during
the Chicago convention June 20-23.
A cross-section of the first ten-
hours of the transecribed works will
be auditioned under the direction
of Managing Director James W.
Baldwin in the Sherman Hotel.
Last April, the NAB board of
directors heard typical sample
discs, and, according to Managing
Director Baldwin, showed enthusi-
asm. The plan is to build a library
of a minimum of 100 hours, en-
compassing some 1,700 separate
public domain compositions. NAB
member stations under a tentative
plan, would subscribe to this li-
brary through a pro-rating of the
cost. As a condition precedent to
the sale of the library service, how-
ever, the NAB Bureau of Copy-
rights must be incorporated as a

commercial business concern, and -

final steps were taken on this phase
just prior to the opening of the
convention.
., All details in connection with the
Incorporation of the Bureau of
opyrights have been worked out,
ind approval of the structure is
lanned at a meeting of the NAB
oard of Directors to be held June
0 in Chicago. The formal name
of the corporation will be “NAB
‘Bureau of Copyrights Inc.” Its offi-
icers and stockholders will be the
members of the NAB executive
committee, comprising the presi-
dent, treasurer and managing di-
rector.

Finance Method

| The corporation officers, in the
final analysis, are to decide how the
iservice will be offered stations, but
{there is the possibility this will be
put to a membership vote at the
convention.

Thought h‘)b,s been given by the
oard to a flat rate payment propo-
ition, per hour of recording, to
‘e‘mber stations, irrespective of

Slzé or earning capacity. A round
g‘;‘gurg discussed at the April board
eeting was that of $10 per hour
g)er station. Using this as a base,
;f 400 stations subscribed for the
,%ntu*e tErmected Library of 100
ours, the aggregate incom
be $400,000.g % e would

Sentiment of some of the larger

/stations has been against such a

i

methog of payment, largely on the
groung that they wouldiin}{plv pay
the way for competitors when they
probably would not use the library
very extensively themselves. This
Viewpoint probably will be reflected
in floor discussion.

[ The idea behind the public do-
imain transcription library is to es-
tablish a reservoir of industry-
owned music which can be used to

i

IS

f

tide stations c}t:fer in the
any crisis such as that whj
veloped two years ago w;’lv:r:c}wlvde'
ner Bros. publishing houses wi;tl}rlh
drew from ASCAP. oreover, it
is anticipated that it will giye ’thlt
industry a better basis upon Whiﬁ
to bargain with copyright gmuc,
on payment for music on g “me?h
sured service” rather than ap arb%'
trary percentage basis. -
. Denoting the growth of NAB ac
tivity in its public domain myg
copyright work is the latest pe:
sonnel list of the Bureau of Cgpy.
rights, established under authmgzhv
given iat the last NAB conventioy
which§ shows eight people norvl}
working under Edward J, Fity
gerald director. i
DOt\kIl&ﬁri 211 the staff
. ickett, arranger and gy,
poser; William L. F()ntaine,wg,
ranger;  Iervey . Armingto,
music copyist; Donald [, Wy!
mark, copyist; William B, Apep.
nethy, copyist; Norma A. Pugliee
and Elizabeth R. Leighton, stenog.
raphers. In addition, Leonarq D.
Callahan, assistant to Managin'
Director James W. Baldwin, a]s%
has devoted considerable time t,
public domain research,. Other
members of the NAB staff are §
. Revercomb, bookkeeper, and
Ella L. Pharoah, stenograp}{er,

event of

are Martip

Closed Sessions Planned

By NAB Sales Managers
THE NAB Sales Manager’s Divi.
sion, formed just a year ago, has
arranged for closed sessions during
the 15th annual NAB Convention
in Chicago June 21-23, according
to L. H. Avery, \WGR-WKBW,
Buffalo, its acting chairman. Mon-
day and Tuesday afternoons, June
21 and 22, the Division plans to
hold closed meetings in the Sher-
man, Mr. Avery said. More than
100 stations sales exccutives have
enrolled in the organization.

Present plans call ffor the Monday
afternoon session to be devoted to
a discussion of national sales prob-
lems, with Tuesday: afternoon de-
voted to local sales problems. J.
Leslie Fox, KMBC; Ifansas City,
will handle the former discussion
and Mort Watters,, WCHS, Char-
leston, is assigned the local ses-
sion. On the agenda also are such
topics as merchandising and how
far it should go; sales promotion;
compensation of lgcal salesmen;
creation of new business; blanket
and bulk rates, and creation of a
successful commercial idea ex-
change. |

!
—_

Snyder Heads Committee

GLENN SNYDER, manager of
WLS, Chicago, for the second suc-
cessive year is serving as chair-
man of the NAB Local Convention
in connection with|the 15th an-
nual convention in |Chicago June
20-23. The committee, made up of
Chicago station executives, has
been entrusted with such matters
as entertainment of- lady guests,
arrangements for the annual golf
tournament and the banquet. In
addition to Mr. Snyder, other mem-
bers of the committee are H. Les-
lie Atlass, WBBM, Ralph L. At-
lass, WJJD-WIND, H. C. Crom-
well, WMBI, Gene T, Dyer, WGES,
W. E. Hutchinson,; WAAF, Quin
A. Ryan, WGN, Frank A. Stan-

ford, WSBC, Niles Tra_mmell.
WMAQ-WENR, and Clinton R
White, WCRW.
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General Will

A Mortimer Prall

Mr. Prall, formerly _w"lth. Rex Cole
Inc, General Electric distributors
in New York, and for a short time
with Transamerican Radio & Tel-
evision Corp., urges the motion
picture industry to con51glcr ser-
pusly two plans for gelting into
the radio-television fields for its fu-
ture self protection. The ideas are
advanced because, the report as-

—the people demand it, and spon-
sors want it.,” The report proposes:

1. That “if the motion picture
industry is to get the greatest bene-
it from television, it must actively
engage in the business of radio and
television broadeasting, or produce
the material for television broad-
casting. To do this, an association
for profit in the nature of an open
pool of -television broadcasting
rights must be formed by those
now engaged in the industry suffi-
ciently interested to
financial support. Such association
‘should have broad powers to en-
gage in the business of radio and
television in all its branches.” It
is suggested that this association
might first consider the purchase
and control of stations not now in-
duded in the four major chains
and forming them into a fifth na-
tional network.

Opportunity Knocks!

2. That motion picture interests
purchase control of an existing
national chain of broadcasting sta-
tions. “The NBC Network, the
Columbia Broadcasting System or
the Mutual Broadecasting System,”
the report states, “are suggested
as being properties which might be
acquired. Each has a complete
and efficient staff of executives and
operating personnel with many
vears of experience. Each is made
up of stations long established in
desirable locations with modern
equipment, satisfactory power, fre-
(uencies and broadcasting time.
Each has a competent engineering
stafi fully conversant with tele-
Vision as it has developed here and
anroz}d, and able to carry on as
television becomes- a commercial
fact. Each enjoys an excellent
Teputation and representative audi-

desirable outlets for sponsors.”

‘The report concludes, without
stating how the network properties
are to be acquired except by sug-

WVLW.americanﬁadinhismrv.mm

Film Industry Adv

rges Development of Pool

Report Made for Will Hays
ational Networks

To.Acquire Stations or One o

TO THE DESKS -of all producer-m
the Motion Picture Producers &| Disttibutors
of America Fag., headed by former Postmaster

Only 48 copies of the report were prppared for
movie chieftains, and the copy reaching
caSTING discloses data and proposals of’tremend
the broadcasting and broadcast advertising businesses. Young

serts, “television cannot be denied -

contribute .

ences which make their facilities .

gesting purchase, by asserting that .

|

-members of

s, early in June went a copy

of a highly confidential Television Survey and
Report prepared by A. Mortimer| Prall, son of
the chairman of the Federal Communications
Commission, who was engaged last year for the,
task by Mr. Hays. The report is| the result of
about a half year of research by Mr. Prall and
saff, and it sets forth in detail the status of television and
radio in America and other major countries.

perusal by the
nds ol BROAD-
ous import to

the ha

“the acquisition of |any one of these
networks would | establish the
notion picture industry in a well-
organized and profitable enter-
prise.” It winds up by stating:

“The motion picfure industry has
its greatest opportunity for expan-
sion knocking at (it§ doors today.
1t must prepare now for this new
industry which is ¢ertain to become
an important part|of our American
life.”

The report begins with a general
review of the television situation
in this country ';nd abroad, with
particular refert]nce to technical

problems such as|l wave length al-
locations, transmitter
the coaxial cable, interference,
costs, equipment, ete. This section
of the report stresses the eye-strain
feature incident t¢ viewing pictures
only 7x10 inches |in size, and it is
evident that the report was written
before the lens projection of tele-
vision images to
and even to motign picture theatre
screen size- was disclosed by RCA
last month [BROAFCASTING May 15,
June 1]. B

With respect tq the economics of

limitations,

television, the regort is highly opti-

home movie size .

mistic about the ready-made audi-
ence already available due to sound
radio and about the prospects of
sponsorship by radio advertisers.
It states, however, that “it appears
that the radio broadcaster of today
will continue to function for the
sponsor undisturbed by television
for many years to come.” 4

The activities of the various

leading experimenters in television
in this country and abroad, report-
ed at length in previous issues of
BROADCASTING and listed in full in
the 1937 Yearbook Number of
BROADCASTING, are then outlined.
The claim that RCA has spent
more than $1,000,000 in television
research is reported, and the state-
ment madeythat the 343-line tele-
vision of RCA-NBC, Farnsworth
and Phileo, viewed by the author
of the report, was ‘“not nearly so
pleasing as the new 441-line re-
sults.” A rumor that William
Randolph Hearst is one of the prin-
cipal backers of Philco, “having
recently invested a million dollars
in its activities,” is published in
the report.
Source of Programs

With respect to motion pictures
and television, the report states:

“All experimenters and observers
frankly admit that the best tele-
vision results have been produced
from motion picture film presenta-
tions. A progressive and alert
motion picture industry, with its
great” studios and great organiza-
tions, is equipped to do the kind of
program production job which
would insure perfect television
material and gain at once the
public .acceptance and interest in
this new art. By a campaign care-
fully planned and executed  the
motion picture industry has its
greatest opportunity in years for
expansion. It is the natural source
of material for programs and
should be indispensable to the tele-
vision art. .

20th Century Head Says Broadcasts
Are Definite Aid to Film Attendance

LAUDING radio for its part in
exploiting motign pictures, John
D. Clark, general sales manager of
Twentieth Century-Fox Film Corp.,
at the annual sales convention in
Hollywood June|1, declared broad-
casting is a definite box - office
builder if properly handled.
Statement was based on recent
survey which followed the Holly-
wood broadcasts|of portions of mo-
tion pictures with stars appearing.
Survey of box office effects was a
“laboratory test’” by the company
of the actual sitnation. As a result
Twentieth Century-Fox will con-
tinue to follow jts established pol-
icy of allowing |contract artists to
appear on radio programs, Mr.
Clark said. :
Company ,so'rt time ago adopted

a policy of controlled broadcasting.
Inaugurated b
vice-president,

Darryl Zanuck,
players, material
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and personnel are available for

" yadio, but only with complete stu-

_gram, to start in September. |

dio control. Mr. Clark said 5,000
éxhibitors, with three - year con-
tracts to show 20th Century-Fox

pictures, are wholeheartedly behind -

the studio-radio cooperation. Con-
sensus is that broadcasts, properly
utilized, have definitely increased
theater attendance. Lew Schreiber
heads the studio-radio coordina-
tion bureau of 20th Century-Kox.

Metro-Goldwyn-Mayer Studios,
planning a mammoth program
featuring its players, is to reyeal
details shortly. Several sponsors

are said to be interested and Lpuis'

K. Sidney, managing directoy of
WHN, New York, controlled: by
Loew’s Inc.,| M-G-M parent organi-
zation, willl leave for Hollywood
to line up and supervise the pro-

1

, -
I
!

»

sed to Grab Television

“During the last 25 years it has
been the aim and indeed the accom-
plishment of the motion picture
industry to provide finer ertertain-
ment for the. American public. All
during this long period the indus- .
try has engageéd in research, striv-
ing for accuracy of detail in its
productions. @It has sent men to
the far corners of the world to
secure accurate. information neces-
sary for the forceful portrayal of
its productions.

“The arts, history, literature,
habits and economics of all lands
have been the subjects-of this re-
search study. This intensive work
has resulted in the industry com-
piling data which is now a part of
the great motion picture research
libraries. Producers and directors
find it necessary daily to consult’
this reference material in produc-
tion work. It would require years
and a great sum of money for the
television industry to attempt the
duplication of thig material.

“The motion piéture’.industry is
composed of great prodhction corp-
orations. They possess every ele-
ment necessary to the production
of the finest programs of sight and
sound on film. Writers, composers,
artists, designers, architects, engi- *
neers, technicians, construction
men, studios, special equipment,
and the world’s best actors and
actresses are ‘all a part of this
great industry.

“In the 25 years of‘ producing
entertainment, the industry has
developed a consciousness of the

. public reaction to pictures of all

types. This knowledge would be
invaluable to the television broad-
caster in his preduction work.
With all of the experience’it has
had in production problems, it is
clear that the motion picture in-
dustry is the only source of supply
for television programs. Highly
trained personnel with long years
of experience in producing enter-
tainment of the motion picture
type will assure programs -of high
fidelity, interest and entertainment
value. - .

Program Production

“The U. S. Department of Com-
merce, through the Motion Picture
Section of the Bureau of Foreign
and Domestic Commerce, estimate
that if every foot of film produced
in Ameriea, plus every foot im-
ported, were used for television
broadcasting, we would have
enough material to supply us with
a maximum ‘of three hours enter-
tainment each day, provided, of
course, that each picture was
transmitted but once. Great Brit-
ain’s total domestic production,
plus imports, would provide them
with but ten minutes of material
daily. It is, therefore, evident that
the production schedule of our
American studios would have to be
greatly increased if they undertook
the production of television pro-
grams in addition to their regular
work.”

Claim that the radio and tele-

" vision people need the benefit of%the

motion picture industry’s experi-
ence in programming, is featured
in the report, the section on pro-
gram production stating: .
“After observing several experi-
mental television broadcasts de-
signed and produced by the several

(Continued on page 30)
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Radio’s Capital—Is It Moving Westward?

Compilation of Views of Prominent Figures in Four
Cities Depicts Trend of the Bmadcgzst Industry
" WHAT city is the capital of broadcasting? Is the in'dustry

shifting from New York to Hollywood? Is Chicago slipping?
How about San Francisco? Will Hollywood become broad-

casting headquarters?

.These questions were put to key radio figures in the four
cities just mentioned—Arthur Pryor Jr., BBDO, New York:
Walter R. Wade, Wade Advertising Agency, Chicago; Tom F.
Harrington, West Coast Manager and Radio Director, Young
& Rubicam Inc., Hollywood. The San Francisco case is a
roundup of views obtained from leading radio figures there.

NEW YORK

By ARTHUR PRYOR Jr.

Vice President,
Batten, Barten, Durstine & Osborn Inc.
New York

WITHIN the last
year or two, ra-
dio producers in
the East have be-
comle more and
more aware of
what is called
“the swing to
Hollywood”. There
has been a feeling
- that any first-
Mr. Pryor class group put-
ting on network shows has to at
least" toy with the idea of opening
an office on the West Coast. Many
of them have full-time staffs out
thqredputting on their productions.

And so, because it’s just the way
ge’ople think nowadays, a Question
as been born. Somebody asked me
the other day, “Do you think that
Hollywood will supplant New York
as the country’s broadcasting capi-
tal?” and he seemed to be quite
serious about it.

Of course, I wasn’t so sure that
I could answer his question cor-
reetly because I'd never before
thought of New York as the coun-
try’s broadcasting capital any more
than P’d considered it the home of
the-legitimate stage, a great musi-
cal center, a preeminent business
metropolis and a big ganging up of
advertising agencies. The fact that
there is a lot of broadcasting done
from New York studios is a result
of all those factors.

And so with Hollywood. For
years and years East never met

. West. Back here' we made our ra-.
° dio shows and out there they made -

their movies. Nobody tried to mix
them up, but was content with a
guest star on the air once in a
while, and every so often a leadin g
radio personality, like Rudy Vallee,
would make a motion picture.

Time Moves On

In the seven years that have
elapsed since Rudy made his “Vag-
abond Lover”, things have changed.
Sponsors wondered (and so did
movie stars) why people who were
funny on the.sereen wouldn’t be
funny on the alr, too. People who
were funny ox the air took a crack
at the movies, and, in general, have:
not fared as well as the movie folk.-
The fact remains that the greatest
successes in both the motion pie-
tures and radio are the ones who
stick to their knitting and do not
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try the alternate medium except in
very infrequent guest appearances.

Hollywood, then, is the movie
capitol, and at present there is a

. certain demand for screen talent.

Hollywood Hotel, Bing Crosby,
Jack Qakie and the Lux Theatre
naturally emanate from Hollywood,
because that is where the talent is.

If people want to put Edgar A.
Guest on the air, they take the
broadeasting center nearest his
home, which is Chicago. If they
want President Roosevelt, they go
to, Washington. If they want Deems '
Thylor.or Tommy Dorsey or any |
one of the majority of the success- !

ful dramatic shows, they come to !

New York, where most of the musi-
cal and legitimate talent is.

That’s the way I look at it, and
it seems very foolish to me to hear
people discussing “radio capitals”
and places “vieing” for the
“honor” and =all that, because next
winter there may be a great boom
in circus programs, and most shows :
will have to be put on in Sarasota,
Florida, and then there will be an- |
other “capitdl”,

‘When television first comes in, it
will not be centered in Hollywood, '
as many naturally think, because
the experimental brains and money
are in New York, as are the two:
outstanding television transmitters, ‘
and the people to form the first|
audiences. The new technique will |
resemble motion picture procedure, |
and we will see motion picture tal-
ent coming east then, to have a try |
at the new medium much as Broad- !

way once journeyed west with the
advent of sound.

Then will come the day of mo-
tion pictures made especially for
television transmission, whereupon
the talent will turn around and go
back to Hollywood again, and so
will the sporfsors and production
crews. All that is a good years
away, and need worry few of us in
radio now. But it shows how hard
it is now, and will be in the fu-
tuirq, to tell where any radio capi-
al is.

CHICAGO

By WALTER R. WADE
Wade Advertislng_Agency, Chicage
WHAT Broadway
is to the theater
and Hollywood
the movies, Chi-
cago is to the
“Theater of the
Airlanes.”

This is proved
by the fact that
Chicago radio
stations originate
something like

| =

r. Wade

: half a hundred dramatic radio

shows, involving some 250 produc-
tions each week at all hours of the
day, and- employing the largest
group of microphone-trained actors
and producers in the world today.

What factors are responsible for
Chicago’s eminence in this field of
radio broadcasting?

This question becomes more im-

i portant when it is realized that

Chicago had nd ready or fixed
source of supply of “big name”
actors such as New York had in
Broadway and Hollywood had in its
movie studios. When radio loomed
on the horizon with its vast po-
tentialities for dramatic serials and
original radio dramas, Chicago ad-
vertising, program and production
men realized that a type of pro-
gram would have to be devised in
which the play and not the name
was the thing.

3 - 3 ] ‘ ¥
Points of Origin of Network Programs *
1936 New York Chicago Hollywaood Others Total
hrs.—min. hrs.—min. hrg,~min. hra.~min. hrs.—min.

NBC 32-4-16 27 — 46 4 2 66
(combined} .
CBS .. 28—46 4—30 2 —30 3—45 | 39—30
TorTaL 61 32 —156 ) 6-—30 5— 46 ' 106 —30
% origi- |
nating in b
each city 57.08% 30.6% | 62% 5.4% 1009

1937 "
NBC 49 23 —16 8 — 45 2 83
(combined) '
CBS . 32 11— 15 7 13 66 — 16
ToTAL ‘8 34 —30 16— 45 v 1 188 — 16
% origi-
nating in
each city 58.6% 26.0% . 11.4% 6.0% 100%

" Increase :

of 1987 ©
over 1936
Hours __. 20 ' 2—18 ' 9—15 1—16 32— 46
Percent__  32.8% 7.0% © 142.3% 21.7% 81.0%
° Typicel week in May. Does mot include purely Weat Comst programs for Coast
consumption which originate in Hollywood and San Francisco.

Breaking away from the tradj
tions of the stage, therefore, theg
foresighted men developed micy,
phone technique as applied to dra.
matic acting and evolved many nev;
methods for the new medium, Ty,
possibilities lying in the use o
“character” voices soon became ap.
parent and actors were trajneq %
attune their voices to the intimacy
of the radio medium—an intiyy,
that makes every listener a frop;
seat auditor. Gradually this trajy.
ing became apparent and Chicagy.
developed actors began to acqhir
a national reputation. Advertiger
began to realize that the “Chicagy
system” was peculiarly fitted to the
task of producing dramalic ghoyg
and writers, actors and producers
soon began to benefit.

The outgrowth of this stability
was the establishinent of contract
lists of actors who were given 4y
understand that they would be cast
as often as possible when their
capabilities fitted the demands of
the program.

Typical of the success achieved
by this type of show is the record
set by Uncle Ezra’s Station E-Z-R-A
which recently celebrated its 400th
broadcast over NBC networks and
which was on WLS many months
prior to that.

Among the Leaders

Among the other dramatic radio

shows heard from Chicago are
NBC’s Today’s Children, Backstage
Wife, Ma Perkins, The Story of
Mary Marlin, Uncle Ezra, It Can
Be Done, Vie & Sadie, Kaltenmey-
er’s Kindergarten, Girl Alone, The
Guiding Light, Young Hickory, Dan
Harding’s Wife, Little Orphan An.
nie, Stepmother, There Was a Wom-
an, Nickelodeon, the Forest Rang-
ers, the Farm & Home Bugle Play-
ers, First Nightdr, Your Health
and Lights Qut;i WGN’s “Nine-
Thirty Curtain;” Your Parlor Play-
house, Bachelor’s Children, Lucky
Girl, We Are Four, Painted
Dreams, The Couple Next Door,
Arnold Grimm’s 'Daughter, Way
Down East, Wife vs. Secretary ar;d
The Lone Ranger} WLS’ Virginia

‘Lee & Sunbeam, the Little Theater

of Homemakers’ Hour, the Big City
Parade and The |Old Judge, and

WBBM’s Betty & Bob, Modern Cin- |
derella, Romance lof Helen Trent, ¢

Manhattan Mothex, Old Time Mel-
odramas, Davey Adams, Kitty
Keene, Inc., Linda’s First Love and
Hello Peggy. |

It should be notcid that there are
two types of dramas—the original
play type such ad First Nighter,
Lights Out, Grand Hotel and “Nine
Thirty Curtain,” which often de-
velop their own “big names”, and
the five-a-week serial. A variation
of the five-a-week serial is also
popular when presented like Vi
and Sade, which features the same
characters in a cqomplete, but en-
tirely different 'ep{sode.each time.

That actor-training in Chicago
studios is of immense value to the
actors themselves js indicated by
the long list of players who have
found jobs in screeniand. On suchs
list would be found the names of
Don Ameche, Tyr¢ne Power, Ll

Soubier, Cliff Arquette, Dorothy
Lamour, Arthur PJacobson, DoB
Briggs and Dorothy Page.
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i ical of those players who re-
mar,li‘flpir; Chicago are Anne ) Sey-
mour, star of Mary Marlin; Lester
Tremayne, of Grand Hotel and The
First Nighter; Patrick J. Barrétt
and Nora Barrett, his wife, of
| Uncle Ezra; Betty Winkler, ?f G|3-1
Alone and Gale Page of ’qu:ays
Ch’i‘l;ri;?cna.l of the writers are Paul
Rhymer, author of Vic & Sadie;
Jane Crusinberry, of the Story of
Mary Marlin; Fayette Krum, of
Girl Alone; William J. Murphy, of
Young Hickory; Jack Frost on
Uncle Ezra’s program; K.en Rob-
inson, of Dan Harding's Wife; Fer-
vin Fraser, of Little Orphan An-
nie and Lee Gebhard of Ma Per-
kins.

Amos 'n’ Andy, Lum & Abner

d Myrt & Marge are examples
?,? other noted dramatic shows
which made their network debuts

and became firmly established in
Chicago studios before  moving
East or West.

g, from the ranks of Chica-
go"l;hgnknowns have been (_Ieveloped
radio’s best-qualified radio actors
and producers and thus has Chi-
‘cago become synonymous with ra-
dio drama.

i LOS ANGELES

By TOM F. HARRINGTON
West Coust. Mannger & Radlo Direetor
Young & Rubicam Ine., Hollywood

L " THOSE who talk
about radio “go-
ing Hoellywood”
are divided defi-
nitely into three
groups.

There are those
who speak of 1t
interestedly, but
not heatedly. They
: are the urbane
Mr.Harrington  New Yorkers, to
whom Hollywood is_still the movie
cénter, with the pleated trousers
and the belt in the back.

There are those who speak of it
dismally. They are sad-eyed Chi-
cagoans who have already seen t}}e
West Coast absorb their only big
shows. o

The others are brightly optimis-
tic—and they, of course, are mem-
bers of the Hollywood radio colony.

1 suppose I fall in the last cate-
gory—though T still have no neon
numerals on my stop watch.

A Need for Namies

Two main factors put radio on
the trail to Hollywood. Both stem
from the single fact that radio,
which three years ago cherished
- the idea program, has bounced

back strongly until it now depends
almost wholly upon dat ole debbill
Box Office Attraction. As long as
radio develops names that have a
box office value on a theatre mar-
quee, and movies develop names
which add glamor to the program
listings in the daily papers, the two
mediums shall have a common
meeting ground in Hollywood,
where they can swap attraction for
attraction to their mutual benefit.

Take a look a the list of shows
originated in Hollywood this past
Season and you will notice two
groups . , . those that followed
their stars to Hollywood because of
Mmovie assignments given as a di-
reet result of their radio reputa-
tons, and those that had moved to
Hollywood to secure the glamor of
I?I?;lsnes already high in cinema cir-

|
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.programs are

IN HOLLYWOQOD-
by William Lesch

CBS will have a layoutl like this, at a cost of some $2,000,000. The building was designed
At the left js the five-story structure which will serve as the broadcasting building.

AL right is two-story business building, blended into the intensely modern architectural scheme.

The programg of Jack Benny,
Milton Berle, Burns & Allen, Joe
Penner, Fibber | McGee & Mollie,
Charles Winningler (doing a return
to Showboat), Bing Crosby and
Don Ameche support the first point.
Those of Fred Astaire, the Radio
Theatre, and Hollywood Hotel sup-
port the second| .And a moment’s
consideration of those programs
definitely indi i‘a tes that radio’s

moveinent to the Coast depends not
only upon what motion pictures can
give radio, but also upon what ra-
dio can give motion pictures.

The value of motion picture
names to radio| cannot be under-
estimated, not |only in attaining
box office appeal but in perform-
ance. The big names are now giv-
ing more than the mere glamor of
their presence.| The more shows
they do, the more they catch the
microphone technique and turn the
full power of their talent into a
fresh new mediom.

A& casual _glance around reveals
more than 4’ generous sprinkling of
movie names on the radio lists.
Newest of top cinema recruits 1s

C. Fields. | Others who have
made an air name for themselves
include Andy Devine on.the Jack
Benny "show, Charlie Butterworth,
Fred Astaire and Jack Oakie, to
mention the barest handful. Ra-
dio’s dramatic lists have long been
supplied with top movie talent ap-
pearing in a guest star capacity
and with men [like Fred MacMur-
ray, Herbert Marshall and Basil
Rathbone turning in top perform-
ances, there will probably be an
even greater interexchange of tal-
ent between the air and the screen.

It must be remembered, in speak-
ing of Hollywood’s absorption of
radio, that there is more to radio
than those big shows which top the
ratings and are the ones that will
‘be affected ‘bv }radio's exchange of
big names Wit}Q the movie industry.

i A Talent Center

Leaving the box office names.out

of it, can Hollywood become "the

focal point off production of the
shows

dio, and until [Hollywood can pro-
duce and devejop them Hollywood
can never call itself the radio
center. There s every chance that
this will happen. Hollywood is be-
coming more and more the talent
center of the country. The Holly-
wood radio prdducer need not go to
the top of the| movie shelf for his

BROADCASTING e Broadcast Adz?‘ertising .
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performers. They throng in his
waiting room by the dozens and if
he has an eye to the future he will
bolstér up his shows with this com-
ing talent, youngsters not yet big
enough to swing the job but with
the potentiality for developing a
real following and growing into
starring material.

In’addition to fresh talent there
is an influx of fresh program ideas,
new writers, new production men
centering now on Hollywood—
where a few years back they would
have made the long trek to New
York. Sustaining Coast shows, too,
are becoming national svonsored
network programs with increasing
frequency, as national agency men
who otherwise” would never have
had a chance to heat them, come to
Hollywood and turn the dials. An
outstanding example of this is
Carleton Morse’s . highly successful
One Man’s Family.

On the Wall

It needs only a push to set that
ball to rolling. And the very fact
that the phrase “From our Holly-
wood studios”:has a certain amount
of glamor in itself may be the push
needed. The whole important field
of actual radio pioneering in Holly-
wood has vast possibilities. Some
of radio’s greatest stars-— those
that interested the movies most
once they got their start in coast
to coast radio from New York—
were developed originally on the
West Coast. It would not be too
much to presume that the West
Coast will develop even more great
names in the future, and that those
great names will have to go only
to Hollywood for their network
chance, instead of to New York.

T am not glossing over the fact
that the business of commercial ra-
dio will remain in the East. In fact,
that is my reservation. No one
knows better than I that an intelli-
gent sponsor is an invaluablé as-
set when placed in the front, row
of any rehearsal. The factthat
most of the business in motion pic-
tures is conducted 3,000 miles from
the center of motion picture mak-

ing would seem to prove, however,

that that is not such a vital factor.

No one needs strong lenses to see
the handwriting en the wall. More
and more major agencies are mov-
ing production crews westward—
not with the feeling of sending mis-
sionaries to China but with the
feeling that they want to get in the
Hollywood radio swim where iany-

i

1
|

thilng can happen — and probably
will. ’

Meeting places in Hollywood now
are getting more apd more like
Madison Avenue in New York,
where well-known advertising men
gather and talk about clients, com-
mercials, new stars and new pro-
gram ideas. Actually, radio isn’t
“poing Hollywood” so much as
Hollywood is “going radio”. We
are all keeping a Wweather eye on
New York, of course, and watching
its pulse beat.- We have much to
learn from' New York,.and none of
us allows himself to forget the fact.

Surest comment on the westward
radio trend came from the lips of
a rugged swinger of & wrecking
crowbar some months ago. I was
walking along Sunset Boulevard
and noticed a crew demolishing an
old building about two blocks down
from Vine Street. I stopped and
watched them throwing dusty
boards into the street for a while
and then I asked this fellow what
it was all about.

He leaned on his crowbar and
looked at mie quizzically. “Haven’t
you heard,” he said. “This is go-
ing to be the new Columbia studios.
Radio’s coming out West for a
spell.”

SAN FRANCISCO

AS A RESULT of the rapidly
growing shift of originations to
Hollywood, San Francisco adver-
tising executives privately express
considerable doubt as to the avail-
ability of San Francisco to retain
its present position as West Coast
radio headquarters during the com-
ing year, although ‘the more dis-
tant future is thought to hold con-
siderable promise owing to the in-
fluences expected to be generated
by the Golden Gate International
Exposition of 1939. .

While San Franciséé remains
the financial and, business center
"for the entire Coast, #nd com-
mercials over the NBC networks
have been running about 8 to 1
in favor of San Francisco as op-
posed to Hollywood, a* sefious
problem nevertheless faces agen-
cies in their effort to secure, talent
and program material of sufficient
drawing power to-offset the lure
of Hollywood mames and Holly-
wood origination value.

So potent is the present at-

(Continued on page 35)
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NBC -Prepares

for Extension

Of Blue in South, Southwest

Networks Divided Into Separate Rate Schedules for
The First Time; Total of 126 Stations Listed

THE LONG-heralded expansion of
the NBC-Blue Network into, the
South and Southwest is expected
to crystallize by this fall by virtue
of consummation of arrangements

‘with at least a half-dozen stations

in those areas during the last few’
months,

Also indicative of the plans of
NBC was the issuance of separate
rate cards for the Red and the Blue
Networks as of July 1, 1937. It
represented the first time NBC had
divided the networks into separate
rate schedules. Listed in them were
19 stations not included in the last
rate card issued last December. All
told, 126 stations were listed for
the two networks, several of which,
are scheduled to.join the nation-
wide facilities .at a later date.

With respect to the projection of
the Blue Network into a” separate
nationwide entity, no formal state-
ment.was forthcoming from NBC
headquarters. As far as could be
ascertained, either definite or ten-
tative arrangements had been made
with a half-dozen stations through
the South and Southwest for Blue
Nework affiliation while existing
Red and Blue outlets in those cities
are to become basic Red stations.

Others Acquired
. Moreover, it is understood that

KFDM, Beaumont, Tex., and
WJBO, Baton Rouge, have been

-aligned by NBC. Whether they will

become Red or Blue ‘outlets, or
whether they will become supple-

' mentary stations: available for use

“the Blue ‘dutlet.

with either network, evidently has
not yet been decided. KFDM oper-
ates on, the 560 ke., channel with
500 watts night and 1,000 watts

. daytime. WJBO operates with 500
- watts specified hqurs on the 1120

ke. channel. Its principal owner is
Charles P. Manship.

NBC} already has announced the
affiliation of. WMBG, Richmond, as
a Red outlet, effective June 27.
WRTD, new Richmond local short-
ly tn go on the air, has been signed
as a Blue outlet, thus for the first
time separating the networks in
the Virginia capital. In Atlanta,
WSB, present 50,000-watt supple-
mentary station, is expected to be-

former CBS affiliate, will join the
" Blue. )

Plans in the Fort Worth-Dallas
area center upon removal of
KGKO from Wichita Falls to Fort
Worth..- WFAA and WBAP, time-
‘sharing stations on-the 800 kc.
channel with a common 50,000-
watt transmitter, are the present
supplementary Red and’ Blue out-
lets. KGKO has been purchased by
the Fort Worth Star-Telegram and
is in the process of moving into
Fort Worth. It operates on the 570
ke. channel with 250 watts at night
and 1,000 watts until local sunset.

After KGKQO begins operation at
a point midway between Dallas and
Fort Worth, 1t is expected that
WFAA-WBAP will. become the
basic Red outlet with KGKO serv-
ing the two cities as a Blue out-
let. It is alsoipresumed that the
Star-Telegram -will sell its half
time WBAP to the Dalles News;
operator of WFAA.

In announcing the new .separate
rate cards for the two networks,
Roy C. Witmer. NBC sales vice-
president, pointed out that the rates
for all the stations mentioned are
the same with the single exception
of WOAI, San| Antonio, which has
been increasedito $260 per evening
as a base, This station, after fail-
ure-of efforts|to sell to CBS, is
understood to lhave signed a new
fiveeyear contract with NBC.
Enumerated in Mr. Witmer's let-
ter to clients!and agencies were
stations which had joined the net-
wark since the issuance of the last
rate card Dec| 12, 1936, New af-
filiates of the Blue Network were
listed_as -WSED, Toledo, WOWO,
Fort Wayne and WTCN, Minneap-
olis-St. Paul,; as basic outlets;
WLEU. Erie,  WJTN, Jamestown,
and WRTD, Richmond, as supple-
mentary basic stations with the
Biue, and KGHF, Pueblo, as a
supplementary station for use with
the Blue Mountain Group.

The most récent addition to.the
basic Red Nétwork was WDEL,
Wilmington, WMBG, Richmond, be-
comes a supplementary basic sta-
tion for_use with the-Red Network.
Supplementary facilities for use

i 2

. Kendall on Coast
KENDALL DOG FOOD Co., Port-
land, Oregon, has released the first
13 in a series of 52 transcriptions
titled Dog Heroes, over KFRC, San
Francisco, XGDM, Stockton,» and
KDON, Monterey, Cal. Stories,
written by Ben Harkins, are based
on the life of Frank Foster Davis,
dog authority, and are dramatized
by a KFRC cast. Records, of 15-
minute duration were cut by Titan
Recording Laboratories, San Fran-
cisco. Arency is W. S. Kirkpatrick,
Portlapd, Ore.

either|with the Red or Blue Net.
workswere enumerated as WGBF,
Evansville; WBOW, Terre Haute;
WSAN, Allentown; WORK, York;
KANS, Wichita, and KSOO,
Sioux Falls. KARK, Little Rock,
‘and KGNC, Amarillo, have joined
the Southwestern group. KOB, Al-
berquerque, is scheduled to join
“the Pacific Coast Group as a sup-
| plementary Red or Blue outlet June
115, and KIDOQO, Boise, joins the
lNorth Mountain Group in October.
I KERN, Bakersfield, formerly avail-
iable for use only with the Pacific
{Coast Blue Network, now is avail-
{able for use with the Pacific Coast
iRed Network alse. Other altera-
tions since the issuance of the last
irate card were:

" Changes in the Northwestern
, Group include WDAY, Fargo, and
| KFYR, Bismarck, as a new North-
‘ western group. KiISTP, Minneapolis-
St. Paul, is a basic Red station.
WTMJ, Milwaukee, - and WIBA,
Madison, make up a new North
Central Group. WEBC, Duluth-
\Superior, is a supplementary basic
| station for use with the Red or
Blue Networks.

Mr. Witmer stated also that con-
[ solidations have been effected in
several of the supplementary
groups to afford advertisers greater
choice within groups. Stations in
the Southeastern Group are avail-
able in a group of not less than
four; in the Southcentral group,
in a group of not less than six; in
the Southwestern Group, in a group
of not less than six. Stations in
the North Mountain Group now
are individually available.

For greater flexibility in ar-
ranging schedules, WJAX, Jack-
sonville, WFLA-WSUN, Tampa,
and WIOD, Miami, all formerly in
the Southeastern Group, now com-
prise the Florida Group, available
for use with either the Southeast-
ern or the South Central Group.

come basic Red, while WAGA, be-
ing removed from Athens, Ga., to
Atlanta, will in,all probability be
the Blue outlet. ° .
In Birmingham, the present NB
outlet on both Red and Blue is th
5,000-watt WAPIL "~ This station)
however,, on Aug. 1 is expected to
switch to CBS under a new &r-
rangement [BROADCASTING, June
1], and WBRC, the present CBS
outlet, is expected to become the
basic Red unit. WSGN, present in-
dependent operating on 1310 ke.
with 100 watts night and 250 watts
day, is expected to be- aligned as

.In Memphis, the present NBC
Red and Blue outlet ig WMC, over-
ated by the Memphiz Commercial
Appeal. WNBR, operated by the
same Interests but now an inde-
pendent station, is slated for affi-
liation with the Blue Network. :

In New Orleans, WSMB is the
supplementary outlet on both.net-
works but’ will become basic Red,
at _which time it is understood .
WDSU, present independent and,
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BASS SEASON OPENS—And radi
are quick to report their fish stor|
left is Ralph D. Foster;,
who proudly displays &
of Arkansas. | At right,

Dallas, smirks over his catch and th:
taken in & lake on the Pattern Ran

catch of bl

manager of;

A

~ Al
men with a bent for the rod-and-reel
es, with photographic evidence. At
. KWTO and KGBX, Springfield, Mo.,
bck bass hooked in the White River

i

Martin Campbell (right), manager of WFAA,

at of his chief engineer, Ray Collins,
ch near Waco early thisimonth.

Chapters of NAp
Proposed by Hay

Ukges Intensified Campaign , |

Meet Anti-Kadio Influences,

FOLLOWIN
through on I\)u%
proposal of lu
yYear, Fred 1
art, President
and genera] mgy,
ager of KGMp
Honoluluy, 1,
Prepared o a.
dress the Najp
Convention i
Chicago June 9.
the setting

Mr. Hart
23 on his proposal for
up of NAB chapters through th,
country as a,means of counterge.
ing anti-radio influences.

In an open letter prepared for
distributiop to NAB members, My
Hart bl'oufht out that at the 193
meeting of the N{XB a resolution
he proposed was adopted which
provided in effect ‘that the Boar
of Directors be instructed to bend
every effort duriqg the 1936-31
vear to foster state, regional apg
national units of the NAB as chap.
ters of the trade association,

Declaring that to date no such
effort as provided| in the resoly.
tion had been put forth, Mr. Hayt
said that the industry again this
year is improperly organized an(
cannot adequatelyicombat the or
ganizations preying upon it.

Attacks From Many Sides

“Radio is no longer a child and
has grown to man’s estate” he
said. “As such, it has become the
prey of designing organizations too
numerous to mention. Radio has
been, and will be, attacked not only

regionally, but locally, and if ra-
dio is to escape carrying unjust :

burdens, it must immediately build

a national organization with prop- |

erly and efficiently organized and
functioning branchHes reaching in-
to every portion |of the
States where there|are stations.”

A former farm [paper publisher

and journalist, Mr. Hart pointed |

out that one of the most powerful
organizations in the country is the

merican Farm Bureau Feders-
tion. This organization, he sail,
'is set up by coun;fties, states, re-
gions and also nationally.

Local chapters cduld be federated
into five regions and one national
organization, he said. Each chap-
ter could be allo jed voting dele-
gates in the regional and national
asgociation in proportion to the
number of  stations making wp
the local chapter.| Local chapters
would be chartered|only by the na-
tional organization.

“At each annual meeting -of the
national association the delegates
from each ‘region would elect one
of their number as Regional Di-
rector who would preside over the
region and represént that region
on the Executive Committee of the
national association. This execu-
tive committee would carry on the
work of the natipnal association
in the same manner as does the
present Board of Directors of
NAB. Under this type of organiza-
tion, while it is true only the chap-

ter delegates would have the right’

to vote, any radio station belonging
to a local chapter would be allowe
to send a delegate| to regional and
annual meetings of the NAB
which delegate would have the

right of the floor,| though not the}

right to vote.”
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_YHAT do you mean, “The
Dealer’s Own Show” 7—
one that he builds and
pays for himself? Well,

that’s one kind of dealer show, but
it isw’t what we mean. ]

We mean that every general
radio show on the air—network or
spot—being broadcast by a manu-
facturer with a dealer organization
gelling his ]groduct, is, or can be
made, The Dealer’s Own Show!

The problem of successf'ul radio
programs would be simplified
greatly if all dealers would" realize
this fundamental fact;—and then
proceed to take advantage of it.
Some dealers, by localized effort,
are making factory sponsored pro-
grams into their own_shows, and
the success they have had in capi-
talizing on factory expenditures is
proof of what can be done.

It is hard to believe that an alert
and progressive dealer would
neglect willingly such a natural
avenue to increased sales. Perhaps
then it is because the dealer has

in fact, the pro-

upon him—how ;
foped as his show,

gram was deve
for his use!

Something New Needed

One thing more; as a dealer he
has for years received merchandis-
ing support on advertising cam-
paigns being run in other media.
Perhaps this support, and _his
effort required to utilize it, has
become more or less standardized.
But the chances are such standard-
ization will not work with radio.
{ Then it is necessary to make him
%realize .that, with radio programs,

he is receiving sales support that
calls for a mew type of cooperation
and activity from him.

Frankly, do you think the aver-
age dealer, up to the present time,
actually realizes that the manufac-
turer, in the building and planning
of a radio program, is picking and
choosing a new and most flexible
weapon of sales attack— in fact,
that the manufacturer is making
fullest use of the Directional Ap-
peal of radio? Has he been told
that?—often enough?

Let’s start from scratch. In
resenting the story to the dealer,
et him know that, in building a
radio program, the manufacturer
doesn’t operate from a series of
negative “don’ts.”” Instead, he
takes a positive attitude, and the

.ﬁhow is developed from a series of
musts,” These “musts” may dif-
fer according to individual selling
problems, but let’s suppose that the
list given below covers the needs of
a particular aceount; and its dealer
organization :

. We must have a show to
which people will want to listen.

. We must go after a particular
audience, .

3. We must have a program

41 Dlacement plan sufficiently flexible

to meet varying conditions.

4. We.must pick the network, or
the station list, most effective in
Securing the desired audience.

5. We must get the selling story
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TheDealer’s Ow

Ways Local Retailers CanUst ’ ) Suf
Some Tips on Merchandising and Cooperative Tie-ins

not been shown how much depends

n Show—

By H. T. ENNS

Managet Station Relations, Cramer-Krassele Co.

Programs for Sales Support;

'sage to an estimated

Co., advertising counsel for Norge, h
still more ideas on the subject, and here
they are. At left is
woolens, perhaps to| keep warm as he
thinks of Norge’s Rallator.

NORGE is on the air |with a program on
some 70 stations, carrking the sales mes-

20,486,672 radio-

owning families. Dealers are taking ad-.
vantage of this “open sesame’ to the fire-
side by using every passible form of mer-
chandising tie-in. Bup Cramer - Krasselt

1as

r. Enns, garbed in

over as positively and painlessly as
possible. )

6. We must get| store traffic for
you, as a dealer, from the program.

7. We must get you, as a dealer,
to merchandise the program locally
if we are to secure the utmost in,
results. |

Check these over—there is not a
single point whi¢h is not deter-
mined to a great extent by the
problems, needs and mobility of the
dealer organization. In fact, the
success with which the manufac-
turer gets his dealers to cooperate
in “Must No. 7,” largely determines
the success of the show.

Lots to Listen To
By and large they realize this,
and before an| manufacturer

“takes to the air” he and his,

agency are going to spend many
hours settling uppn these “musts,”
for today’s crowped airways give
listeners a wide choice at every
hour of the day and night-~mighty
keen competition ’

To be specific| let’s say that a
spot program hds been chosen as
best suited to the needs of the
dealer organization. We then can
go through the list of “musts” and
see how, in pradtically every case,
consideration of| this same dealer
organization was the determining
factor in the final decision.

First of all, our show is going to
be one in which [people will display
an active interest. We want people
to move—to do| something. Such
shows are planped and broadcast
to help the lo¢al dealer;—if we
were looking only for national
prestige our approach would be
quite different—and that takes care
of “Must No. 1|”

Now, in considering No. 2, we
have found froam illong experience
in selling this |particular product
that it is the women we want to
reach.. We know that we could get
a larger audience in the evening,
but we also kngw that we can con-
centrate upon allarge and receptivé
and practically exclusive woman
audience during the morning hours.
So we are going to go after Mrs.
Housewife -during those hours she
spends most of her time in the
front part of the house, with the

BROADCASTING ¢ Broadcast Advrartising
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radio turned| on and serving as her
morning companion. And certain-
ly, Mr: Dealer, that choice of time
is dictated by our desire to plant
selling seedq to move your goods.
In analyzing No. 3, why do we
want a flexible program placement
structure? The answer—so we can
get together and from our com-
bined knowledge pick the time'of
day when the show will do the best
job—pick the station that is going
to deliver the audience we both
want — prepare local: commercials
specifically [for your market—all,
Mr. Dealer,|because it's your show.
When it comes to the selection of
stations, gs set forth in “Must No.
4”, that ‘problem is bound. quite
closely.with No. 38 because it is, to,
a great extent, a question of pro-
grami structure. But you know,
and we know, that in certain mar-
kets our product is particularly
well suited to certain stations. Here
again our |decision is based upon
combined owledge of your mar-
ket and results in our choosing
those stations which have their
fingers on 'the pulse of the com-
munity—and don't ever think sta-
tions are lacking in personality.,

' Powler of Suggestion

Because [it_is your show, in our
“No. 5 Must’¥, we are going to stay
away fro long-winded factpry
commercials. Sure, we are goine to
talk about our product, but we glso
are going to talk about you! You
see, we found out that when it comes
to sales producing commercials, “it.
isn’t a question of how ‘much you'
can say, but how well you can say
less. People may differ, but most
of them react like'a couple of Mis-
souri mules when you tell them that
they have|to do something. So| we
are not going to tell them—we/are
going tq siiggest that they see [you
and let you do the telling. i

When it comes to the rest of} the

story—and how much does rest on -

“Musts’’ 6 and 7!—well, we have
tried to do a job for you—mow
what are you going to do for ypur-
self—and, incidentally, for us?
T'll tell lyou a few of the things
you can |do which other dealers .
have done and through which they
have su{cc“eeded in ringing the cash

|
L

!

/

How Norge Sells

register bell:

1. Make it an inflexible rule that
your radio ‘be turned on in your
store when your show is on the
air. You'll be surprised at the
number of pepple who may hear it.

2. If the program is broadcast at
a convenient hdur, have your sales :
force on hand to listen to it. You !
are going to get two results from
-this—(1) it will serve as a pep
talk, or tonic, to the organization,
and (2) if your Boys are on their
toes, many a time they are going
to get a new selling idea or slant
from a program.

3. Mention the program to every
prospective customer, whether they
are in your store, or you are in
their home. If you happen to be
canvassing outside and are in a
prospect’s home at .the time the
show goes on, suggest they tune in
—it probably would be:an excellent
opening for your sales story.

4. Have every man jin ‘your or-
ganization talk about the program
—also tell them to have their wives
or sweethearts mention, it to their
friends. More listeners mean more
prospects. There is no better way
of getting listeners. than through a
little word-of-mouth advertising.

5. The chances are, you are do-
ing some local advertising. Mention
the program in your copy—it will
tie in with ydur other message.

6. In all probability, the factory
has prepared promotional material
to be used by you in cashing in on
the show. Use it, every possible
way you can. Remember this—peo-
ple are interested in radio, and
,there is no reason why they
shouldn’t be interested in your
show. If the program is designed
with a hook to bring people into
your shop, play it up for all you
are worth. Enthusiasm is contagi-
ous and it’s a good idea to expose
as many people to it as you can.

7. Get close to the radio station
—they are human and full of ideas.
In all probability, they already are
doing everything within their
power to merchandise the show to
their listeners. Find out what they
are doing and see if it is possible
to tie in with their efforts. Also,
for goodness sake, if the show is
moving for you, tell the ‘station
about it. There is nothing they like
better than_ to know.that a pro-
gram of theirs is producing results.
The more, results, the harder they
work—and the harder they work,
the more profit to you. .

8. You know the advantages of
window displays. Did you ever stop
to figuré out the many ways in
which an attractive and different
window display might be built,
using the program as the theme?

9. In our experience,.often deal-
ers are sufficiently” close to radio
stations to arrange a little studio
party for a few selected tough
prospects, at which time advance
tauditions of several- shows were
7 layed. 1t worked—as an appeal to
égo usually does.

And you can get results—that’s
the big thing. One dealer worked so
closely with a certain station mah-
ager, and both of them becameso
enthused about the particular ap-
pliance, that the dealer turned the
tables and sold the station mana-
ger a bill of goods for a little over
. $3501 .

.
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Treasury Figures
Show 1934 Income

Income Takes  Indicate Half .
Of Stations Had Profit

SUBSTANTIALLY less than half
of the nation’s broadcasting sta-
tions which filed Federal income
tax returns in 1984 were in red
ink, while the some 200  which
earned profits showed a net income
of $8,205,000, according to an
analysis made publi¢ June 3 by the
Treasury Department.

Listed in a subgroup of returns
for 1934 covering certain utilities,
the figures for broadcasting com-
panies do not differentiate between
networks and stations, nor between
stations of common ownership. The
total number of station returns is
given as 484, though there were
some 585 stations licensed as of the
end of 1934.

Of this aggregate, 197 stations
reported a gross income of $69,-
275,000, with a ™Tmet income of
$8,205,000: They paid income taxes
aggregating $1,128,000. This same
group of stations paid excess prof-
its taxes of $17,000.

Discrepancies Noted

‘Returns were filed by 252 sta-
tions in which no net income was
reported. These stations, according
to the statistics, had a gross in-
come of $11,828,000. They report-
edoan aggregate deficit of $2,138,-
00

Under the general heading of
returns in which no income data
were shown, or where inactive cor-
porations were involved, the report
listed 35 broadcasting companies,
Presumably these were non-profit
stations not selling time, 'such as
educational, and religious outlets.

The total gross income figure
for the reporting stations as com-
puted by the Treasury, including
those stations which showed net
profits and those which had de-
ficits, is given as $81,103,000. This

& figure Is at variance with the total

of $72,887,000 reported for the in-
dustry in 1984 by the National As-
sociation of Broadcasters from its
business index. v

This discrepancy, however, it is
pointed out, unquestionably results
from the fact that the station tax
returns covered all income, includ-
ing that from talent, artists bu-
reaus and other station operations
not actually involved’ in sale of
time. The industry figures renre-
sented only broadcast advertising
volume.

Gross time sales for the last cal-
endar year — 1936 — amounted to
$117,781,000 [BROADCASTING Year-
book, 1937]. .

United’s MBS Plans

WJAY and WHEK, Cleveland, will be-
gin broadeasting MBS programs in
that city on”Sept. 26, the day that
cities having daylight savings time
during the summer return %o stand-
ard time for the winter, subject to
the availability of these stations,
according to announcement from
Mutual headquarters in New York.
Reason for' the availability clause
is that WHK, present CBS outlet
in Cleveland, and WGAR, which
nowiserves as outlet in that city
for NBC-Blue and Mutual pro-
grams, are changing ‘network af-
filiations in the fall, probably on
Sept. 26, but if that change should
be delayed it would also delay the
MBS switch.
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Jdmp in Maj Time Sales of Networks
Reveals Demise of the Summer Slump

THE combined revenue of $5,900,-
624 reported for May by the na-

tion-wide networks, 32.9% ahead of .

the $4,441,144 network income and
only - 2.4% below April of this
year gives definite dollar proof that
the dreaded summer slump is a

* thing of the past, at least as far

as network advertising 'is con-
cerned. With network time at a

premiunr, most national qdvertis—

ers are hanging on to ‘their spon-
through the hot
weather and only a few ‘are con-
tinuing the formerly prevalent®
practice of signing off for the sum-
mer. , .

Every network showed an in-
crease in billing over May of a
year ago. CBS, with a total income
for the month of $2,552,374, leads
the group both in billing and in
increase over last year, having a
gain of 45.9% aboye the $1,749,-
517 reported for May, 1936: NBC’s
Red network ranks second on both
counts, its May revenue of $2,-
261,344 running 37.09% ahead of
the $1,650,046 for the same month
last year.

NBC Blue, which had March
and April incomes less than those
for the same months in 1936,
showed a 4.6% increase in May,
with a total of $953,475 for the
month this year as compared with
$911,674 for a year ago. Mutual
also showed an increase, reporting
$133,431 for May, 1937, as com-
pared with $129,907 for May, 1936,
a gain of 2.7%.

Cumulative totals for the year
show CBS 27.2% ahead of last
year for the first five months, the
combined NBC networks 23.3%
ahead, MBS 16.2% to the good, and
the total of all the coast-to-coast
hook-ups 24.7% above 1936.

Gross Menthly Time Sales

% Gain

1937 Over 1936 1936
a5 O 60 sL125.172

Jan. . $2,374,638 6% 125,
Feb. _432.273,973 34.0 1,697,52"‘
March . 2,531,322 32.2 1,915,357
April __ 2,303,619 30.7 1,762,201
May - 2,261,344 37.0 1,650,046
NBEG-Blue " ¢ 956,643
Jan. 1,167,366 22.0%, $ 956,644
Feb. $1,02],8!’)2) 0.6 1,016,776
March 1,082,961 3.5 1,122,616
April 973,802 wl) G !)7(!,7‘27
May 953,475 4.6 911,674

ons
Jan. $2,378,620 24.2%, $1,901,023
Feb. . 2,264,317 18.6 1,909,146
March . 2,659,716 17.8 2,172,382
April . 2,663,478 31.4 1,950,939
May .. 2,662,374 45.9 1,749,617
MBS
Jan. §187,362 12.7% $166,266
Feb. 202,088 24.4 162,358
March 212,861 11.2 191,483
‘April 167,590 19.8 139,834
May 133,431 2.7 129,907
KGLO on CBS

KGLO, Mason City, [a., will join
the CBS network on June 27. Sta-
tion, operating with 250 watts days
and 100 watts nights, is owned by
the publishers of the Mason City
Globe-Gazette. Network rate will
he $125 an evening hour, contrast-
ed with the station’s card rate of
$80. Lee P. Loomis, publisher of
the paper, made the deal with CBS.

AN ELABORATE promotional ef-
fort in celebration of the 15th an-
niversary of WHB, Kansas City,
was undertaken May 30 to June 5
by the station. Donald D. Davis,
president, devised the campaign
which consisted of six different
units designed to reach various
classes of people.

The campaign comprised a coast-
tc-coast broadcast of the station’s
anniversary party over Mutual on
June 5 and during the entire week

‘the station broadcast special anni-

versary programs which were pub-
licized in full page newspaper ad-
vertisements, placards placed
throughout the city, and by flag
and banner decorations across

|

Kansas City Sees and Hears WHB Anniversary .

own-town streets in- Kansas City.
ifteer helium-filled balloons were
released daily from the city. Other
Lie-ups included celebrations for
local 'advertisers and distribution
of the anniversary promotional
‘material throughout the industry.
iFor out-of-town guests a luncheon,
j‘golf tournament and dinner was
staged before the main party in
‘'the Municipal Auditorium. The
Municipal Auditorium party on
June 5 was participated in by WHB
ladvertisers who were given free
‘tickets to distribute in advance to
leustomers.

! WHB was established in May,
11922, by E. J. Sweeney, who was
jinterviewed during the celebration.

!

[ -
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Revenue in Aprﬂ)
28.19% Over 1934

NAB Finds Radio Leading y)
Media in Comparative Gaip

APRIL broadcast revenue Wag
$11,309,319, of 28.1% ahead of the
level for the same month last yeyy
the NAB reports. The gross Was
2.1% under March, a customary
seasonal decline. H

The April increase of 9814
over last year was particularly ap.
parent in national nonnetwork vy
ume, which went up 53.89, Ny
work business jumped 24.49% whj,
local times sales grossed 124y
above April a year ago.

In other media, nationalj mag.
zines rose 17.6% over lash yer
national farm papers 11.8% y
newspapers 3.4%, with radio thys
leading all media in pereentage i
crease for the month of April,

All sizes of stations ghowe
gains in the nonnetwork category,
clear channel and high-powered re.
gions going up 23.6% over a yer
ago, regionals 47.29% and locals
24.9%.

Transcriptions showed the larg.
est gain from March to April, g
ing up 8.2% as compared with
13.1% for records, a drop of 269
for live talent and decline of 33¢
for announcements. Comparing the
April figures to a ‘year ago, live
talent rose 45.1%, announcements
25.8%, transcriptions 2419 and
records 12.6%. ’

In comparing the Anpril figures
for 1937 and 1936 by sponsor
trends. main netwbrk increases
were found by the NAB in house
hold equipment, soap and kitchen
supplies, and financial advertising,
Drue and clothing time sales top- |
ped the regional network field, with :
gains being general in the local !
and national nonnetwork groups
where local foodstuffs, department
store and tobacco, and national
nonnetwork foodstuffs, beverages
and confectionerv advertigin
showing good gains. |

o Merchandise or Not—
A PARABLE ’ OF STATION SERVICE

wTHREN — Our lesson” for to-
ggrﬂis taken from the first c}.lap_ter
of the Book of Radio beginning
with the first verse.

1. Now it came to pass that cer-
tain two men_did erecf, bu1.1d and
construct radio stations in the
same city wherewith to operate in
the public interest, convenience and
necessity.

2. And perchance yet another
man who called himself an agency
desired to use one of the stations
to bring to the people of that city
rvood tidings of great joy. But be-
ing sore distressed as to which of
the two he should use he took him-
gelf hence to consult.

3. Now, when he had comie he
spoke first to one of the men in
this manner—Friend, I perceive
that I must pay the same price
whether I use your station or that
of him who also serveth this same
city. It also appears that you both

decree that when I play upon the.
harp, psaltery and dulcimer the.

same number of the Roman soldiers
will listen whether I use the one
station or the other. What reason
can you give me as to why I should
use your station and ‘eschew that
of your neighbor.

Verily, So What!

4. And the owner who was an
exceedingly wise man opened his
mouth and spake thus—Peace be:
with you and all your household—
You shall have all that we give
any man—no more, no less.

That which maketh the sound
and carries your message is the
finest which the Meges and Per-
sians can build. Thus the citizens

‘of our land listén with pleasure to
‘themselves and profit to our clients.

| that we can do to make our

Total broadeast ad vertising jservice the best down to the last

(gross) for 1937 follows:

i Cumulative

April ! Jan.-Apr,

Nat. Net . ... $6.013.181 524,139,501
Rez, Nonnet . . 112938 403.433
Nat, Nonnet . . Z,BBZZG{ 10,849,900
Local . 2,201,001 8,102,600
Total . . . $43,489,354

. $11.309.31j’)

Cosmetic Tests

pEELORZA COSMETICS Inc, Hal- |
lywood, Cal., manufacturer and dis- ;
tributor, is using its first radio to |
attract consumer interest in Mail- |
lard’s' Waterless Shamnoo and Mail-

lard’s Milk of Quince.{The test cam- |

paign consists of weekly quaiter-
hour  Romantic Melodies on KFWB,
that city, and a weekly five-minute
participation in Pegtinent Pare
graphs, woman's monning program,
on KEHE, Los Angeles. The water-
less shampoo is being stressed in
the test and as a merchandising tie-
in sponsor offers weekly three $45
beauty kits for the Hest statements
of 25 words each on|why the wri
ers prefer that shampoo. State
ments must be accompanied by 2
carton top. Test is for 13 weeks,
having started May 19 and 27 1&
spectively, and sponsor plans to &-
tend same to other gections of the
Pacific Coast in the fall. Agency 18
Continental Adv. Service, Holly-
wood.

jot and tittle has been done; we
have served our listeners faithfully
and well; our announcers are gen-
tlemen for we are not operating a
fairifaud.
5 What we shall ask from you
is fair and just albeit is exactly
that which we ask from all others.
If extra service is required, that,
100, we can render and well, but we
shall ask of you just the amount,
md no more, which such service
rost us.
6. Then the agency man-esaid in
wnswer, Well done my: good and
faithful friend for I perceive that
zggg are a.ndhones% maln and of ex-
ing wisdom. Verily I can.pu
my trust in thee! v put
7. And he went hence and met
the second man, for even an agency
man betimes investigates all things.
And when he came to his abode he
athed likewise as he had done of
the first man, what service would
ke rendered unto him,
8. And the second man, puffed up
his own conceit did say, Verily our
Pce i3 the same as that of the
Mer station but in addition we
il give to you that which is
own by the Greeks as merchan.
ISJHRT }fervice.
> ‘hen did the agency man open
;ﬂde his ears, The second man hI;.v-
D"E pleasure in his own voice.spake
™ If you will only use our station
" shall have in addition bill-
ards, car cards, letters to the

|

HOLD YOUR h’ats, gents! —
is again, the mysterious Mr. Anonymity.
This time it is a network executive who,
nburdens himself on
gratis merchandiging offerings of sta-
tions. He cites a rather extreme case,
perhaps, but things may have been that
way in biblical dqgys. It is good reading
mnterested in the sub-
ject of broadcasting and/or veligion, to
say nothing of the art of merchandising.

in biblical vein,

for those who ar

Here he

Philistines and salesmen to call in
distant lands.

10. But said the agency man, I
came to buy' time ndt merchandis-

ing service. .
And He Perceiveth

11. And the foolish ene blabbed
on. Friend, all thesd things will I
giwe unto you. They [cost you not a
penny, and more, if| you will bow
down and sign with me you shall
in addition have window displays,
theatre trailers and fewspaper ads.
Moreover you shall also receive
agency discounts, time discounts,
quantity discounts, | summer dis-
counts, salesmen’s d%scounts and a
host of other things. All ‘these
things do we give you because we
like you.

12. The agency man was full of
wonder by all that |he had heard
and departed to his lhome. And on
the morrow, when he| was no longer
full of wonder, albeit his head #id
still ache, he took council with him-
self in this manner. | If the foolish
man can give me aP these things

at the one and same price surely
that which he asketh for his time
alone is téo high. ’

Again, if he must give me all
these other services that he may
sell his time, forsooth, of what
value of itself.is his time.

And again, if he is willing to do
all this for me because he loves me
can I be sure he will not do more
for my competitor whom he may
love the more. N

13. Verily what is this then, that
I am buying-—the radio time that I
came here to purchase or a Christ-
mas Tree which looketh pretty

. when the candles are lighted but on
the morrow findeth its way to the
ash heap and is forgotten by all
men who pass by. For ho man of
business giveth away anything that
is of value and the laborer is still
worthy of his hire. Oh foolish man
keep thy station for the use of
fools for I now perceive why thy
‘competitor is called the wise man.
In his courts will I dwell forever.
a Here endeth the lesson for the
ay.

Al-Day Se%ries of Programs on KMOX

Dedicates New Plant of Dairy Concern -

By JIMM DAUGHERTY

President, Jimm Dapgherty Inc.,
St. Loui

ON JUNE 12, the
largest locally
sponsored radio
show in the his-
tory of the indus-
try, both from
the standpoint of
time involved and
number of pro-
ductions, was
sponsored by the
St. Louis Dairy Mr. Daugherty
Co. on KMOX, St. Louis. Produc-
tions began with a fhalf-hour show
at 7 a.m., and with the closing pro-
gram at midnight St. Louis listen-
ers had heard 14 |original radio
productions involvinng 81% hours of
broadcasting time |in which 159
people had participated.

Every type of listener in the St.
Louis area had been entertained
and, at the same time, had been
reminded that St. ILouis Dairy Co.
was that day opening its new
plant, the most modern and best
equipped dairy plant in the world;
Since this was the| largest locally
sponsored radio |promotion on

BROADCASTING e Broadcast AdveruJJ‘sing '
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record, the question has been aske(P
“why was this particular plan of
exploitation adopted?” To answer
this question it is necessary to go
back several months to ‘the first
stages in the tonstruction of the
new St. Louis Dairy plant.

When work upon our client’s new
@plant was begun months ago we,
realized the necessity for present-
ing to the people of St. Louis in a
dramatic and forceful way the true
importance to the St. Louis people
of thig improvement in facilities.
Over a period of months we watch-
ed carefully ;111 possible types of!
new building  exploitation in other’
cities, and as & result, as the build-|
ing neared cgmpletion we had ar-|
rived at certain definite conclusions.]

Reaching Everybody |

Radio was

. selected as the me-“:
dium for the

nitial promotion and!
after the established types of ex-!
plgitation had been discussed,
Bradford Simpson, our radio direc-!
tor)\ proposed a schedule of fre-,
quency broadcasts to be concen-'
trated into one day, to reach all‘\
types of audience from 7 a. m. un-|
til midnight, |which called for 8%

ol

|
. |
L
{
|

{
i

hours of broadcasting with a
broadcast every hour, on the hour,
for half an hour. It was his be-
lief that by doing this on KMOX
a highly important percentage of
the radio homes in the St. Louis
area would hear at least one.
Our next major problem was to
attempt to obtain a schedule of
programs distributed between 7
a. m, and midnight on a domi-
nant station. It was at this point
that we presented our plan to the
station we hadiselected. Since this
station was carrying an extremely
heavy commercial ~schedule, we
found that to clear sufficient time
for the plan were proposing
was almost an impdssibility.. How-
ever, James D.-Shouse, general
manager of KMOZX, set:about to
readjust the station’s schedule to
accommodate our plan. Receiving
the fullest cooperation from other
advertisers, he was able to offer us
a schedule that would include the
8% hours of broadcasting in a day.
As an example of the coopera-
tion, Kellogg Co. which for three
consecutive years has been spon-
soring ball games in 8t. Louis,
agreed to a joint sponsorship of
the game scheduled for ;this par-
ticular day. This resulted*in a very
successful promotion for both ac-
counts involved. This was -equally
true in the cast of Union Biscuit
Co’s Grandstand Reporter, whose
Supreme Butter Cookies provided
an equally strong tie-up with an-
other St. Louis Dairy product—ice
cream. The schedule finally decided
upon included ten. half-hdur and
three quarter-hour broadeasts in
addition to the' joint sponsorship
of the baseball game. With pro-
grams  scheduled at practically
every hour of the day we were nec-
essarily confronted with the prob-
lems of variety and timeliness,

Bound to Hear Some

At no time did we expect any-
one listener to either listen to or
be particularly interested in the
entire 8% hours. We diversified our
programs to such an extent, how-
ever, that practically every radio
listener in the St. Louis area would
find some real entertainment.-

The 14 productions offered, hill-
billies for the early riser, a review
of the day for the breakfast table,
music for midmorning, a specially
transcribed program, Pulse of the
City taking the housewife to the
interesting points in St. Louis, a
minstrel show for the noon hdur,
comments from the personalities
appearing in_ the show as they
moved about the halls and studios
of KMOX, a program for the
children in the early afternoon of
their holiday, a woman commenta-
tor, a ball game, the Celestial
Choir, dramatized news of the day,

. the voice of Jack Fulton, brought
to St. Louis especially for this se-
ries of broadcasts, and a program
of organ music to close the day.

It is our firm, belief and the
belief of our client that this method
of exploitation adopted for the
opening of the plant, supported by
a newspaper schedule, wagon and
driver promotion, more than justi-
fied the expenditure. Although it
is, we repeat, to the best of our
knowledge, the lergest one day'
radio schedule ever sponsored local-
ly in the history of radio anywheze,
it was certainly not presented on a
“stunt” basis. Naturally, it is not
possible to definitely determine re-
sults as yet, but if local comment
is any indication of the value of
this promotion-we feel that it was
highly successful. .
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Pacific Advertising

*Group Assembles

Radio Prominent on Agenda
Of Convention at Salt Lake

WITH radio and advertising rep-
resentatives from all parts of- the
West Coast as well as many from
eastern cities in attendance at the
84th annual convention of the Pa-
‘cific Advertising Clubs Association

e

being held in Salt Lake City June -

13-17, attention was focused on the
radio departmental session over
which Harrigon Holliway, general
manage? of LKFI-KECA, Los An-
geles, was to preside as chairman.

Radio departmental meeting is
titled “An Extra Curriculum in
Radio,” carrying out the general
theme of the convention ‘“The Uni-
versity of Advertising.” Session,
one of the most elaborate on radio
ever presented in the west, has
been divided into-four parts, with
speakers and open floor discussion,
giving all an opportunity to air
their views. Divisions are as fol-
lows: - . '

Radio Bstablishes Its Market—
Anne Director, radio executive,'J.
Walter Thompson Co., San Fran-
cisco, is the speaker, having for
her subject ‘“Coverage -vs. Cover-
age.” An effort will be made to
further the establishment of a uni-
versal formula for the preparation
of coverage maps. She also was to
-'summarize type of coverage .data
being used and make a report of
her committee which consists of
.Henry Jackson, CBS Northern Cal-
ifornia sales manager, 8an Fran-
cisco; C. W. Myers, owner, KOIN,
Portland, and NAB president;

. Hugh Feltis, commercial manager,
KOMO-KJR, Seattle; Wilbur Eick-
' elburg, manager, KFRC, San

Francisco; and Sydney Dixon, NBG

western division assistant sales

| manager, Holljwood.
The Speaker List

Selling Radjo Az o Medium—
+ Lindsey Spight, Pacific Coast Man-
I ager, John Blair & Co., San Fran-
| cisco, station representatives, was
; to give a visqal presentation. of
' spot broadcasting, present case his-
| tories and various problems con-
i fronting stations in  selling radio.
Using. Radio for Direct Sales—
‘Ben: S." McGlashen, owner of
“KGFJ, Los Angeles, and president
.of the Southern California Broad-
casters Association was to be
speaker,
Future of Radio—Dorald W.
Thornburgh, CBS Pacific Coast
vice-president, Hollywood, was to

give his views, with “brass tacks”

-discussion to follow.

E. P. H. James, NBC New York
Sales promotion ,manager, was to
?]13]{00'1,1 the “Latéfst Survey Data of

As an ad(i’ed(féature, a con-

sumers survey, titled “The Public
Surveys Radio,” was to be staged
during the session. Men and wom-
en from every walk of life were to
be picked at random and brought
before the department meeting to
voice their views. )

Following the session Pacific
Coast station executives will leave
for Chicago to attend the NAB
convention scheduled. for June 20-
.23. Approximately 60 southern
California executives will be at the
Chicago meeting. )

On Mr. Holliway’s radio depart-
ment committee are Earl J. Glade,
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1937 Radio Set Output
Estimated at 10 Million

APACE with the upward trend in
broadcast advertising, radig set
production and, distribution is in-
creasing along with home building
and " its concomitant demand for
higher quality cabinets as pieces of
. furniture, reports Dun & Brad-
- street. Retail sales of radios dur-
ing the first four months of 1937,
it is reported, ranged from 20 to
40% ahead of 1936 despite strikes
and floods. Rural electrification
and increasing auto radio sales are
also contributing to the rise.

Based on an average production
gain of 30% for the first quarter,
which is the lightest of the year,
total output of radios for 1937 is
conservatively estimated at 10,310,-
000 sets, an increase of about 25%
over the new peak established in
1936 at 8,247,755 units. Dun &
Bradstreet also reports that broad-
cast advertising will not be -sub-
jected to the usual summer reces-
sion this year as time sales booked
already are in excess of 1936 reser-
vations. If the current rate of
time buying is continued, it is esti-
mated that broadcast advertising
Vglgume will rise to $125,000,000 in
1937. !

HAY. HORTON, producer of KRKD,
Los Angeles, hax made an.appeal to
BROADCASTING to loente Art Perkins,
free lance writer who is “sorhewhere
in the East”. | )

i
t

ILADY MANAGER—AnNd the mag-
/nificent new transmitter of KVI,
jcovering the Tacoma-Seattle area,
‘being located on - Vashon Island,
thalfway between the two cities.

Mrs. Vernice Boulainne (inset),
daughter of the late Edward M.
| Doernbecker, on June 4 was elected
‘president of the operating com-
ipany, her sister Dorothy Doern-
|beeker named secretary.

Ad'vertiéingg Pres.éu{!'e to Offset Slump
During Summer Begun by Advertisers

IN ANTICIPATION of a~more se-
vere summer slump in a number of
staple lines than had been original-
ly expected, national advertisers
are planning to draw on their ad-
vertising reserves and put extra
pressure behind goods tokeep them
moving, according to bpinions ex-
pressed by advertising managers
and agency executives and reported
by William J./Enright, staff busi-
ness writer, }in the New York
Times. Mr: Enright continues:
“The reasons for the possibility of
a greater thap seasonal dip this
summer are three-fold, it was said;
labor troubles,|with consequent loss
of consumer purchasing power;
higher prices jwhich are suspected
as causing sales losses in several
consumer goo@s lines, and the ex-
pectation that consumers will
switch their spending from pur-
chases- of commodities to summer
recreation and entertainment. :
“This latter belief is borne out
by the fact that rail travel this
weekend [May|29-30] has increaseds
about 25% ‘over a” year ago, in
contrast with| only minor gains
in' retail purchasing; that automo-
- bile and gasoline sales have soared

R shaﬁply ahead|of the rid in retail
tra

e, and that most resorts have
planned their| advertising appro-
priations on expectations of a 15
to 25% gain in:“ patronage this year. |

{
|

manager, KSJ'L, Salt Lake City; ‘
|

Harry Anderson, NBC western di-
vision sales manager, San Fran-
cisco; John Mi Dolph, CBS Pacific
{Division assistant manager, Holly-
iwood; H. J. iQuilliam,' manager,
KIRO, Seattle; Walter A. Burke,
radio director, MecCann-Erickson

Inec., Earle H.%Smith, Pacific Coast |

‘manager, Edward Petry & Co. Inc.,
--and Lindsey Spight, Pacific Coast
manager, John Blair & Co., all of
San Franciscof

'E

| “H. B. LeQuatte, president of the
agency of that name, said that he
expected advertisers to put extra
pressure behind their products this®
summer. Not only will they want
to prevent any sales decline, he
said, but they are gradually com-
ing to the realization that it is fool-
ish to let advertising decline in the
summer below the drop in con-
sumption, .

“He pointed out that when copy

is suspended during the: summer
months, the advertiser has to start
‘cold’ in the fall, whereas if he con-
tinues space during the warm
months, sales momentum is carried
into the fall. :
- “The executive of an office-equip-
ment company, who did not wish to
be quoted by name, said that
higher prices might make the sum-
mer decline more severe than usual,
His company, he said, raised prices
on one of their consumer products,
and is not doing so well with the
advance.

“Large organizations will in-
crease their advertising volume, he
added, to push the higher prices
over, but in the event that did not
succeed he “would not be surprised
if prices were reduced and adver-

I

tising also cut.

“National advertisers this year
are in a much better position to in-
crease their advertising expendi-
tures than in previous years be-
cause, since the start of 1936, most
of them decided to establish re-
serves to take care of any contin-
gency that might arise. These re-
serves range anywhere from $5,000
to $100,000 and give flexibility to
advertising programs, which hith-
erto they had lacked. Some portion
of these reserves will be called into
?Sﬁ; for the summer months, it was

elt.

“With magazine schedules more
or less set, newspapers and spot ra-

Two Daughters Carry g,

KVI, Tacoma
New Studios

. JUNE is dedication
Tacoma, which is proudly

ing its new Seattle

s Dedicate
and Play

month at Ky)

display.
studios-.agd "Jit

also marks the formal reorgayi,

tion of the Puget
casting Co. under

Sound Breag.
the Presidency

and general managership of 5 Wo.

man, Mrs.

Boulainne, daughter of the

ward M. Doernbecker, who

Vernice Doernbecke

late Eq.
died in

April. Mrs. Boulainne, a graduy,

of ‘the University
and Columbia Un

of Washingtg
wersity, wy,

elected at a board meeting June 4
With her on the board are J. T, g

Lyle, vice-president

Doernbecker, her sister,

John C. Kendall,

; Miss Dorothy
secretary,
Portland atto.

ney, and Howard Gregory.
Mrs. Boulainne announced thy

she and her sister

will carry o

the policies of théir father, i

was one of the m

ost popular fi.

ures in American radio. Mrs, Byyl.
ainne has had 10 'years of hy.
ness experience. She was assistant

to the president of
Union it Honolulu;
New York office

;the Pan-Pacife
“manager of the
tof Europe-on.

Wheels Inc.; an agency executive

with the Birchard Co., Seattle, ani

Drury Co., San Franecisco, and for

three years was asq(is\;ant manage
I

and comptroller of |
KVI, which

redently dedicateq

its new $100,000 5,000-watl West.
ern Electric transmitter at Point

Heyer,

halfway between

Seattle

and Tacoma, has its, Seattle studios
in the Olympic Hotel. The 444-foot

Truscon tower at it:

salt-water site

is located on one pf the choicest

sites in radio.

i
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H & H Tests in West

HUFFMANN - HOLMES Co., Los

manufacturer and dis-

Angeles,
tributor of H & H
which has confined
clusively to physica

foot exereisers,
advertising ex-
1 culture mage-

zines and newspgpers, has started
a 13-week test campaign on two
Southern California stations. Spon-
sor May 31 started using a weekly
five-minute transcription series on

EHE, Los

Angeles,

but will

switch June 21 to |a thrice-weekly
quarter-hour live tdlent noon musi-

cal and narrativ

show titled

Something New. Huffmann-Holmes
on June 9 started five-minute par-

ticipation, three ti

es weekly, in

DeWitte Hagar’s Hpme Time won-

an’s morning prog
Hollywood. If test:
sponsor pldns to d
vertising budget to|
extend campaign to
western stations.
Agency, Los Angel

m, on KFWB,
are successful,
vote entire ad-
radio and will
include several

Aldvertising Arts

os; has account.

dio are expected to
any upward revisio,
tions. Among the

which ' companies h

benefit most by

of appropris-
hief devices by
pe to maintain

sales during the summer months

are contests,

The n

umber of these

scheduled for the coming months i

considerably above

 year, with a definit

and quantity of t
awarded. In the I
dozen such contest.
nounced and many
leased during the s
The fact that peopl
leisure for entering
is another reason
them during the va

was said.”
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Radio—A Personal Medium for the Bank

By HAROLD D. COTHRELL,
‘Advertising Manager, Fort Wayne National Bank, Fort Wayne, Ind.

History of Local Industries
Program Successful in Promo

BEVEN, years ago I began

thinking seriously about ra-

dio as a medium for bank

advertising. I felt that the
yarious services offered by a bank
could be portrayed vealistically
and interestingly over radio. My
thoughts ran so mucl} toward th}s
new medium that I prepared a 13-
week continuity, based on the
Betty & Bob type of story. This
idea was accepted by both my
president and  cashier in* May.
However, in June of that same
year, the bank was taken over by
another institution. Although 1
was retained as advertising man-
ager, the 'time never seemed quite
ripe to broach the subject of radio
advertising. That was in 1931 and
of course, I needn’t go into detail
about what happened to our banks
and to bahkers in ’32 and ’33.

The Fort Wayne National Bank
opened in October of 1933 and we
spent the next three years in an
attempt to regain the confidence
and the deposits of the people of
our city. That we have succeeded
in no small measure is evidenced
by our latest statement of condi-
tion,

Romance of Business
Last September I attended the

j annual convention of the Financial

Advertisers Association iin Nash-
ville. While there I met Joe Cor-
nelius of the First National
Bank in Spokane, and learned
that he had been a. consistent user
of radio for three years and was
just about to enter his fourth year
in radio. He told a number of us
sbout his progrdm and I imme-
diately realized that here was a
tailor-made program for ouyselves.
I secured his permijssion to use the
basic idea, both of Us knowing that
Spokane and Fort  Wayne, Ind.,
being so far apart, would not in-
terfere with each other.

We call our program Romance
of Fort Wayne Business. We broad-
cast a 15.-minute program once
each week on WGL, going on the
air at 6:46 p. m. Our program has
three principal objectives.

First and of course, most im-
we advertise our own
bank and the services we offer.

+ Second, we pay tribute to our’

customers, those who have repre-
sentative businesses in our city. The
cooperation we have so, far received
from these industries and business
concerns has been marvelous. They,
In most cases, immediately realize
the advantages. accruing to them
through their participation in this
type of program. We, as the bank
and the sponsor of the program,
¢n say many things about our sub-
Ject company that they themselves
wouldn't want to say ynder their
%n mame for fear of being ac-
cused of bragging.

0r example, number of em-
Moves—annual dollar volume—
total'umts sold or made .during a
certain period—origin of company
—¢Xpansion—ete.—these and many

i

MR. COT}-XRELL

other iterns are nxﬁ: usually 'a part

of a company’s ad’ ertising or pub-

licity program. Many interesting

facts some to light in obtaining the

material for our| talks. For in-

stance, one of oulj subject compan-
¢+ ies manufactures rayon dresses and
smocks. In our radio program on
this company we mentioned the
fact that they use [$15,000 worth of
thread in a year’s(time. Several of
‘my friends mentioned this fact to
me as one of the dutstanding items
on this particular broadcast. Others
mentioned the item about cutting
out 1,200 to 3,600 dresses at one
time by the use oféan electric knife.

Third, we try, In an interesting
manner, to educate the citizens of
Fort Wayne in the business and in-
dustry of their own city.

Our first program hit the air
Jan. 5 of this year. Qur subject
company for -thig first broadcast
was the General Electrfc Co., Fort
Wayne works. his company em-
ploys 7,000 persons and gave us a
potential first night audience in the
neighborhood of 25,000, E. co-
operated beautifully with us in the
matter of publicity. They carried
a first page spri&d in their Work
News and place
various parts of their buildings.
Try and get thig kind of advertis-
ing on any other occasion.

I called on the|superintendent of
our public schools the latter part of
December and tigplained our pro-

200 placards in

-gram in detail tq him. The conver-

sation resulted jn bulletins being -

read by the teachers in 600 school
rooms the day before the broad-
casts were to start. Again, I say,
tty and get your name in the public
schools of your city for advertising
purposes. Three| weeks ago I had
occasion to ask the librarian of our
public library to [look up some tech-
nical matters .for me and while
waiting for an pssistant of s, T
told him of our |program. - Now a
copy of each of pur secripts goes to
.the Public Library, to be perma-

BROADCASTING o nBroadc‘ast Advertising .
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ramatized on Broadcasts;
ing Customer R

| lations

nently bound| and placed in the
Fort Wayne and Indiana room in
the library. '

The subject company for our
third broadcagt, which was a bak-
ery, use 400
them over the§ country to all gro¢-
eries and delicatessens using their
products. A g%eat packing concern
distributed 0 the same way.
Whenever a shibject company has a
logical use for these placards, we
furnish them with as many as they
can reasenably”Rlace. This is, of
course, free to them.

Now as to) the construction of
our continuity, I write all of them,
using the' material furnished by
the subject company. This is sup-
plemented by |numerous questions,
as I find a woeful lack of under-
standing among these subject com-
panies of jusq what constitutes an
interesting stqry about the history,
growth and other facts regarding
the various businesses. This part
of the program takes about six to
seven minutes. Fort Wayne has
an historical |background of con-
siderable importance and where
feasible, I try to link up this his-
tory with the concern under ve-
view, particularly the old estab-
lished ones. .

Handling Commércials

The commercials are the most
important part of the program,
from the advertising standpoint.
The first commercial is usually one
minute .long and the closing com-

mercial not to exceed a half-minute. y
- We always say just a little some-

thing about next week’s program,
something to excite qur listeners’
curiosity. In our commercials, we
try to get quite personal. After
all, you are talking to this man,
this woman, or this family right
in their own home, where they.
themselves discuss their own prob-
lems. In our commercials we have
featured personal loans, F. H. A.
loans, and ymortgage loans by our
own bank. e find, at this time,
these subjects have the most ap-~
peal. We know that our program
is being heard by customers in our
personal loan department and in
our mortgage loan department. !

. The man whose desk is next to
mine, is in the commercial loan
department. On Saturdays, when
the man who has charge of per-

lacards, distributing °

o

sonal loans has an overfliow of cus-
tomers, this man next to me inter-
views prospective borrowers. After
closing time one Saturday a few
weeks ago, he asked me if any of
our newspaper ads ran recently on
time payment loans told about con-

solidating debts, paying off all

creditors, and having just one
place to make payments. I told
him that the only place this was
mentioned was on our radio ‘pro-

gram the previous Tuesday. Two .

men interviewed at different times
on this Saturday told the loan of-

ficer that this was the reason they-

wanted to make a lpan. The of-
ficer in direct charge of time pay-
ment loans estimates’ that our ap-
plications for this type of loan in®
creased 50% two weeks after we
started advertising tinie payment
loans on our radio program.

Wednesday mornings after our
program, we have had people call
on the telephone and ask for more
information regarding the loan ‘we
talked about on the radio program
the night before.

A program of this type, besides
getting actual results, is an excel-
lent public relations endeavor. It
means making a personal call and
sometimes- two, ‘or three, on the
officers of the subject company and
in conversation with them, many

times you secure valuable.informa- -

tion for your own credit depart-
ment. Leads on new business
frequently come up in these conver-
sations.,  Qur customers ‘really
appreciate what, we are doing for
them and after "they give us the
story of their business, ask us how
they can further cooperate.
ask them to use our placards and

to otherwise tell their own em-
ployes and friends about thé‘pro—-v

gram;

The talking on any radig. pro-.

gram must be interesting. *This is
the principal thought to keep in
mind. The voice of the person
Ziving these talks must be pleasing
to the ear of the listener. Early
in December of last year, we audi-
tioned two of our prospective pro-
grams for our directors. Before
we could dé this, we had to have
a special audition/for the station
manager. I gave the talk on the
subject company. The station
manager came badk to the studio
and asked who had given this talk.
Upon learning that an officer of
the bank had talked, he said-to the
. announcer, “Put him on.” I asked
(Continued on page 39)

"TIME was ,‘when banks m%d

department stores ‘were barren

territory for radio time salesmen. Times have changed, and 3o

have banks and d’ep&rtmenf
two enterprises are becomin

stores, with the result that these
liberal time users. Banks now are

using programs ranging‘ alj the ‘way from the big group pho-
gram on CBS to individual efforts in small communities. In Fort

Wayne, a highly industrial| center, the Fort Wayne National

Bank has been on the. air several months. Here is a resume of

the bank’s efperiences with the broadcast medium.
i | [ -

¢ .
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Senate Group Sets
® * e

Copyright Hearing
Three Measures to Be Heard
By Committee June 22
HEARINGS on three copyright
measures pending .in the Senate,
two of them favored by the broad-
casting industry, may be held later
this month before the Senate Pat-
ents Committee.

The Committee has scheduled
hearings on a patents measure to
begin June 22 and expected to
last two days. Iinmediately follow-
ing these hearings the Committée
plans to invite testimony on the
three copyright measures, accord-
ing to the Committee Clerk. No
definite date has been set.

The measures pending before
the Committee are the -Duffy Bill
(S-7) held over from last session,
the Sheppard Bill (S.-2031) which
is identical with a measure Sug-
gested 'by Ed Craney, manager of
KGIR, -Butte, and the Guffey Bill
(S.-2240), proposing recognition of
the rights of performing artists
in restricting broadcasting of their
works. The two former measures
are favored by broadcasters and
other copyright users while the
Guffey measure will be opposed.

Meanwhile, confirmation of the
appointment of Alfred Schweppe,
Montana attorney, to represent
broadcasting interests in the litiga-
tion pending in Montana over
enactment of an anti-ASCAP state
copyright law was expected prior

.to the NAB Convention in Chicago.
this month. The Executive Com-
mittee of the NAB, comprising
President C. W. Myers, Treasurer
Harold V. Hough, and Managing
Director James W. Baldwin, is au-
thorized to make the appointment.

The latest state to enact an anti-
ASCAP bill placing ‘all copyright
groups under state jurisdiction is
Tennessee, according to advice re-

. ceived from that state. The meas-
ure is similar in a general way with
that adopted in Montana and
Washington. Michigan also is con-
sidering a bill similar to that of
Montana. In Wisconsin a bill licens-
ing members of ASCAP and other
music groups and taxing them
25% of the gross income they re-
ceive for the public rendition of
copyrighted music in the state has
passed and is before Gov. La Fol-
lette.

Status of copyright legislation in
other states, which impose varying
degress of penalties upon copy-
right groups- and are viewed as di-
rect anti-ASCAP efforts is: Flor-
ida, passed by legislature and pend-
ing before Governor;.Illinois, still
pending in legislature; Indiana,
died in Senate with adjournment;
Iowa, died with adjournment; Ohio,
died in Senate; Minnesota, died in
House but legislature in special
session; Texas, pending.

Pepperell Talks Net

PEPPERELL MFG. Co. Boston
(sheets), which last spring con-
ducted & test radio campaign on
WSB, Atlanta, and WRDW, Au-
gusta, sponsoring a weekly philo-
sophical talk that constituted the
company’s first radio venture since
its participation in NBC's National.
Home Hour some seven years ago,
is now considering a network pro--
gram for fall. BBDG, New York,-
agency for Pepperell, says that
nothing definite has been decided
and that the plans are still very
much in the conversational stage.

Venezuela Plans Spots

THE GOVERNMENT of Vene-
zuela has appointed Cowan & Van
Leer Inc., New York, to handle its
tourist and development advertis-
ing. Harry Davies and Walter
Fleischmann have joined the agen-
cy to handle the account w}_uch
will include a spot radio campaign,
to be started in the early fall.

Acquisition| of KFDM
Sought by Snider Group
DETATLS of the purchase deal
whereby a group headed by C. W.
Snider seeks to take over KFDM,
Beaumont (Tex.) regional station
on 560 ke., were disclosed June 10
with the filing of an application
for transfer of ownership to the
newly-formed Beaumont Broadcast-
ing Corp. The station is to be
bought, subject to FCC approval,
for $90,000 from the Magnolia
Petroleum Co., plus payment of

$25,000 for contracts and good will

to J. M. Gilliam, whose Sabine
Broadeasting Corp. has been oper-
ating it under lease from the Mag-
nolia company, The deal also in-
cludes a 10-year lease on land and
building.

Mr. Snider is former owner of
KGKO, Wichita Falls, which short-
lv will be moved into Fort Worth,
the move having been authorized
by the FCC following its sale to
Amon Carter, Fort Worth pub-
lisher and owner of WBAP. Asso-
ciated with Mr. Snider as stock-
holders in the Beaumont- Broad-
casting Corp. are L. H. Cullum, of
Wichita Falls; Darrell A. Kahn,

‘manager- of KGKO, who is Mr.

-Snider’s son-in-law; Judge Beeman
Strong, Beaumont attorney; P. B.
Doty, .Beaumont bank president;
Will E. Orgain, Beaumont attor-
ney;: T. F. Rothwell, Beaumont
financier, and A. E. Cullum Jr.,
consulting engineer of Dallas.

Local Combine Favored

In Wichita Falls Report

COMBINED local groups in Wich-
ita Falls, Tex., organized as the
West Texas Broadcasting Co., were
favored over four other applicants
in a report June 7 by Examiner
Bramhall, recommending that the

‘company, incorporated for $75,000,

be authorized to efect a new 1,000-
watt station on 1380 ke. This sta-
tion would replace KGKO, which
will be moved this summer to Fort
Worth under the ownership of
Amon Carter, publisher of the Fort
Worth Star-Telegram.

The West Texas companv in-
cludes the publishérs of the Wich-
it Times and Record News as
409% stockholders, the former nwn-
ers of KGKO as 40% stockholders
and a chamber of commerce group
of 209% stockholders. The KGKO
group is headed by C. A. Snider.
Other applications for Wichita
Falls facilities, which Examiner
Bramhall recommended for denial,
were Wichita Broadcasting Co.,
seeking 250 watts night and 1,000
day on 620 ke.; Faith Broadcasting
Co., seeking 1,000 night and 5,000
day on 1380 ke.; C. C. Baxter,
operator of KFPL, Dublin, seeking
to assign its license to WFTX Ine.,
which proposed to erect a local in
Wichita Falls on 1500 ke.

THE Bermuda Clippér, which recently
inaugurdted de luxe airliner service be-
tween New York and Begmuda, is using

EAF as a navigating ?}am, according
to officials of the Pan Awmferican Airways
System.

WISN CELEBRATES-—New trang-
mitter and radiator atop the Elec-
tric. Company building in the heart
of Milwaukee was dedicated.June
1. Manager Gaston W. Grignon
takes the phone from his secre-
tary, Evelyn Williams, to receive a
congratulatory message.
1S

P & G Renews for Yc;ar :

73 NBC Quarter-Hours
PRPCTER & GAMBLE Co., Cin-
cinnati, sponsor of more network
programs than any other company,
has signed one-year renewal con-
tracts with NBC for 73 quarter-
hour programs a week. All pro-
grams. except Jimmy Fidler in
Hollywood Gossip, which was re-
newed in March for 52 weeks, begin
their new contract periods the
Wejk of June 28. Nine programs,
spansored in the interests of seven
praducts and placed through four
advertising agencies, are included
in the renewals, while geveral other
P&G features have been discon-
tinped. Six of the serials are
brgadcast Monday through Friday
on| both NBC networks and two
others are broadcast five days a
week on one network each. The re-
newals include Oxydol's Own Ma
nkins, Vic & Sade, Personal
Column of the Air, The O’Neills,
pel Singer, Story of Mary
lin, Pepper Young's Family,
and Guiding Light in the daytime,
plus a Tuesday evening broadcast
of wa & Sade and Tuesday and
Friday evening broadcasts of
Jimmy Fidler in Hollywood Gossip.

On June 28 the Story of Mary
Mdrlin moves its Blue network
broadeasts from 5:15-5:30 p.m. to
the 10-10:15 a.m. spot now occu-
pied by Capt. Tim Healy’s stamp
programs, which will be dropped.
Other P&G cancellations include
Ba Wood, a Thursday night
Blue network program; Woman's
Magdzine of the Air, on Pacific
Red five days a week, and the Wed-
nesday and Friday evening broad-
casts of Vie & Sade on NBC-Red.

N

New Transmittel", Tower
Are Placed in Operatioy
In Milwaukee by WISy

WISN, Milwaukee, owned b
Hearst Radio Inc., on June 1 dogi.
cated a new 1000-watt 1938 RC4A
high-fidelity transmitter, the fir
of this type to be installed by any
station. A new 254-foot vertical rad.
iator, in the heart of Milwaukee
2 new transmitter house and a ney
Western Electric booster weg

placed in service at-the same tip,

The dedication not only consiste
of a special CBS broadeast, by
from the WISN studios in Milwgy.
kee originated what listeners cop..
sidered one of the most elaboyate
broadcasts in Milwaukee’s history,
in charge of Neil Scarles, program
manager and Elmer Krebs, myg.
cal director,

The WISN program in Milway.
kee included a review of many of
the important aets that have hey
responsible for its big success ang
recognition. Hundreds of telegrams
were received from coast to coagt
congratulating WISN on its prog.
ress in radio.

The installation of equipment was
under the direction of Don Welle,
chief engineer. From a staff of
three people in 1922, WISN noy
has a minimum staff of 52, Its ori-
ginal manager Gaston W. Grignon,
former Milwaukee newspaperman,
who has been in the Hearst employ
since 1920, is the present manager,
Ralph Weil, sales manager, alsw
former newspaper man, has been in
charge of sales for seven years,

WISN boasts that tbe majority
of its present staff have been with
the organization from four t
eleven years and consider them-
selves pioneers in the field of ta-
dio. A special dedication section
of the Wisconsin News, with
which WISN is affiliated carried
two special articles, one by E. J,
Gough, general manager of Hearst
Radio Inc., and the other by Mr
Grignon. !

[
Oshkosh Books, ‘for Fall

OSHKOSH OVERALI Co., Osh
kosh, Wés. (Oshkosh B!Gosh Over-
alls), plans to continue the same
proeram and station set-up next
October that was in effect before
the firm wegnt off the lair for the
summer. Th¥rty-nine week contract
orders have been placed with WLS,
WNAX, WHO, KFAB and WLW.
All the shows are quarter-hour live
programs five times weekly with
the exception of WLW’s which isa
half-hour Sunday proetam. }?.uth-
rauff & Ryan Inc., Chiago, is the
agency. |

Dr. Strasska f)iscs .

DR. STRASSKA LABORATOR-
IES Inc., Los Angeles
paste), has started a 13-week sum-
mer campaign using a weekly quar-
ter -hour musical transcription
series, Charlic Hamp| ond Hit
Shadow, on five Pacific’ Coast sta-
tions, KHQ, KOL, KOIN, KOMO,
and KSFO. Technical, work was
done by Radio Recorders Inc., Los
Angeles. Program is hegrd withlive
talent, on KXNX, Hollywood. Glasser
Adv. Agency, Los Angeles, has ac-
count.

ARTISTS of NBC's Chedrio progral:
aften ten years of continuous bmﬂd'.
casting, will vacation for fhree momhl-:
and return to the NBC-Red networ
Sept. 27 to resume their |early mord
ing programs,

(tooth-.

By H. G. BULLOCK
Vice-President, Caples Ceo., Chicago
RADIG, as 2 means of sellig rail
travel to the vacationist and the
regular passenger, has proven a
successful medium for us in two

outstanding instances. )

The Illinois Central Rall‘l'oud
with vacation trips to Hot Springs,
Arkansas, the Mississippi  Gulf
Coast, Florida and Carribbean
Cruises, used radio successfully for
Lwo years.

The Chicago & North Western
Railway is having signal success in
selling travel to the North Woods,
the Black Hills of South Dakota,
California and the yarious moun-
tain and park playgrounds of the
West.

Highest Sales Per Inquiry

An analysis of results shows a
many times higher percentage of
sales per inguiry from radio than
from any other medium. The entire
radio attack has been based on two
things: Service to the listener and
the personality of the air salesman.
The Suburban Hour, from 7-8 a. m.
has been broadcast continuously for
100 weeks; first, under the spon-
sorship of Illinois Central-——now
the North Western. This is the reg-
ular musical clock type of program
with the time given accurately
every three minutes, the tempera-
ture and weather forecast at fre-
quent intervals.

The music on this programn has
consistently been of a high calibre,
symphonic selections, numbers of a
semi-classical naturé and music
generally of the smooth rather than
jazzy type has brought us a high
class of audience—the type of per-
sons who have the leisure time and
are financially able to take the
travel we suggest. The music is re-
corded, NBC Thesaurus transcrip-
tions being principally used. The
main feature however, is the per-
sonality of the announcer, Norman
Ross, who acts as a master of
ceremonies and delivers the entire
program largely in an ad-lib fash-
fon.

The fan mail response which has
been unusually great for this type
of program indicates that the lis-
teners greatly appreciate the ser-
vice features, and enjoy the enter-
taining music and informal method
of presentation featured by Mr.
Ross.

Supplementing the morning pro-
gram, Illinois Central for two sea-
sons has conducted a Sunday net-
work show featuring a fine band,
excellent singers and with Mr. Ross
s a travel commentator. Results
have been highly gratifying and
there is every indication that both
types of programs will continue to

give lasting results for the rail-
roads,

Building Friendship

In addition to immediate sales of
travel trips we find that from the
mstitutional ~ standpoint, lasting,
oyal friends have been made for
travel by rail and travel on the
roads sponsoring the programs.

It is this agency’s experience

go for the summer.

| Railroads Find Radio Provides
.The Most Sales—Per—Inquiry

Both Travel Sales and Institutional Benefits Are
Gained by Broadcasts, Caples Co. Discopers

that money spent in radio has been
money profitably spent.

At the present tirﬁle. a program
is being built for the 14 railroads
heading in to Chicggo, stressing
the advantages of a ftrip to Chica-
We feel that
with the activity centered about
Chicago’s Charter Jubilee celebra-
tion, travel to Chicago will be heav-
ier than at any time with the ex-
ception of the Centunty of Progress
years.

The points that will be stressed
in the campaign, ate the safety,
the comfort and the convenience
of travel by wrail, a§ compared to
all other forms of travel. We find
that radio for the expense involved
and with its personal and dramatic
appeal, can do this better than any
other medium.

John Morrell Spots

JOHN MORRELL & (Co:, Ottumwa,
Ta. (Red Heart Dog Food), on
June 14 started 100-word an-
npuncements daily except Sunday
on WGN dnd WTMJ|, Red Heart is
participating in the| Musical Mail
Box program on WGIN and the Re-
volving Stage show| over WTMJ.
Henri, Hurst & McDonald Inc.,
Chicago, is the agency.

MR. BULLOCK

Mason - Dixon Transfer
AUTHORITY to transfer control
of the six stations in Delaware
and Pennsylvania owned by the
Mason Dixon Radio Group Inc., to

J. Hale Steinman and John F.

.Steinman was sought in applica-
tions filed June 4 with the FCC
Broadcast Division. The purpose of
the transfer presumably is that of
eliminating holding company own-
ership of the stations, since the
Steinmans are the principal own-
ers of the Mason Dixon Radio
Group. The stations involved are
WDEL and WILM, Wilmington,
and WAZL, Hazleton, WEST,
Easton, WGAL, Lancaster,
*WORK, York, Pa.

Increased

Radio Activity. in Séhool's

Seen in Demand for Federal Scripts

USE of radio in scHools when the
next fall semester opens will reach
an all-time high in|the annals of
American education| according to
the report issued June 12 by Com-
missioner of Eduecation, John W.
Studebaker, The commissioner
based his report upon the hundreds
of requests for edlicational radio
scripts received weeKkly from schools
and colleges all over the United
States by the Eddcationa] Radio
Script Exchange of the Federal
Educational Radio | Project. which
is supported by WPA.

“While many of Fhe schools and.
colleges are planning to use our
scripts for mock broadcasts over
public address systems and for
other intra-school |purposes,” Dr.
Studebaker said, “many others tell
us that they plan to produce them
over local radio stations when the
new school year begins. A number
of schools plah to|, continue their
broadcasting activities through the
summer months.”

The Script Exchange has been
responsible for nearly 1,000 local
educational broaddasts since the
first of the year. Letters request-
ing scripts from schools, colleges,
universities, CCC
organizations jndicate that that
number will be doubled,.or even
tripled, during Tle fall school

term. -
40,000 Scripts| Distributed:
The Script Exchange is Ameri-

- ca's only free egucational radio

id Mr.
|

script agency, s Stude-

amps and civic .

baker. Organized last October un-
der the Educational Radio Project
which is supervised by the Office
of Education, the Exchange has
stimulated the use of radio for
educational purposes, as shown by
the wide distribution of its scripts.
It has distributed more than 40,000
copies of 100 tested educational
scripts in the United States alone
and has aided in their production
by sending out Radio Manuals con-
taining suggestions for production
and Radio Glossaries defining the
many technical words and phrases
used in the studio and control
room. More than 10,000 each of
the Glossaries and Manuals have
been sent to organizations who are

producing or plan to produce Ex-

change scripts.

The primary purpose of the Ex-
change is to supply good broad-
casting material to American
Schools, colleges and universities,
CCC camps, local radio stations
and civic organizations interested
in radio education, but so far asg
its fame spread that requests have
been received from broadcasters
all over the world. Sample copies of
script have been sent to every cons
tinent. Scripts have even been prot
duced in several foreign languages
outside of the United States and
the Exchange, plans soon to offer
them for production by American
foreign language groups. !

Numerous® different types of
units have produced Exchangé
scripts over local radio stations!
These groups include the dramatie

. tory, geography, .civics, economics,

and-

classes of schools, colleges and uni- °

versities, PTA, CCC and Theater
Guild units, groups from various
civic organizations and the pro-
duction units of local stations.
When the Exchange was organ-
ized under supervision of Commis-
sioner Studebaker and Director
William D. Boutwell of the Radio
Project it offered only one series—
six scripts called Interviews With
The Past. Since,then many other
scripts, covering a wide variety of
subjects, have been added. Secripts
now available include series on his-

science, literature and art. -

_Some of the new scripts were
first produced over nation-wide
networks by the Educational Radio
Project. Others were presented
over local stations by various or-
ganizations throughout the coun-
try, among which were the Pitts-
bugh High Schools, the University
of Florida, the University of Ken-
tueky and the CBS American
School of the Air.

Many other scripts will be add-
ed to the Exchange in the near fu-
ture. Notable among these is a
series dramatizing the services and
costs of departments of municipal
government, Written by Janet van
Loon, staff script. writer for the
Radio Project, the scripts will
dramatize each department sepa-
rately, explaining each service ren-

* dered and what each costs the tax-
payer. There are 13 scripts in the
series and each is written so it can
easily be adapted to any city.

The Exchange has about 1,600
other scripts on file which it has
gathered from broadeasting units
dll over the country. Included
among the contributors are the As-
sociation of Adult Education:of Los
Angieles, the University of Michi-
gan. the Ohio School of the Air,

" the University of Illinois, the Na-
tional Education Association, the
Newark Teachers Association, San
Diego Public School, System and
the University of Washington.
Seript Exchange editors are select-
ing the best scripts from the sup-
ply so they can be siniplified and
grouped into series before” being
offered to the public. As ,new
sceripts are received almost ddily
the supply virtually is unlimited.

Wisconsin U Is Granted'

‘Fund to Radio Research

GENERAL EDUCATION_ Board,
a Rockefeller foundation, has ap-'
propriated $41,725 to the Univer-
sity of Wisconsin for the study of
school broadcasting, Prof. H.- L.
Ewbank, chairman of the univer-
sity radie committee, has an-
nounced.
‘The money will be used for re-
. seirch to determine through dem-
onstration and evaluation, the place
of radio in the classrooms and to
devise methods for its most effec-

tive use. The study will cover the,
period from June 1, 1937 to Aug. ’

31, 1939. In direct supervision are
Prof. Ewbank, H.' B. McCarthy,
program director of WHA, the uni-
versity station, and Prof. C. J. An-
derson, dean of the school of edu-
cation. Dr. E. B. Fred, dean of the
university graduate school, is gened
ral supervisor of the research.

Four full time research workers ’

will be employed for two years in
addition to secretarial and clerieal
help. Provision has been made for
four $600 research fellowships for
each of the two years. Funds are
included for publication of a re-
port at the end of the study period.
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Ad;.’ertising Bills
Delayed in House

Food-Drug Measure Tangled
With Trade Legislation

A FOOD .i1d drug bill, and legis-
lation to augment the powers of
the Federal Trade Commission,

‘Wave become entangled during the

last fortnight in.a House Inter-
state Commerce Committee dispute
over the best means to stop fraud-
ulent advertising, '

Unrelated in_other features, the
measures both involve the question
of advertising control. First in the
picture is the Gopeland Food &
Drug Bill" (8.-5); approved b the
Senate, but stopped in the House
committee. Representatives Chap-
man (D.-Ky.) and Reece (R.-
Tenn.) introduced bills to strength-
en Federal supervision over foods
and drugs, and Chairman Lea
(D.-Cal.) of the House Interstate
& Foreign Commerce Committee,
was the authpr of the Federal
Tradey\Commission Bill (HR-8148).

The Copeland bill would place
supervision over advertising, in-
cluding .newspapers, radio and
magazine advertising, in the De-
partment of Agriculture. This plan
was vetoed by Rép. Lea, who sug-
gested that the advertising fea-
ture be stricken from the Food &
Drug Bill and added to the Federal
Trade Act Amendment.

Amendment Sought

At present, a group in the House
is preparing an amendment to the
Food & Drug Aect which would in-
augurate Federal criminal action
against fraudulent advertisers.
This direct penalty proposal, how-
ever, has mét strong opposition,in
the House committee, where a sub-
committee agreed to accept Rep.
Lea’s sugestion for Federal Trade
Commission supervision.

Thereunder, the FTC would be
empqured to issue cease and desist

ordets against the advertisers’

found overstepping the bounds of
proper advertising. They would he
empowered, further, to issue in-
Junctions.

Advocates of the criminal penal-
ty, prorpinfnt ‘among them Rep-
resentative {Kenney (D.-N. J.) con-
tended such orders and injunctions
were insufficient safeguards against
fraudulent advertising, They held
the damagq was done before the ad-
vertising could be stopped. )

A comprpmise was in the offing
which would authorize the Depart-
ment, of Justice to initiate either
civil or criminal . proceedings
against advertisers found by the
FTC to have falsely advertised
their wares.

Neither the Food & Drug Bill,
nor the Federal Trade Act amend-
ment can be brought to the floor of
the House until differences over the
advertising features have been
settied.

Silver Firm’s Plans

INTERNATIONAL SILVER Co.,
Meriden, Conn., will start a dra’
matic series featuring Hollywood
celebrities  on a nationwide CBS
network early in October. Clau-
dette Colbert-has been signed for
the first four programs of the
series, which will be broadcast on
Sunday afternoons from 5 to 5:30
p. m, (EST). Series will be pro-
duced in Hollywood by Young &
Rubicam Inc., agency for the spon-
SOT.
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A tribute to broadcasting formed
the theme of an address by Robert
Juckson, Assistant Attorney Gen-
eral of the U. S., and one of the
New Deal’s leading figures at the
rrecent dedication of the new trans-
mitter and studio facilities of
WJTN, Jamestown, N. Y..- Mr.
Jackson’s hometown. The portion
of Mr. Jackson's address dealing
with the power of radioeand its
effect on the indiwvidual and the
uation follows: ‘
WHAT a world it is that is thus
brought into our living room at a
touch of the dial! What a hur-
ried procession of events! Corona-
tions! Some voices of the air
threaten war, as others promise
peace, and the whole range of
tragedy and comedy drifts in over
the waves in a single evening, in
a blend of great wisdom, and of
amplified nonsénse. .

We get the news by radio—new
become surprisingly effective in
gathering it, and concise in telling
it. We sometimes wonder if the
news features are not elevating
gossip to a national profession,
and,whether there is not too much
keyhole efficiency in some. of our
commentators.:

We get the newést hit in short-
lived jazz, along with the finest
old songs that ever warmed the
hearts of men and ‘'women. We hear
educational discourses and we are
approaching a national speech in

" which local accents, and dialects,
.are disappearing, as

sections
broadcast to each other.
Religion and Politics
. One may, without leaving his
arm chair, follow his favorite
sports with almost as much ex-
citement as he would if he were
in the bleachers. §

Religion has found a ‘new ally
in the air wave, and the newest
instruments of persuasion carry
the oldest and finest messages of
Christianity.

Perhaps the field of polities and
government is more altered by the
advent of the radio than any other
line of activity. It has opened be-
tween public officials and the citi-
zens a direct line of communica-
tion. No headlines intervene be-
tween the speaker and the reader
to divert the meaning of the
message. A radio doés not mis-
quote, nor distort meaning by
selecting parts to carry. The radio
lets a man stand forthk and make
himself or »ruwin {himself. It will
aid him in either process. There
is a mysterious way in which lack
of sincerity, lack of balance in
one’s viewpoint, and lack of knowl-
edge -of one’s subject 'steals over
the radio waves, even when one is
reading a_.well rehearsed speech,
writtéen by someone else. The Ta-
dio reveals ‘the personality of the
unseen speaker, and there are those
who have gained by being revealed,
and there are others who have
lost by it.

The radio has demanded a dif-
ferent manner of address on the
part” of the public man. The old-

_ fashioned speaker—long on stories

ahd short on facts, strong on mim-
icry and second-hand humor, but
weak’ on information—has failed
to catch the radio audience. Am
audience that goes to a hall to

AT THE TOUCH OF A DIAL

Robert Jackson Points to Advantages of Radio
And lts Effect on National Life

hear a political speaker is en-
trapped, and must submit to hear-
ing him through. The radio audi-
ence is not entrapped. It must be
held by a continuously pleasing
presentation of a werth-while sub-
ject or it will shift the dial to a
better program. .

The radio listener sits in his
comfortable home, and makes a
cold and unimpassioned appraisal
of the political appeal that comes
over the air, Exaggerated pictures
of dangers to society, and menaces
to cur form of government painted
by neyrotic statesmen have a curi-
ous lack of effect in these sur-
roundings. Passionate appeals be-
come shightly ridiculous, and in-
flamatory remarks lose their power,
when weighed in the calm of the
fireside.

And the radio has made it dif-
ficult for a candidate who has only
one speech. The man with one idea
has a short radio life. It has also
made it very difficult for a public
speaker to make provincial speech-
es, designed to please the audience
of a locality only, or of a particu-
lar group.

There can be little doubt that
radio speaking has enforced upon
puilic speakers the necessity for
better information, for a more tem-
perate style, for more careful
composition of their addresses, and
for a broader viewpoint, and s
sounder philosophy.

What, radio may yet do for the-

world teases the imagination. We

‘know that television is not very

far away, and, if I am to judge
from the radio artists that are
present tonight,.it will add much
to 'the appeal of the radioc when
they may be seen, as well as
heard. One does not need to in-
dulge 'in flights of fancy to see
that the coming years will witness

great changes that we cannot now.

even guess at. :
]

Damage Suit Settled

DAMAGE suit of $25,000 filed in
Los Angeles Superior Court by
Wilford Smith and Travis Moore,
writers, against Don Lee Broad-
casting System, Sylmar Packing
Corp., and others in that city,
charging unauthorized use of the
radio serial drama Cassandra, has
been settled out of court, it is re-
parted. Writers are said to have
received a cash settlement, full
criedit as authors on the show’s an-
nouncements and also full stage
and screen rights to the material.
Serial, sponsored by Sylmar Pack-
ing Corp., which was heard on the
Don Lee network, switched May 25
to{the CBS Pacific Coast network.

‘; John Brownﬁchools

JOHN BROWN Schools Organiza-
tion, whose John Brown University
operates KUQA, Siloam Springs,
Ark., is sponsoring a Sunday morn-
ing hour starting at 8 a.m. (EST)
over KUOA and the Oklahoma

etwork, featuring faculty and
students of the university and John

. Brown, college president, in in-
spirational talks. Feature is titled
Cuthedral of the Ozarks, and boosts
the Ozarks region as well as the
s(%hool. John Brown also buys time
on KMPC, Beverly Hills, Cal. and
the Don Lee network.

i

' communities and towns in the bag

Rural Listening Habj
Are Studied in Analysi

By Advertisers’ Bureay

SEVERAL reports per year o
rural program popularity wij he
issued by the Cooperative Analyg
of Broadcasting (Crossley R,
ports), promoted by the Assocjy.
tion of National Advertisers,
The first survey issued early i,
June was based on interviews wity
9,815 farmers and 10,785 gy,
town set owners—a total of 20,60
The work was carried on in'3s

area having an average populatioy
of less than 760. It shows thyt
rural set owners listen to spop.
sored net programs almost in the
same proportion as do city set owp.
‘ers. The average popularity of day-
time programs was higher in rur
arcas than in large cities, while the
average popularity of evening pr.
grams was lower in ryral arcag g
comﬁared with city owners,

The ten most popular evenin
programs among 'rural listeners
were: Jack Benny, Major Bowe
Amateur Hour, Lowell Thomas
Lum & Abner, Lux Radio Theatre
Eddie Cantor, Fibber McGee & M.
ly, Amos 'n’ Andy, Phil Baker, Na.
tional Barn Dance. The most pop.
ular evening programs among city
set owners were: Jack Benny, Luy
Radio Theatre, Eddie Cantor, Major
Bowes Amateur Hour, Royal Gelg.
tin Hour, Town Hall Tonight, Phil
Baker, Hollywood Hotel, Kraft
Music Hall, Al Jolson.

Rural listeners favor news and
human interest stories while the
smart sophisticated programs do-
not fare as well, it was shown, A °
detailed examination of individual
programs indicates many excep- |
tions to general conclusion as to |
type, however. The CAB is oper-
ated under the supervision of a
governing committee consisting of
Dr. D. P. Smelser, Procter & Gam- ;
ble Co., chairman; Gearge H. Gal- !
lup, Young & Rubicam Inc., tres-
surer; C. H. Lang, General Elec .
tric Co.; George W.[Vos, Texas
Co.; L. D. H. Weld; MdCann-Erick..
son Ine., and A. W. Lehman, ANA,
manager. ‘

General Mill§_SurVey
Depicts Results|Learned
In Baseball Broadecasts

COVERAGE maps charted entire-
ly from baseball fan! mail were
compiled recently by Knox Reeves
Advertising Inc, Minneapolis
agency for General Mills Inc. Thg
check was made on cumulative l:llBll f
returns from more than 30 stations
which broadcast baseb%all last year
and, broken down by cpunties, rep-
resents fan mail to stations 'and
sponsor as well as the mail recewpd
last, summer during the Wheaties
baseball announcers’ contest.

No inducement for|fan letters
was offered and the analysis rep:
resents appreciation !letters and
votes in the announcers’ contest. In
their final form these maps are -
valuable to a sponsor, who wishes
to present sports broadcasts in any
given area. The present series of
baseball coverage maps will be
added to and checked by a similar

tniform so that the results
eitively comparable. In 1992, for
example, 222 stations reported that
they were broadeasting agricultu:

. - 1alinformation. Th t ir
system this summer and additions | ihyt e questionnaire

tered throughout the United

States. Each day hundreds of-thou-

Zzt?sdm obtain the latest market re-

s of farmers tune their radio

orts of prices, supplies, and other

agricultural economjc information

basic to
marketing and

the development of their
production pro-

rams. X
g]?}?is is the 16th year of radio
proadcasting of market news infor-

ion. A
Elea{t?msmltted was prepared in De-
cember, 1920,
Markets of the U. S. Department
of Agriculture. This bureau soon
after was consolidated with othen:
agencies to form the Bureau of
Agricultunal FEeconomics, which now
is responsible for the development
and dissemination of market néws
information relating to farm com-
moditiés.

The first market report to

by the Bureau of

That first message was sent by

iyireless telegraph from the Bu-
reau of Standards, Washington. It
Jwas issued Dec. 15, 1920, without
previous announcement.

An ama-

teur in nearby Virginia received
the report and posted it in the
local post office for the informa--
tion of farmers and others inter-
lested in the course of farm prices.

As the service increased ih size

and was provided regularly, it met
the widespread approval of farm-
aers, county agents,
i tural press, and others deeply con-
cerned  with  the
prompt  dissemination of accurate
market information. The market
news gatherin
Bureau of Agricultural Economics
were adjusted to provide coopera-
tion with the radio stations which
desired to provide market informa-
{tion for their listeners.

the agricul-

necessity for

activities of - the

Do They Use It?

The Bureau has periodically sent

wt questionnaires in an effort ‘to
learn the exact number of stations
broadcasting market news.
growth of market news broadcast-
g is illustrated by the reports
sent to the Bureau. In 1921, radio-
phone broadeasting of market news
information was_instituted for the
first time with three radio stations
making daily broadcasts. In 1922,
there were 65 stations. In 1923, the
mumber had grown to 85; in 1924,
to 92; in 1929, to 110 stations.

The

The questionnaires have not been
e not

3t year did not refer strictly to

are being made to bring the t0%8 Imarket pews broadcasting. The

to 80 stations so that a complett

turrent

survey . has been confined

nationwide picture of {the baseball | definitely to market news broad-

situation may be givern.

Icasting and shows that 183 sta-

X i 1 . l
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Large Number of Stations Broadcast

Official

arm Price QQuotations

By RQY E. HENDRICKSON

Infoimation Direciar, U. S. Bureau of Agriculiural Economics

tions had regularly scheduled mar-
ket news programs.| The Radio
Service of the Department reports
that more than 200 additional sta-
tions are broadcasting official in-~
formation for farmers and home-
makers.
Radio on the Farm

The Bureau maintL}.ins a net-
work of branch offices in the princi-
pal marketing centers| for apricul-

=
tural products. Trainéd workers
gather information atf the market
places and issue daily reports on
prices, supplies, commercial move-
ment, and distribution of live-
stock and livestock products,
fruits ‘and vegetables, dairy and
poultry products, cgtton, grain,
hay, feed, seed, tobacco, and
other products. These reports are
made available for public distribu-
tion as promptly as possible. The
public interest is served by this
service for it provides producers,
consumers, the trade, |and research
workers with reliable, [impartial re-
ports. The branch offi¢ges are joined
by -a network of leased wires which
make it possible to provide nation-
wide ,information with regard to
all of the principal markets.
Distribution of thiy information
to the public is pﬁmarily depen-
dent upon newspapers and the ra-
dio. The intense reader interess in

market news has long been recog--

nized by newspapers. Those in
charge of radio statjon programs
also regard market news as hav-
ing a high degree off interest and
also regard their transmission as
a public service to their listeners.
It has been established that large
numbers of farmers |depend either
upon the radio or the newspapers
or both to supply them with mar-
ket news, essential to the planning
of their marketing and production
programs. It has been established

further that the number depending
upon radio exclusively has in-
creased in recent years, particular-
ly in those argas far removed from
large cities where daily newspapers
are delivered 12 to 36 hours later
than time of publication.

Market news broadcasting is
handled in several ways by ‘radio
stations. In some cases, broadcast-
ing facilities have been established
adjacent 'to the markets and cer-
tain periods made available for
market news. A representative of
the Bureau of Agricultural Eco-
nomics takes the microphone and
makes a-report usually lasting 5 to
10 minutes. In other cases, where
the distance . from the Bureau
branch office to a station studio is
not great, ‘the Bureau’s represen-
tative visits the studio and makes
his report there. In other instances,

a report from the branch office is.

sent by messenger to the radio sta-

‘ tion, where a member of the sta-

tion staff ‘broadeasts it. In still
other instances, where there is no
branch office of the Bureau of .Agri-

cultural Econgmics the station sub-‘

scribes to oné of the Commercial
News Department services main-
tained by the telegraphic com-
panies. A member of the station

staff broadcasts the information

. MR. HENDRICKSON

BACK in the days when they sang that “R‘éuben, Reuben,
PPve been thinkin’ > thing, Mr. Farmer hitched up Dob-

bin and clattere

to the county seat for the latest quota-

tions on onions|and hay. By the time he got home the
prices had changed but he didn’t know about it until the

“Five Corners

azette” arrived the next week. Along|

came radio early in the last decade, and market news
was pul on the| air in an experimental way. The tests
indicated that there wds a demand for market news dis-

patched witk thf speed.and spread that radie provides. |

)

immediately after the telegraphic
dispatch is received. Some stations
have arranged for the broadcast-
ing to be done by county extension
agents. .

An outstanding example of co-
operation in the broadcasting of
market neéws information is found
in the case of the New England
Radio News Se¥vice, with- head-
quarters at Boston. This service
was begun in. 1928. The Bureau
has entered into a cooperative
agreement with the Departments
of Agriculture of the six New Eng-
.land States; the Extension Service
.of Massachusetts, and farm organ-
"izations in the area.

A small staff is maintained at

Boston. WBZ and WBZA, oper-
ated by NBC, cooperate by making
available an early morning and a
noon period for broadcasting mar-
ket news as well as other gignifi-
cant, interesting agricultural infor-
mation. Beneficiaries are not only
New England farmers but also
those engaged in the agricultural
trade. An effort to; supply infor-
mation desired by urban consum-
ers is also made, with the result
that ‘the programs are accredit

with wide listener appeal. .

Some Market Axioms

At South St. Paul, Minn.,, WCCO
maintains a small studio only a
short distance from the Bureau’s
branch office. For many years the
program schedule of the station
has provided a fixed daily period
when the Bureau’s representative
broadcasts livestock receipts, prices,
and a brief, review of the day's
markets. These broadcasts have
considerable 'listener appeal and -a
large number of farmers depend
upon these broadcasts as their pri-
mary source of market news.

The experience «of station pto-
gram managers and staff members
of the Bureau, who check periodi-
cally the extent and forms of dis-
tribution of market news informa-
tion, appears to command several
principles in market news broad-

, casting: .

(1) Periods during which mar-
ket news information is broadcast
Should be definitely fixed and
changes in the scheduled time

| made only after adequate notice to
| listeners who depend on the reports.

(2) The same voice should

broadcast each report, so that voice
as well' as time may become part
of the. tradition of the progra.n,
giving it the place of an insti.u~
i tion.

(3) The time of broadcast should
be adjusted to make possible a re-
port on the day’s market rather
than on only one segment of the
day’s marketing (unless time is
available for several broadcasts
during’ the marketing day). The
broadcast should be at a time when
| farmers are most likely to be near
I their radios.
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'/Uncale Sam On tﬂe Air Wit’h. Marlgett News

KET news information
/’istnow regularly broadecast
by 184 radio stations scat- |
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Concern 80 Years
In Business Gets
Dealers by Radio

Hooker Glass & Paint Mfg. Co.
Tests Air and Likes It
) By D. PROCTOR

Account Execulive, Albert Kircher Co., ¢
jChicage-

HOOKER GLASS & PAINT Mfig.
- Co., Chicago, has been in business
for over 80 years, enjoying a

steady, healthy growth and genuine,

prosperity, based upon qua}ity mer-
chandise and square dealing. Ad-
vertising on a most meagre scale
has occasionally been undertaken,
but only for very brief periods.
Recently their laboratories per-
fected a new type enamel of out-
standing merit, Luna White, and
it was decided to andertake a pro-
motion éampaign calculated to es-
tablish this new product firmly in
the market, comprising practically
speaking, the “States .of Michigan,
Wisconsin, Ipwa, Illinois and In-
diana.
Tt was-necessary to make a wide-
spread impression upon potential
users in this territory and upon
the dealers—and to do it quickly
and with a limited appropriation.
After due comsideration of all the
circumstancds and problems, a pro-
gram was formulated centering
upon a radio campaign, supported
by a limited amount of newspaper
_ display.
. Early Morning Hour

The funds available did not per-
“  mit using high-priced time or tal-
ent, and we were finally forced ‘to
consider a period and type of pro-
gram that was practically with-
out precedent. WMAQ, Chicago,
opened at 7 a. m. at that time but
they agreed to open a half-hour
earlier and we contracted for the
; time thus made available for a
' schedule of 13 weeks.

A Musical Clock type of program
was sélected, comprising” several
phonograph records, interspersed
with time signals, weather fore-

;ycasts and ‘short commercials on
| " Luna White. Jack Holden was “se-
cured fof special announcements,
and® he developed the character
“The Old Painter.” The usual bid
for fan mail was made consistently,
with the added offer of a Test Kit
for which 10 cénts was asked.-The
requests, accompanied by dimes,
began to come in immediately, at

approximately 100 per day. An of-

fer of a.free copy of Jack Hol-
den’s picture brought immediately
217 requests upon one meéntion.
The most noteworthy result of
this. campaign was the marked in-
crease in enthusiasm on the part

of the sales force, and ready ac--

ceptance by the dealers. An ob-

Jjective,of 500 dealers stocked with ,

Luna White was set for this year,
and a?tgcked with vim and gusto,
and now, after just eight weeks,

nearly 50% of this quota has been.

attained. Many dealers have re-
qrdered. Where industrial estab-
lishments have been sold, very fa-
vorable reports,have come in and
all these facts are worked into the
commercials with cumulative effect.
The client- has repeatedly ex-

¢ pressed ‘satisfaction with the re-
sults so far obtained—and Hhas
authorized an extension of 13 weeks

with the same announcer, type of -

progran and tilme of day.
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HERB'S QUITK PIX

KANS Chief Snaps Farley,
o ———Makes Fast Print
HERB HOLLISTER, manager of
KANS, Wichita, and claimant for
radio’s camera! championship, offers
another good reason whg he should
be adjudged champion. Here’s how:

Postmaster General James A.
Farley rose to address the banquet
of the Kansas postmasters conven-
tion in Wichita, May 26. Herb
took his picture at the KANS
microphone.. Before A Mr. Farley
had finished shaking’ hands with
his friends in the audience follow-
ing the address, Herb had finished
a print of the picture and.procured
Mr. Farley’s autograph while the
print was still damp. Fifteen
minutes later the picture was
framed and adorned the wall of
Hollister’s private office.

Record ngght Audience
Sought in Buick’ Drive
For Broadcast on.NBC

AN EXTENSIVE promotional cam-
paign is under way. by the Buick
division of General Motors to build
up interest ini the Buick broadcast
of the Braddock-Louis fight in
«Chicago June 22. Advertising and

Sales Promotion Director Thomas |

H. Corpe told BROADCASTING that
the fight broadcast; coupled with
one of the strongest sales promo-
tion efforts inthe division’s history
marks the peak .of an advertising
‘prograni that! has set an all-time
high for boxing sponsorship.

The promotion campaign includes
‘window material, stand-up
counter signs|for restaurants and
public places, paste-up material for
dealer cards, newspaper campaign,
two novelties| for distribution in
dealer territories. , Huge four-
color window posters 50x38 inches
have been given each dealer under
the heading “Bring Your Friends.”
Stand-up signs in showrooms,
hotels and public places ‘are to ap-
pear within the coming week, iden-
tifying themselves as “Buick
Listening Posts” for the fight.

The company is driving for a
new high mark in radio tune-ins
to a single sports event. Early this
-month Buick announced that Clem
McCarthy wquld handle the blow-
by-blow description of- the scrap.
The Red and Blue networks bf
NBC will carry the account on 125
stations along with shortwave for
overseas audience.

FTC Actions
THE Fedéra? Trade Commission
has closed without prejudice its
case against | International Silver
Co., Mez:iden,}Conn., in “which un-
fair price statements had been
charged. Kolynos Co., New Haven,
has been ordered to cease certain
claims about|the germicidal and
cleaning properties of its’ tooth-
paste. Pacific Coast Borax Co., Los
Angéles, has agreed to cease claims

and :

FREE RIDE — After covering an
jair meet for WCBS, Spyingfield,
‘\Ill., Dane Meyer (left) and Joh¥
‘Cassigan (right), announcers,
were taken for a ride in a Chicago
& Southern plane.

DAWN TIME USED

By Two Sponsors in Chicago to
~———Reach Early Risers

AT LEAST two Chicago stations

are now on the air a half-hour
~ earlier every morning to take care
| of additional sponsors desirous of
advertising on an early morning
spot. WMAQ, which formerly be-
gan broadcasting at 6:30 is now
on the air a half-hour earlier for
the O’ Painter program sponsored
! by the Hooker Glass & Paint Mfg.
."Co. and featuring Jack Holden as
master of recordings.
|  WCFL now starts at 6 o’clock to
" give Levinson Radio Stores an

early morning spot. This firm is
| sponsoring a half-hour program of
recorded music from 6:15-6:45
daily except Sunday featuring Hal
O’Halloran, ex-Barn Dance master
of ceremonies. Schwimmer &
Scott, Chicago, handles the Levin-
son radio account.

The earliest Chicago advertiser
is Consolidated Drug Products
which sponsors a full-hour live-
talent program daily except Sun-
day over WJJD at 6 o’clock. Ad-
vertisers who have the initial com-
mercials on other Chicago stations
include the Starck Piano Co. with
Art Kahn at the piano from 6:45-7
on WBBM; Goldblatt Brog. a €ull
hour of recorded music at J7:30
on WGN, and Purina Mills fand
Hemphill - Diesel on WLS from
6:15-6:30 on alternate days.

NBC Acquires Broadcast

Rights to Sports Events
FOURTEEN important sports
‘events have been signed exclusive-
ly by NBC networks for the rest
of the year, it was announced by
NBC June 8. The complete list was
announced as follows:

_The auto races at Roosevelt

that its 20-Mule Team Borax will i

déstroy all oadors, banish insect
pests and cure athlete’s foot. Udga
Inc., St. Paul, has been ordered to
cease certain-iclajms involving the
therapeutic charadteristics of its
stomach remedy. ‘

D. E. (Plug) ] KENDRICK, former
manager and
Indidnapolis, has:applied to the FCC
for' duthority to erect a_new station
in Louisville toloperate with 100 watts

{

part owner of WIRE, |

Raceway, July 3; heavyweight
championship battle of James J.
Braddock and Joe Louis from Chi-
cago, described by Clem MecCarthy;
the broadcast of the winner of the
Braddock versus Schmeling fight
in September; all A. A. U. track
meets until the 1940 Olympics; all
1C4A track meets until the 1940
Olympics; the Preakness at Pim-
lico; the International Open Golf
Stakes at the Belmont Golf Club,
Belmont, Mass;. .the National Air
Races at Cleveland; the opening of
the Delaware Park Race Course at
Wilmington, featuring the Sussex
Handicap on June 26; the Indian-
apolis Races on Memorial Day; the
Foxcatcher National Cup Steeple-
chase, commonly regarded as the
United States Grand National, at
Fair Hill, Md., Sept. 11; the Mary-
land Hunt Cup Steeplechase in
Aptil; the Delmar Handicap at the
opening of Bing Crosby’s race

night and 250 watts day on 1210 ke., track near San Diego, Cal.

I

‘ tion endorsing Mr. Hough's clec

1

STATIONS IN TEx,q
SEEK  LEGISLATIgy

AFTER electing O. L. Taylor
manager of C, Amarill w
president, the Texas Broadcas'wrs
Association at its annua] COnVenE
tion in Houston June 5 adopteq ,
resolution authorizing itg executiy
committee to seek state legigly.
tion dealing with copyrights,

Other officers elected by i,
same 50 broadcasters present were
Martin B. Campbell, WFAA, Dal.
las, vice president and James },
Curtis, KFRO, Longview, reelected
secretary-treasurer. Hugh A, |,
Halff, WOAI, San Antinio; R, §
Bishop, KFYZ, Fort Worth; Kﬂri
0. Wyler, KTSM, EI Paso, an
Frank Smith, KXYZ, Houston, 1.
tiring president, were elected g.
rectors.

James W. Baldwin, NAB mang.
ing director from Washington .
cussed general industry probfcmg‘
including the cop\yright situatioy
and the public domain library o
music being built by the NAB,

Graham A. Robertson, New York
station representative, addresse
the convention on, sales promotin
and - commercial ‘programs, H,
urged closer relationship betwee
national and local |policies in radi.

Harold V. Hough, manager,
WBAP, Fort Worth, NAB tress.
urer, advocated closer cooperation
between newspapers and stations
The meeting also adopted a resolu.

tion as NAB treasuresr for anothe:
year. ‘.

' mittee

E administration predic-
gggpg}l;at the gpvernment reor-
ganization plan will be enacted at
this session, the view persists_ in
Congress .that the entire project
cannot be carried through this

ye?)l;;position to that phase of the
Presidential plan proposing that
independent commissions  be ab-
sorbed by the executive depart-
ments, under which the FCC would
be made a branch of the Commerce
Department, was expressed in a
report June 6 made by the Brook-
ings lnstitution for the select, com-
designated to investigate the
reorganization and headed by Sen.
Byrd (D-Va.). This committee’s
functions have been more or less
taken over by a joint congres-
sional committee appointed several
months ago.

Bills which would carry out the
President’s project at least in part,
now are in the process of being
drafted. There is considerable
thought in favor of retaining such
agencies as the Interstate Com-
merce Commissiont, Federal Trade
Commission, Securities & Exchange
Commission, and possibly the FCC
1s independent units. This is pro-
posed in the Brookings Institution
report, which in a general way
recommends retention of all inde-
pendent agencies, with possible
modifications of the existing  meth-
od of regulation, particularly in

Merchants in. Hollywool

Accord Tribute to Radio

HOLLYWOOD broadeasting indus
try was saluted Jupe 10 during th
joint annual banquet and installe
tion ceremony of, the Hollywoo
Chamber of Commerce and Holly-
wood Merchantors! Assn. Honored
guests were executives of CBf
NBC, KMTR, KEHE, and KFWE,
all located in that |city. In keeping
with the spirit of the event, th:}
banquet was served outdoors, be
tween the new KFWB radio theater|
and a sound stage on Warner Bro
Studio lot, 5833 'Fernwood Av,
that city. !

Speakers included C. B. Juneat.
manager of KEHE, who had for
his subject “Radi¢ Turns a Mile
stone”; Don E. Gilman, NBC wesl-
ern division vice-president, whos
talk was titled “What the Rads
Industry Is Doing| in Hollywood
and Donald W. Thornburgh, CB
Pacific Coast vice-president,‘ﬁ‘[fmi-
ing on “The Growth and Scope ¢
the Radio Industry.” Otto K. Ole
sen, head of the |Otto K. Olesen
Sound Studios, for|the second year
was installed as. president of the
Hollywood * Chamber of Commerce
and following the geremony an It-
spection tour of the new KFWB
studios was made, As a specis
feature, those attending the ban
quet and ceremony witnessed th
presentation of thé Hudson-Terrs|
plane Dealer’s _tweekly
broadcast The  Eiperiences of ¢
Million Men. |

MURRAY GRABHE RN, Basterh
manager of John Blair & Co.,
Leonard Lewis, of the sales promafies
staff of World Brohdcasting Systes-
have just completed a week ol pri
sonal “appearances with the Summt
Playhouse of Summit, N. 1. Mr. 1,;‘7_'1
played the male lead in Post Roed, 2
which Mr. Grabhorh appeared eai
sthte trooper, during the weex ©
June 7. ro
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the appellate field.
Autumn Adjournment

Congressional sentiment appears
o be in accord on one phase of
the proposed reorganization and
that is to give the President six
wecutive assistants who  would
werve as secretaries. There is the
ikelihood, it is felt, that this pro-
iso will be taken care of in an ap-
hyropriation bill later this session.
Because of the heavy legislative
calendar, some members of Con-

te reached until fall—probably
September. In that event, chances
for the reorganization plan would
te improved considerably. In this
connection, it has been pointed out
that the President has not filled
wveral vacancies on independent
wmmissions, evidently anticipating
tnactment of his plan whereby cer-
uin of the independent commis-
sions would be absorbed by gov-
anment departments.

.By'inference, the Brookings In-
stitution report suggests retention
of the FCC as an independent
agency, Whereas the ICC, Trade
Commission and other agencies are
dealt with at length in the two
%parate” documents totaling 150
pages, only passing reference is
ltrilade to the FCC and its funec-
ons.

In spite of that, however, the re-

Biport generally urges retention of

the independent status of com-
mgsions and other boards, holding
th;{t control over the policy and ad-
ninistration of federal regulatory
bodies should not be given to the
“tef Executive. )
It recommended broadening of
¢ functions of the ICC, for
zmple, to include the Bureau of
\ir Commerce of the Department
¥ Commerce, Tn the case of the
:nde Commission, it urges that
“ duties be broadened and clari-

iohistorv com

tress believe adjournment will not -
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Chances for Federal Reorganization
At Current Session Viewed as Slight

fied to eliminate confusion and to
strengthen it. Transfer of certain
functions relating| to food and
drugs insofar as mnfair methods
of competition are |concerned. from
the Food and Drugs Administra-
tion to the Trade Commission also
is suggested.

An administrative court system
to enforce regulatory 'laws is sug-
gested as a means of clarifying
existing confusion| in connection
with appellate cases from inde-
pendent commissions. In advocat-
ing transfer of certain functions
of the Food & Drug Administra-
tion to the Trade Commission the
report concluded that false adver-
tising of food and drugs and to
a large extent also Jabelling, “man-
ifestly fall within the field of un-
fair trade practices.” With respect
to false and misle?ding advertis-
ing, the report saig, some sort of
injunctive action, such as a cease
and desist order s¢ems necessary.

Need of Stability

Referring to the proposal for ab-
sorption of independent agencies
by executive departments, the re-
port stated that in the.case gf many
of these agencies,| including the
FCC, “the element| of stability is
particularly necessary since they
‘are dealing with long-time opera-
tions_and processes. The long-time
policy which Congress is seeking
to develop through' those agencies
should not be distmjbed by a change
in administration.”

While declaring it would appear’

logical to put the ICC, Trade Com-
‘within the Department of Com-
merce, the report asserted the diffi-
culty which arises in such in-
stances would be [the placing of
regulatory and controlling func-
tions within an organization whose
chief function is promotional.

“Internal contradiction and con-
flicts within the department would
result, for it is impossible when
dealing with the same business or
objective to promote with ong hand
and regulate effectively with the
other. No man can| serve two mas-
ters; and the Secretary of Com-
merce who attempted both func-
tians would be in ¢onstant trouble.
There would naturjally be pressure
from the group (whose interests
were being promoted to cause the
secretary to go easy on regula-
tion.”

Dealing with administrative
courts, the report|stated that if a
proper system were established, it
would make for “a much stronger
enforcement of the regulatory laws
and yet afford t¢ citizens better
guarantees of their rights. Admin-
istrative law would be no longer
tightly enmeshed within the net of
common law and cbnstitutional law
and it would be free to develop
criteria and norms applicable to
the regulatory situation.”

Standard Brands Books

STANDARD BRANDS Inc.| New
York, has placed| a 15-week con-
tract with NBC for the Blue net-
work, Wednesdaygs, 9-9:30" p. m.,
beginning Sept. 22. Talent has not
been selected, nor| has the product
been disclosed. J.| Walter Thomp-
son Co., New York, has the ac-
count,

mission and perhaﬁg also the FCC *

PEAK-—The new radiator of KYA
is the city’s highest point above sea
level and commands a wide view.
Below is a photo of the new trans-
mitter house.

KYA Dedicates

New Transmitter; Tower Is
Highest Point in City

KYA, Hearst Radio Inec’s San
Francisco outlet and the Bay Dis-
trict voice of the California Radio
System, is now operating with its
new 5,000-watt RCA high-fidelity
transmitter.

The new transmitter, ultra-mod-
ern reinforced concrete transmitter
house and 450-foot single radiator
antenna tower, which are situated
atop Candle-stick Point" in the

 southeastern portion of San Fran-

cisco, represent an inyestment of
approximately $100,000.
great deal of attention has
been turned toward KYA'’s gigan-
tic new transmitting tower which
is approximately 120 feet distant
from the transmitter house. The
tower rises 450 feet and can be
seen from all parts of the city in
daytime and at night when the red
beacon light is on, is visible for 50
miles or more. [The hill which itself
is, nearly. 400 -feet above sea-level,
making the over-all height ¢f the
tower nearly 850 feet abofe sea-
level. This height is an dxtreme
advantage, as it gives the' trans-
mitting radius a clean sweep over
its course, without such usnal ob-
stacles as high buildings, trees or
hills. - i \
The ™ transmitter was installed
under the general supervision of
KYA’s Chief Engineer Paul Schulz,
who to date, has supervised the
installation of more than a doze
broadcasting transmitters. C. T.
Anson and C. L. Cronkhite, RCA

transmitter engineers, collaborated®

in the installation of the new
equipment. |
The KYA management under

the general supervision of M. ]i
(Bob) Roberts, station manager,
celebrated the inaugural of the
transmitter recently with an houris
dedicatory broadcast which was
carried to the other stations in the
California Radio System network.
The dedjcatory program origi-
nated in te KYA main studios in
the Hearst Bldg., Third & Market
St. Mayor Angelo J. Rossi was
honor guest on the program and
felicitated thHe station’s owners on
the completion of the fine trang-
mitter. Another voice heard was
that of " Anning 8. Prall, FC
chairman, who recorded a talk f

, tHe event. .

]
Los Angeles Musicians
Plan Protests Against

Broadcast Restriction

FACED with possible breakup of .

headlined radio orchestras because
of stringent limitations imposed on
their transcontinental broadcasting
activities, Los- Angeles and Holly-
wood advertising agency represen-
tatives and leaders of name bands
held. several conferences on ways
of rescinding the edict of Los An-
geles Local 47, American Federa-
tion of Musicians, which went into
effect May
May 15].
The group was scheduled to push
demands for its vetoing by the na-
tional board of American Federa-

tion of Musicians at the June 14 .

convention in Louisville, Leading
Southern California radio orches-
tras, heavily in demand for Pacific
Coast and transcontinental com-
mercial broadcasts, feel that. they
are unfairly dealt with under limi-
tations as imposed by ZLocal 47.
With prospects of seeing their
weekly paychecks considerably re-
duced, for several weekg they have
been quietly laying the ground-
work for a concerted appeal to the
AFM on the basis that talent is
being unfairly penalized for -the
benefit of mediocrity.

Protest not only involves mu-
sicians and advertising agencies,
but is backed by reform leaders
among Hollywood radio entertain-
ers. Argument,offered js that name
bands, contracted to sponsor after
costly buildups, face disintegration
with the premium earning baseéd on
artistry of individual musicians
reduced to hack work wagé.

Ruling of Local 47 sets up spe-

cific maximums on individual earn-
ings and states that musicians on
station staffs may‘ work only one
transcontinental ‘commercial pro-
gram of one hour or two half-hours
per week. Those not employed on
sstaff are permitted two-and-a-half
hours a week or four half-hours on
transcontinental commercial pro-
grams weekly. Musicians earning
$35 weekly or more are allowed
one hour on transcontinental com-
mercial programs. ‘Those earning
less than that amount weekly. are
entitlep to a full hour, plus a half-
hour or two half-hour transconti-
nental commercials. '4‘3

Radio to Be Prominent
OnMusicalUnionAgenda

RADIO holds a prominent place on
the ‘agenda of the American Fede-
ration of Musicians scheduled at
Louisville for the week of June 14.
Of paramount interest will be'the
‘controversy over transcriptions and
phonograph recordings precipi-
tated by Joseph Petrillo, Chicago
A. F. M. head, who has advocated
banning of these productions alto-
gether as a means. of affecting re-
emloyment of “live” musical tal-
ent at stations.

Opposing this viewpoint is Clark
Wilson, of the San Franciso A. F,
M.= Local, who has advocated @
procedure whereby a percentage of

the gross receipts of all stations be ~

earmarked for payment of musi-,
cians, whether or not they are used.
This plan calls for a guarantee on
the part of station- managers that
they will employ live musicdl tal-
.ent to the extent of a fixed per-
‘centage of gross income, with that
percentage tentatively fixed at 10%.
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Seeing Stars—Signs and' Such—Fun for Fishermen—
Autos Free—>5,000 Little Chick Chicks

£ Promotion

NBC’s transcription division is ex-
panding its sales promotion service
to stations subscribing to its The-
saurus service. In addition to the
bulletins serit periodically to pro-
gram directors,” a new series ‘of
sales bulletins will be addressed to
commercial managers, giving sales
suggestions, stories of experiences
of other, stations in selling the pro-
grams to advertisers, and similar
material that should prove helpful
to the station’s salesmen. Press re-
leases, that the station may fill in
and place with its local newspapers,
will also be sent to each subscriber
with each ‘new ‘program. These
promotional pieces are being pre-
pared under the supervision of

_Robert Friedheim, sales promotién

manager of the division.
. * * . *

S. 0. 8. Co., Chicago (Magic scour-
ing pads) recently'started a thrice
weekly radio gossip program on
WMAQ, Chicago, featuring Nor-
man Ross, titled See Owr Stars.
A new twist is presented in
the quarter-hour show differing
from the usual type of gossip
shows in that the weekly guest
stars presented are not merely in-
cerviewéd but either present ex-
cerpts from radio roles they have
. taken or enact those characters by
which they are best known to the
radio audience. McCann - Erickson
Inc., Chicago, is the S. O. S.
Agency. . s :

PETER PAUL CANDIES Inc,-
Naugatuck, Conn. (Mounds,
Dreams), is using a Rhyme-A-Line
Party, five minutes nightly on
WEEI, Boston. Sponsor awards 16
daily cash prizes to the individuals
seriding .in the best second lines to
one given by announcer. First
prize is $5, next 15 $1 checks. Each
completed rhyme must be accom-
panied by one wrapper of candy.
An individual is permitted to sub-
mit as many rhymes as desired,
but each must be accomapnied with
a wrapper. Agency is Platt-Forbes
Inc.,, New York.
. * * %

WCPO, Cincinnati, is promoting
the radio page df the Cincinnat:
Post, a Scripps-Howard paper, by
a campaign of truck signs, office
ads, car cards and a series of
broadeasts by Paul Kennedy, radio
editor. Two years ago all three of
the city’s papers had a no-radio
agreement, refusing to publish pro-
gram listings. Preparatory to its
purchase of WCPO, the Post began
a radio section and Mr. Kennedy
was named editor.

* * *
SOCONY VACUUM OIL Co., New
York (Mobilgas and Mobiloil), is
distributing schedules of Sox and
Cubs home games to customers at
their Chicago service stations. The "
front cover of the front page book-
let reads: “When you can’t attend
the games—tune in Pat Flanagan
— WBBM — (Cubs Sox. Another
friendly service. Mobilgas—Mobil-
oil,” J. Stirling- Getchell Inc., New
York, is the agency. .

% % .
GILCEHRIST’S department store,
Bpston, recently broadcast a spe-
cial program on WEEI, Boston, in
connection with its Sales Manag:-
ers’ Record Day, a special sale,
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TWO new merchandising services
have been started by WHK-WJAY,
Cleveland. First is an extensive
survey of the Cleveland market for
the use of prospective advertisers
and second is a plastic-bound bro-
chure giving compléte market and
station data on behalf of WHK.
This brochure includes unusually
complete engineering data.

The survey includes a house-to-
house canvas of homes and busi-
ness to determine the advertiser’s
distribution in each district and it
is offered -without cost or obliga-
tion. Should an advertiser decide
to use WHK or WJAY, a secoud
survey will be made four weeks]|
after the first broadcast and when-
ever deemed advisable later.

The plan covers route list for
drug or grocery retailers; personal
calls on wholesalers plus key wre-
tailers with promotion;’ letters-to
retailers (with postage or message
fee); use of United Broadcasting
Co. studios, production and talent
facilities for dealers’ or retailers’

* meetings; surveys at start and dur-

ing campaigun.

Promotion pieces are being pre-
pared for other United stations,
WJAY, WHKC and WKBN.

N <
THE Bestervelt Radio Kitchen, six‘
quarter-hours a’ week on WKZO,;
Kalamazoo, has ten co-sponsors.[
Here is a phato of the merchandis-|
ing layout and the cast taken in a|
Bestervelt store.

Specializing in  locally-built
shows, WKZO, reports that it is
originating several unusual pro-!
grams which are “clicking” with
the audience and for their sponsors
and the details of which may be
had upon requést by agencies and
stations wishing to adapt them
locally. Among other shows.be-.
sides the radio kitchen program

are: June Bride, a script show of ;-

young married couples sponsored
by General Electric Dealers of
southwestern Michigan; Court of
the Air, a 10-sponsor participating
@rogram, 7:30-8 p.m. daily except
Sunday, a satire on a police court
t}ilazt was originated by WMC, Mem- '
phis;

hillbilly band sponsored by Fair- |
banks-Morse & Co., quarter-hour 5 !
Yv‘eekly; Uncle Sephus, early morn-
ing farm program sponsored by |

|

. ers in the unique contest will

Bestenveurs

'sponsored by M &

Arkansas Razor Backs, a |

FITGER BREWING Co., Duluth,
in launching its Fitger Fishing
Time show on four Minnesota sta-
tions, (WCCO, WEBC, WMFG,
WHLB) June 11, gives three cases
of beer to the followers of Izaac
Walton who catch the biggest fish.
In all eight prizes are being dis-
tributed weekly, as well as a month-
ly prize of fishing bait. The cham-
pion of the entire seasonwill be re-
warded with a complete set of fish-
ing tackle. To the biggest fish-catch-

Fitger’s Master Fisherman’s Card
bearing the signature of George
Bradley, head of the Minnesota
State Tourist Bureau, and testify-
ing that the. recipient caught a

‘fish weighing so many pounds at

such and such a lake on a certain
date. Dealer prizes also are award-
ed. The company is using 10 week-
ly spot «announcements on WCCO,
KFYR and WEBC. Leo Burnctt
Co. Inc., Chicago, is agency. Min-
nesota Tdurist Bureau is sending
out Fitger Fishergrams to resorts
and tavetns, the promotion pleces
including data on the program.
* % 3

WNOZX, Knoxville, now has “two-
for-one” day in connection with its
Midday Merry Go-Round, daily fea-
ture from station’s auditorium
stage, to which admission is
charged. Each Thursday noon’ two
persons are admitted to show for

the price of one regular admission.

This has swelled crowds to over-
flowing.

RADIO iTCHEN.

Gardner Nursery, Mid-States Steel
& Wire Co. and Sears-Roebuck &
Co.; -Romance & Rhythm, variety
show three weekly sponsored by
J. R. Jones & Sons Co., local de-
partment store; Sunday Players, a
transeribed show of biblical stories
sponsored by the First National
Bank; Death Rides Again, a 5-
minute live talent show dramatiz-
ing the dangers of the highway and
) T Battery Co.;
Liars Club, daily 5-minute feature
sponsored by WMutual Drug Co.-
offering daily prize of $1 for the
best lie sent in; Woman's Variety
Review, daily participating morn-
ing program of style and beauty
hints; KrimKo Comics, Saturday
morning show for youngsters spon-
sored by the Kalamazoo Creamery;

1
WLS, Chicago, is

ments in the Downto

News, Chicago,

voted mainly to a
retail stores but al

At the s

* houschold hints,

Man on the Street, 5 weekly spon- -

sored by Leath & Co., local chain
furniture stores,

Three 15-minute local shows are
sponsored each week by the Kala-
mazoo Laundry and the six daily
newscasts are sponsored by House-
hold Finance Co., Kalamazoo Indus-
trial Bank and others.

except one. Thik

Parade.
* @

NEDICK’S STORES Inc, New
York (orange juice stands), hs
started a contest in connection with
its new broadcasts on WOR, Mo
day, Wednesday and Friday from
6:45 to 7 p..m., offering as weekly

dvertise

S0 contains fag).
ion news, household informﬁi?n
and other subject matter appeal,
paf)ticuéarly to wog:]]en. 8
ibuted twice weekly—on

nd_Saturdays. Wednes
y e time, the paper i
using four quarter-hour prograp
on WLS weeRly—three of then g
10 a. m. Monday, Wednesday gn
Friday with the fourth one §y.
urday noon. Shopping informatip,
intervieys
with prominent Chicago merchany
are featured on :all the progrums
This is the IFridy
broadcast which the Shopping New
turns over to the¢ National Youh
Association for presentation of 3|
weekly drama entitled Big City

and

%

It is gis

! "

ks

using advertm_k
wn ShOPPMy
varying- i g
from 2 columns by 8 incley %
full page (nﬂsmper size)
moting the station’s progra,

Shopping News which ﬂsmi'foie
trolled selected circulation i
000 in Chicago and suburbs, i ;.

in pro.

of 8¢,

ments of

prizes a Ford V-8, three Philo!
radios and 12 crates of oranges for
the best cuesses of the fotal o |
ber of Nedick customers during
the week. No purchase is neces
sary, but entries must be written
on official blanks obtainable at any
of the 115 outlets in Metropolitan
New York and l\zéw gersey.
* ki

WNEW, New York, is giving spe-
cial service to hay-fever sufferers.
Ted Webbe, chief announcer, is de- |
livering a daily report on the po-
len content in the New York atmos-

phere.

The information is broad-

cast in cooperation with the WPA-
Department of Health-Air Pollu- |
tion Project, five mornings a week
The Air Pollution Project meas
ures the pollen in the five boroughs
and surrounding areas. It is these

findings which Ted Webbe an

nounces daily.
* *

DODGE DEALER
tracted more than 5,000 people to
their showrooms the past rqonth_b
a contest they held in conjunction
with théir weekly full hour Sunday
.i/V'ith Music : ,

WBBM, featuring John Harring

News

ton. Contestants

showrooms to cas
Chicago’s most po;:}ular ball player.
No prizes were given the votes
ayer received 2
Dodge June 6. The contest, closed
& Ryan Inc,

but the winning

May 31.

Ruthrau

[

pro

%ad to
their

Chicago, is the agency.
* * #*

MORE than 5,000 baby chicky

were given away

Chick Day, prom

Rochester, Minn.,
giving away a ch

purchase. XROC supp
5,000 chicks, with, merchants as

uring

‘With
ick

suming the cost of the r |
siderable time was purchased orf

KROC for

boomed and purchases ran as

as $1,200.

* #*

:ABLE RUG CL

bury, Mass.,
WMEZX, Boston,
photo of the Dion

ends
e quin
all who call the spgnsor’s

number.

*

V

S of Chicago at-

oted by KROC|
merchants
with each $!
lied the first

gram  on

go to the
vote fo

Rochester

est., Con-

the event, Busines

high

EANERS, Rox:
using daily spots 07

a colore
tuplets t0
telephont|

STADIUM NEEDED—To accommodate the thousa
seo the first national program to originate from WB
The program was Prof. Quiz, on CBS under sponsor o(;

nds who wanted to
, Charlotte, N. C.
Kelvinator Corp.

The night before the program, Prof. Quiz was quizzed by WBT. .

DURING the State Music Festival
held at the University of Iowa the
first week in May, WMT Cedar
Rapids-Watcgloo, fed the festival
to the lowa network stations,
KSO and KRNT in Des Moines. To
carry certain portions of the festi-
val, Charles ¥. Questin, technical
supervisor for WMT, recorded the
music and it was rebroadcast later
in the day whlen time could be
cleared. A tie-ip was completed
by Doug Grant, program director,
wherein  these | recordings were
taken to the schools and played be-
fore their assemblies by Leo F.
Cole and Ray ‘Cox. Records were
then presented to the school as a
permanent record of the school’s
1937 entry in the State Music Fes-
tival. This affaii attracts an aver-
age of 6,500 stadents annually to
Towa City.
L3 *

CAROL GAY, director of Let's
Compare Notes on KMOX, St.
Louis, was principal -speaker at the
first ladies day meeting of the St.
Louis Association of Manufactur~
ers’ Representatives. Her subject
was “The Day of the Woman in
Radio.” Miss Gay’s program- in
which leading food advertisers par-
ticipate, is designed to appeal to
the housewives of St. Louis.

* * Ed
WTMJ, Milwaukee, launched a pro-
motion drive in latter May in the
Milwaukee Journal as the first step
in a merchandising series for its
10th anniversary in July. One-
column ads titled Inside Dope on
WTMJ appear three times weekly
and emphasize the station’s new
tower, transmitter and shortwave
truck.

# 0 * ‘ .
WAAB, Boston, has published a
booklet containing-the lectures of
art critics, artists and museum
executives presented by.the division
of museum extension of the Mu-
seum of Fine Arts, that city, which
were given Thursday evenings from
January 14 through May 20 as a
part of the Colonial network’s edu-
cational program.

* *

WEAN, Providence, sent polished
bronze letter openers to a selected
mailing list in connection with its
15h anniversary. The event was
tersely mentioned on the card to
which the letter opener was at-
tached, the souvenir itself contain-
ng only the call letters in small
type on the handle.
% % b ok
THERE’S no avoiding a perusal
of the northwestern travelogue
Whlch.KVI_, Tacoma, has adapted
Or promotioh purposes by the use
of an attached cover folder; a slip-
sheet and a cellophane insert.
‘What! 300,000 more listeners this

| Summer,” says the coverfolder.

C. V. HILL & Cp., New York, has
started a cont¢st in connection
with its daily participation in Ida
Bailey Allen’s Homemulers Howr
on WHN, New [York, which it is
using to advertide its store refrig-
eration’ equipment? Listeners are
asked to describg the kind of mar-
kets they like tqg trade in and the
kind of refrigerated equipment
used bv these stores in letters of
60 words or less. Daily and weekly

prizes are offered for the best
lé\ters. i .
KSFr0, San Frarcisco, recently

publicized the cpnstruction of its
new transmitter [at Islais Creek by
having Elma Latta Hackett, KSFO
home economist broadecast her reg-
ular program Friendly Homemaker
from the new transmitter site. Dur-
ing the m‘oqram}a vs. Hackett gave

James Middlebrpoks, construction
engineer, advice! in planning and
equioping the model kitchen to be
installed in the [living quarters of
the transmitiing house.

e &

PET peeves of listeners are broad-
cast, by WCFL, Chicago, on its
daily 7-9 a. m. period, with two
complete Hollywopd trips beine
awarded each week as well as 975
theatre tickets. The program, heard
7-9 a. m. six days a week, is pro-
moted by 60 miniature billboards
and publication Lspotlights. Parti-
cipating retailers also use consid-
erable promotion. E. F. Boche, in
cooperation with Spector-Goodman
Adv. Agency, Chicago, workeu out
the details. ) )
. E3
YANKEE Netwprk was asked re-
cently by J. H. Fountain, publicity
director of Central Vermont Rail-
way and president - director of
Champlain Country Club, St. Al-
bans, to suppl_vT some of its book
matches for railway club cars and
the country club. Design of the
matches, sent tp 500 time buyers
every month, has been changed
slightly, the station list now being
printed inside
L]

the folder.
% *
IN ENTER¥NG the Norfolk mar-
ket, 7-Up (bevdrage), has bought
a series of 18 Man in the Street

broadcasts on TAR, three times
weekly. Giveaways consist of $1
bills to-first seven persons answer-
ing the questio
7-UP bottle ca
bottles is give
who answers,

and carrying a
A carton of six
to every person|

PR :
SNIDER PACKING Corp., Roches-
ter, is offering four napkins to lis-
teners of their] WBBM- program
who send in 1Qc together with a
label from a bottle of Snider’s Cat-
sup. Men of Zebt is the title of its
thrice - weekly guarter - hour pro-

- gram.

BROADCASTING R Broadcast J‘\ Advertising BROADCASTING e Broadcast Ad.vq’ertising

)

! .
wWwWw ameri

diohistorv com

|

 RADIO NEWS

“A‘ud,ié;tce Tested”

Sure, the show’s the thing, and all that Malarkey—but the show builds no business
for you while you are building the show and "you never can fell ‘til you have' tried

‘em and then you're apt to be wrong.”

S50 what? So some smart station managers lake the guess work out of buying
radio by building programs and irying ‘em on those corn flakes, automoblls, chew-

ing gum and bacon buyers that woe call the audience.

And that, Mr. Time Buyer,

is what we mean by ““audience tested’’ programs and here are’some df the besti—

TOMORROW'S HEADLINES

A New Deal in News! A 10:00 to 10:15
p. m. preview of tomorrow morning's
headline material. It's the last word in
news, six nights a week, and it's offered
on a three way split for three smart
sponsors_at only $480.00 each per week.
Harold True is your news reporter on
all eight stations of the

'MICHIGAN RADIO NETWORK
Most of the Best of Michigan

WATARABE ond THE PROFESSOR
“l am beaming with very fine pleasure
to announcing my cousin Frank Wata-
nabe who have been too scarce on Pa-
cific Coast are coming back on present
instant over Don Lee Network at 8:30

p. m. evening time. Kinji Yakamoto'

That's the way Carroll Nye, radio editor
of the Los Angeles EXaminer; announced
Watanabe’s return to the Coast. It's
Monday thru Friday and in our opinion
it’s a honey. Human interest, clean fun
and a lot of swell merchandising angles.
It has a tremendous build-up on the
West Coast. On the .

DON LEE NETWORK ‘
California Golden Group

BESS BYE

Nothing fancy—this one. Just our old
friend Emily Barton felling the house-
wives of San Francisco at 8:40 to 8:45
every morning: what the market offers
for the family fable and suggesting bar-
gains and thel best buys for the day.
No quess work—Emily knows her greens,
and 5:00 a. m. finds her at the San
Francisco produce market doing Mrs.
San Francisco’s shopping while Mrs. 8.
F. takes an hour or two more in the
hay. And do they like it—the program,
not the hay. A year and a half on the
air—it's done a job. It's a lot for the
money at $300 a week.

KFRC—S8an Francisco

SIDEWALK INTERVIEWER

This is the old religble man-ch-the-
street program but this one is con;lucted

by Don Hastings, the originator 6f this

type of broadcast in Chicago hack in

1927. He does a nice job and the price

is right. |
KDB—Santa Barbara |

|

NORMA YOUNG

Norma Young, known fg’r many years to
millions of housewives as Prudence
Penny has given |up WRITING AT
women to TALK TO women. Her pro-
gram at 9:45 to 10:08 a. m. is interesting
and easy to listen to. Informative, too
because Norma Young knows her groc-
eries (if you know what we mean) and
there is real sales punch in her painless
informal commercials. It's a five-day-a-
weoek ‘‘audience tested’’ participation
program made to order for small budg-
ets. Only $104.00 per wegek on

KHI_—i.on Anqales

MUSICAL CLOCK

Here's a smooth running breakfast pro-
gram with 'a full hour of ‘music and a
friendly voice to give the time of day,
the temperature and that "don't forget
your rubbers’ information.

It's 7:00 to 8:00 a. m. Monday through
Saturday and that's time enough to do
a real job of selling on the whole family
without ever “pressing.’” It's a lot for
the money too—8$275.00 a week complete,
fully commissionable.

WIRE—Indianapolis

ANN WORTH., HOUSEWIFE

Mother, neighbor, philosopher,
and housewife. A script show ‘of home
life dealing with situations .thal every
woman has experjenced.

This one is built at WXYZ in Detroit and
<has been on the payroll of a local De-
troit bakery since May, 1835. It is'still
on too—just renewed for another year.
Ann Worth, Housewife is now released
for sale in Grand Rapids where it is
piped on a network line and kas ‘been
“qudience tested’” for some time. It is
Monday through Friday and costs $150
a week complete, fully commissionable
on

friend

WOOD—Grand Raplids

SPOTLIGHT SPORTS .

This is Bob Evans giving the customers
a last look at baseball scoreboards. In
fact it's_a bediime resume of all sports
news. It's just five minutes of snappy
stuff and it‘s on from 11:00 to 11:05 p. m.
seven days a week for $272.00 complete.
Or we will prorate the price for five or
six days a week.

WXYZ—Detroit

Space does not permit listing cll] of lhe ‘excellent “cudience tested” ready-lo-buy

prog on these . For i}
Street on KGB, San Diego, California.
— )

Tell us about your product and jour pfohlsms and we will try fo {ind a

that fits.
Try us.

We might even have o

H

CHICAGO NEW YORK

| »

orth while idea on g

we would ﬁkng‘lan you about Sycamore

pro%rum
kel igire

and h

WILLIAM G. RAMBEAU COMPANY

SAN FRANCISCO

7

DETROIT

I
|
;

i

June 15, 1937 »

¥
¥

,

o

Page .23 .


www.americanradiohistory.com

BROADCASTIN

" F. G. TAYLOR, Advertising Manager

Broadcast Advertising

MARTIN CODEL, Publisher
SOL TAISHOFF, Editor"

| i
|
Published by

) |
G ' BROADCASTING

i PUBLICATIONS, Ine. -

i I 3 . e a
Executive and Editorial Offices:
Natiounal Press Bldg. @ Washington, D. C.
Telephone—~MEtropolitan 1022

ES
b

i ) s 4 - .
+ Subscription Price: $3.00 per year-15¢ a copy—Copyright, 1937, by Broadcasting {ljubhcatlons, Inc.
J. FRANK BEATTY, Managing Editor @ B_ERNAB}) PLATT, Circulation Manager 3
NEW YORK OFF[CEJ: 1270 Sixth Ave., Rockefeller Center, Telephone - COl}xmbus 5-3815
' BRUCE ROBERTSON, Editorial @ NORMAN R. GOLDMEN, Advertising
CHICAGO OFFICE: 360 N, Michigan Ave., Telephone - CENtral 4115 @ HAL TATE

HOLLYWGOD OF'FICE: 6331 Hollywood B‘lyd., Telephone GLadstone 7353 @ DAVID II. GLICKMAN

it :

. B
The Convention Job .
“ln ok ok In your industry there are no problents
that cannot be solved by intelligent. manage-~

- ment, good programming and an awareness o

public responsibility.” ‘

In those,words, written to the editor of
BROADCASTING, President Roosevelt sounds the
keynote for the fifteenth annual convention of
the NAB. In that terse sentence is encom-
passed a challenge to the industry, because it
comes at the outset of an era that may be
| erucial in radio’s history.

' 'No industry ever has had’ heapefi qupon it the

.; praise and tribute‘given radio for the remark-

: able progréss it has made during the last two
.decades. But a reaction has set'in. As it has

- -grown in stature and in influence, its prob-

lems have grown apace. Greedy hands are
outstretched to engulf it—the hands of pro-
fessional politicians, of moneyed interests, of

i reformers. Twenty years too laté, they are’
" reaching "out for the thing they view.as the.

[

“radio bonanza”.

|" Which brings us to the issue in point. Most
f the broadcasters about to converge at the
Chicago convention probably do mnot -recognize

the signs of the times. In a buSiness way, gen:
erally, things are going along swimmingly.
They are disturbed, if at all, about rates and

i rebates, copyright, station-break spots, talent

and time, etc. Po be sure these are problems, "

but they are not the fundamental issue
"We may be accused of calamity howling’
But we know we are right. We feel that broad-
“tasters must fake steps to offset the constant
and insidious campaign of propaganda about
it—propaganda that is growing in volume and
effectiveness and that is_getting to receptive
ears. When only one side of the story is .told

it is easy to put subversive ideas across, even -

though false. :
How can this problem be coped with? The
formula is contairied in President Roosevelt’s
words — “Intelligent management, good: pro-
graming and an awareness of public’ respon-
sibility”. The formula can be crystallized by
2 meeting of the best minds of broadecasting
and by an aggressive and informed leadership

in the industry. - . R
Whether or not the agenda for the I\TAB
convention covers these subjects, it i$-up-to the
delegates themselves to see that. they are
thoroughly discussed, and that an industry bul-
, wark is built against the possible developments
of the future. It is not a job that can be post-
poned, much’ longer. !
Page 24 ¢ June 15, 1937 |
. , 1

|
!
1
P
{
|

- this administration has

e

‘background. L

i . L]
i Out With Politics!

WE KNOW of no onelin the broadcasting in-
dustry who will not |hail with delight the
appointment of a ‘“strong man” to fill the
vacancy thdat will oceur on the FCC on June
310. Such a man should be able to give the
(s?ommission ‘new Ieade.ship. and new prestige
if he has ability, experience and courage—and,
above all, if he is able f;o 52y “no” politely but
ﬁ"rm]y to the politicians land the trouble-makers.
We sincerely hope th?t President Roosevelt
will make his appointment with this thought
in mind, - I

| All sorts of stories |are going the rounds
tﬁnese days to cast diseredit ‘upon the Commis-
sion, the commissioners and the industry.
Their usual source is well known. They play
upon what has been the|basi¢ weakness of radio
r(jagulation not only in this administration but
during the -Hoover regime—its amenability to
'pblitical control from |high and low sources.
Qur observation has been that, so far as free-
dom of expression on the radio-is concerned,
1 never lifted a finger
to thwart it; very wisely so, we believe; for it
simpfy let the: Townsends and the Coughlins
talk themselves out. '
Why cannot that same freedom prevail in
he regulation of wave,|power and new station
ssignments?” Engineering principles are basic

2, 0 o ot

iscretionary decisions, to be sure, but common
ense discretion rather| than political is pos-
ble; plain mis-statemehts of facts are easy to
nswer, but someone has to answer them.

! When the new appéintment is made, we
ervently hope ‘politics- Will be shoved into the

B o

| ‘Not For Sale

QUITE aside from" its| erroneous assumption
that only the motion picture industry is ade-
quately equipped for the| technique of television
program presentations, {the report now on the

desks. of Americals leading motion picture pro-
ducers falls into a fupdamental error in its

conclusions: It assumes that because the movie

industry has such gigantic capital, it can in-

nd simple; economic [factors are subject to .

vade the radio and telgvision fields simply by .

:purchasing stations or hetworks.

iOur observations of ithe broadcasting field
are that most of the better stations, and all of
the hetworks, are simply not for sale. Even if
th]cay could be bought af: inflated prices, there
is still the guestion of policy to be determined
El N

;
|
i
i
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The RADIQ
BOOK SHELy

BOB CUNNINGHAM, program directoy of
KOIL, Omaha, has written a Productioy and
Announcing Handbook, printed in looge leat
form for all announcers, producers ang engi.
neers on the staff of Central States Broadgy,
ing System (KOIL, KFAB, KFOR). It is b,
ing made available on request.

—_—
A COMPREHENSIVE article on the two types
of judicial appeal under the Communicationg
Act of 1927, written by Joseph E. Keller, 5.
ministrative assistant to FCC Telephone Cop.
missioner THad H. Brown, is carried in the
newly published 25th anniversary edition of
the Georgetown Law Jowrnal. The article i
titled Judicial Control and ( Iu\ Communication
Commisgsion. |

A DIRECTORY of trade associations of the
United States, the first to be fissued in several
vears, has just been published in a 134-page
multigraph volume by the Bireau of Foreign
and Domestic Commerce, Department of Con.
merce, Washington. It is titlefd Selected Trad
Associations ofy the United States: 1937 Ed;
tion and is available for 10 cci;nts.

by Congress and the FCC| whether giant
capital, Wall Street or the movies, shall be
allowed to move in upon the\l'radio field. If
newspaper ownership of broa%;:asting stations
and their multiple ownership by small groups
are already being questioned !in Washington,
it is hardly reasonable to exﬁect that motion
picture ownership of any great part of the
nation’s limited radio facilities will be ap-
proved. }

We have always maintainedl and still main-
tain, that when television eme lges it should be
operated along the same lin s and by prac
tically the same people as the broadeasting
industry. Not the movies bu;r the great radio
laboratories -of this country and Europe. are
developing television. It is the largest of the
radio companies that has already brought forth
home-movie-size and theatre-sereen-size tele-
vision [BROADCASTING, May | 15, June 1].
Television is radio’s own prodigy, and we don’t
believe it is going to be made the stepchild
of any other industry. Broadcasting now
stands’ on its own legs, perfebtly capable of
operating itself as an independent entity;
there is no reason to believe ihat the broad-
casters cannot continue on their own, borrow-
ing and adapting from the oth:er arts, includ-
ing the movies, for television as a public

Radio has proved that newsLapers have no
monopoly on news:gathering and news-dissemi-
nation. It has proved that eFhe stage and
screen have rio monopoly of the entertainment
arts and industry. When television comes, the
movies will still be the movies——and we agree
with the author of the Will Hays report that
th‘g movies will still be able to} hold their ap-
peal for the' masses. Television will be &
‘supp'lemental home entertair}ment service,
alongside sound broadecasting ar‘}d in the hands
of broadeasters having a full] awareness of
their public service obligations, chiefly locally
owned and operated, undominated by New
York or Hollywood.

H

N
L

HE SOLD 300 Kords a year while
going to high scHool! _
In six years hé¢ went from eclerk
to vice-president’ of a big advertis-
ing agency! .
And so it isn't strange that two
years after forming his own agen-
cy, Raymond Ritchie Morgan finds
himself owning one of the major
West Coast production outfits of
the radio business.

Strange As It Seems on nearly
100 stations—less than a year after
it first went on the air on eight
West Coast stations—that’s ‘a
sample of the speed with which
Ray Morgan works.

The Raymond°R. Morgan Co.,—

i of Hollywood — recently took over

the advertising and sales promo-
tion of the entire Don Lee Broad-

‘casting System. It’s handling the

national advertising destinies of
world-famous Arrowhead Springs.
It's guiding the radio destinies of
the Gilmore Oil Co. and Folger's
coffee. It’s busy producing’ no less
than a half-dozen major radio
shows. Its offices—half the third
floor of a building in the heart of
Hollywood—are jammed with scur-

- 1ying, hustling writers, copy ex-

perts, artists,
technicians,
the dozens.

Not bad for an outfit that was
formed two years ago.

What sort of a man is this Ray
Morgan? -

He's 6 feet, 4 inches tall. And
he's a California native son. He
¥as born in Sonora, in the original
mother lode gold area on Sept. 2,
1895. 'Hls_ father was a native son;
% was his mother. Just 40 now,
Morgan has already accomplished
though for three average lifetimes.

In 1910 while going to high
sthool, he became Ford agent for
I8 county. He sold 300 cars a year
~an average of nearly one a day.
Quite g record for anyone— let
alone g high school boy. Then he
¥ent to college and, in conformity
with this new dignity, he sold Reos
d Packards—dozens of them. He
also took advantage of his 6 ft., 4
. stature to play basketball. He
id about ‘ag he pleased with the

ll, only slightly hampered by the
Other players way down below,

directors, actors,
people of all sorts—by

d served during “the war as en.

’,
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Morgan divide:

In 1917 Morgan joined the Navy *

PERSONAL NOTES

RAYMOND RITCHIE MORGAN

sign. He made |16 trips across the
Atlantic on the transport Martha
Washington; then served in de-
stroyers in the Mediterranean and
Black Seas.

After the war, Morgan joined
the Cahill Advertising Agency -in
San Francisco at $100 a month—
but six years fat‘er he was vice-
president!

From here he went to Los Ange-
les' as sales manager for the Me-
Millan Petroleum Co. and in this
capacity was instrumental in the
building of station KMPC. Faced
-with the problem of selling -radio
time for this station—not an easy
matter in thosqd early days—Mor-
gan got his first taste of radio, and
liked it. 3 :

This led him back to his old love,
the advertising‘business, with the
idea of creating radio programs
for sponsors. 7 .

He sold some| of the biggest na-
tional successes—Chandusto White
King Soap in the West and Beech.
Nut in the East; Detectives Black
& Blue to Félger’s Coffee; Growin’
Up to Johnson & Johnson; The
Count of Montd Cristo to Forhan’s
Tooth Paste; The Story of Omar
Khayyam to California Diamond
Brand Walnuts| and so on.

Then he operled the Raymond G.
Morgan Co., in|the spring of 1935,
Strange As Il Seems on a few
Coast stations for the Gilmore Oil
Co. was the first venture. This
quickly expanded into 70 transcrip-
tion stations for Ex-Lax in addi-
tion to the live show, which also
expanded. Then came the preten-
tious Drums se¢rial as a live net-
work show fer Folger’s Coffee, Next
the Success ‘Doc¢tor for White King
Soap.

As head of
pendent radio
the Pacific Co
chain and tra

e of the few inde-
roduction outfits on
st producing both
cription programs,
his _time between
! X ew York. The air
lines wish they had more passen-
gers of this so and consider sell-
ing him tickets| by the dozen, at a
discount. -

“Why are you in Hollywood in-
stead of Néw .Nork?” is the ques-
tion most often asked of Morgan.

“Hollywood is the center to
which gravitate the country’s best
writers, actors| and musicians,” is

the Coast and
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WILLIAM A| CLARK, until recents
ly general manager of WCPO, Cin-
cinnati, has been appointed station
manager of WIRE, Indianapolis, un-
der Eugené C| Pulliam, who recently
purchased the station. Mr., Pulliam
will continue |to devote full time to
WIRE, although he is also publisher
of several Indinnu dailies. i

{ { .
A, S. FOSTER, for many years with
ge sales department of WWL, New

rleans, resigned June 4 to engage in
adio work in| the East, according to
incent F. Crx]lahan‘, WWL general

manager. I
| !

. WILLIAM J. WILLIAMSON ,on
" June 7 became sales, munaier of
WEKRC, in Cincinnati, succeeding S.
R. Bateman kaho recently regigned.
Mr. Willinmﬁo,n had been western
sales manager| of- Radio Sales Inec. in
7 Chicago for the last three years.,

I
JOT MICCICHE, publicity director
and chief announcer of KRKD, Lous
Angeles, and | Josephine Gonzalez of
that city, will be married July 18,
Their engagement was recently an-
nounced.

JOHN E. PEARSON, head of the pro-
motion department of K O and
KGBX, Springfield, Mo., on June 1
was promoted to the newly-created
position of manager: of national ac-
counts under Sales Manager Ralph D.
Foster.
in charge of promotion, with
Moss in charge of NBC traffic.

|

A. RALPH STEINBERG, president
of Radio & Film Methods Corp., will
speak to the Retailers Credit Associa-
tion of America at its annual conven-
tion the week of Aug. 23 in New
York. His subject will be “The De-
velopment of Eiectrical Transcriptions
for Retail Selling by Radio.”

G. A, RICHARDS, owner of KMPC,
Beverly Hills] Cal., has returned to
. that city, after an eastern trip.

EARLE C. ANTHONY, ownér of
KFI-KECA, Los Angeles, inspired by
his recent visit to Hawaii, has written
the lyries for 2 new song which, $et to
music by Johnny Noble, will- be pub-
lished, under the title Coral Isle.

CLAIR IEYER, formérly of KXRY,
Kansas City. has been named national
advertising manager of WHBF, Rock
Island, I ‘

ARMSTRONG PERRY. fo rmer
Washington service bureau director of
the National Committee on Education
]1_;" Radio, was one of the passengers
injured in a plane erash in April in the
Venezuelan jungle. He was reported
to have lain unconscious in the | hos-
pital for nine days but is now recover-
ing in a Caracas hospital. Mr. Perry,
now doing freelance writing, was in
Venezueln gnthering materinl.

JACOR HEFFLER special agent for
the Federal Bureau of Investigntion,
has resigned to hecome comptyoller of
WCAU, Philadelphia. |

PHILIP I. MERRYMAN, of. the,
NRC station relations department in
New York, and Mrs. Merryman ‘be;
came the parents ,of eight-ppund
daughter, Henther "Ann, born June 5
in Washington. They have two ;sons.
9 and 6. E

LEONARD EKAPNER. manager of
WCAE. Pittshurgh, was in Tos Ange-
les envly in June visiting Ford |Bill-
ings. KEHF manager and head of the
California Radio System. |

Terry

] )
the reply. “jEventua'lly it is bbund -

to be the hub of ra‘gio production.
We produce where we can gefl the
finest people. After all, you jcan
ret East in 16 hours -when business
demands.” | !

If Ray MQrgan has a hobby, it is
aviation. His wife is the former
Virginia W‘iles of Boston. hey-
were married March 17, 1923. |The

" apple of the Morgan eye is Ray R.
II, aged 12. |

-}

Carl Ward becomes assistant-

| June 15, 1937

¢ . T
OTTO  SCHULTZ, | formerly with
KMOX, St. Loujs, and the old WOS,
state-owned station in Jefferson - City
now out of existence, has been ap-
pointed manager of -the new KWOS,
Jefferson_ City, Mo. The station has
appointed Weed & Co. as its nationgl
representatives, effective June 1. .

HOWARD O. PETERSON, sales
promotion manager of WOW, Omsha,
was in Hollywood early in June con-
ferring wth “NBC officials during his
west coast, vacation.’

1)

LEWIS ALLEN WBRISS, general
manager_of- Don Lee Broadcasting
System, Los’ Angeles, accompanied by
Wilbur  Eichelberg, manager of
KFRC, San_Francisco, leaves the
West Coast Jupe 15 to confer with
eastern advertising agency and
Mutual Broadecasting. System execu-
tives in New York on fall activities.
They will also attend the NAB con-
vention in Chicago. Weiss is to, be
guest of honor at a dinner planned
in Chicago by Perey Deutsch, presi-
dent of World 'Broadcasting -System.
JOHN LIVINGSTON, formerly San
Prancisco manager of Free & Peters
Inc., has joined KBHE, Los Angeles,.
as account executive, -

ANDREW D. RING, FCC assistant
chief engineer in charge of broad-
casting, had a _tonsillectomy per-
formed June 2. He l!\:as back at his
desk June 7. ' .
DAN WICKENDEN: of the CBS
sales promotion department -has had
his first novel, The Running of the
Deer, accepted for puhlicntim_\ by Wil-
liam Morrow & Co. Book ill appear
in October. . -

F. C. EIGHMEY, manager of KGLO,
Muson City, In., is in the Iast on a
business trip, following the affiliation
of the station with CBS.

LEE HOAGLUND. formerly with

KMTR, Hollywood, is a recent addi-
tion to the:staff of KROW, Oakland.
/

Trib’ut/e/to Shepard
EXECUTIVES of WEAN, Provi-,
dence, and the' Yankee and Colonial
networks gathered with lpcal agen-
cy,.spongor and civic officials June'
5 for # “speecliless dinner” cele-
brating the 15th anniversary of the
station. About 150 persons were
present and heard John: Shepard
Jr., former mayor of Palm Beach,
offer a toast to his son John Shep-
ard 3d, who established the statjon
i 1922. Among the radio men at-

. ténding were James Dennison and

Richard Voymow, WEAN; Henry
/Christal, ,Edward Petry: & Co.;

/Credric Foster, WTHT, Hartford;
" Irving Vermilya,

Charles. Stiles
and Sol Chain, WNBH, New Bed-
ford; Paul Swimelar and Edwin J.
Morey, WNLC, New London: Roy
Harlow, Gerald Harrison, Llrtlgs/
Travers, Leland Bickford, Carlton,
McVarish, William Warner, Al
Stephenson, James Bonner, Robert
Taylor, George - Steffy, Yankee-
Colonial networks.

CBS Stock Split
ANNOUNCEMENT that CBS is
prepared to exchange its present
outstanding shares of both class
A+ and B stock with a par value of
$§5 for the new $2.50 par, value
shares was made by the network
on June 7. This two-for-one gplit
of stock was authorized at the €BS
stockholders’ meeting last March.

- * N
NATIONAL RADIO, REGISTRY,
New York, is publishing a wmonthly
listing of radio talent, aspirants and
established artists. The talent guide
will be distributed free of charge to :
agencies, stations and program- build-
ers and will list the addressés and
backgrounds of radio artists.as well -
as station personnel,
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BEHIND
THE MICROPHONE

Kl
DOUGLASS W. MERSERVEY, for
merly in éharge-of advertising for the
“Cellophane division of I. E. Du Pont
de Nemours Co. and previously with
MeCann-Erickson Ine. and Erwig,
Wasey & Co. Ltd., will-join the NBC
program department in an executive
capacity on July 1, Mr. Merservey is
a graduate of Stanford University and
Harvard Law School and has had ex-
perience in both advertising and the-

.a®ical production in America aid
abroad.
PAUL  ALLISON, formerly  of

KXYZ. Heuston, joins the announe-
ing staff of WNOX, Knoxville, June
I8, R. L. Anderson, salesman, has
heen named WNOX continuity chief.
Hurry Grimes has joined WNOX as
secretary te Q. L. Smith, commercinl
manager,

WILLIAM DAVIES, of WLDBC,
Muncie. Ind... has been promoted to
production manager,

- L
MISS MARGE NEISS, supervisor
of .audience mail at NBC. Chicago, i«
recupera¢ing from an appendectomy.

STARR YBLLAND,, formerly of
WSUIL Jowa City, has joined WXT.
Cedar Rapids, and will help Bert
Puckett in handling baseball.

HARRY, McTIGUE.#ormerly of
WLS, WGN. WIJID. Chicago, and
WIRE. .Indianapolis, is currently at
WHAM. Rochester. where he is an-
nouncing bnseball. )

JOHXN J. PRICE. program director
of KGLO, Mason City. Ta., was oper-
ated on for appendicitis May 31.

JAMES C. RISER Jr.. formerly of
- WJIE

JEJ. Hagerstown, has joined
WRBIG.
nonmucer.

Greensboro: N. as an-

JACK JOY. recently namied program
director of KHJI. Los Angeles, has had
his authority extended to the eutire
Don TLee Broadeasting System of
which that station is a link.

RANCE W. VALENTINE.
West Coast "and New York radio
writer and producer, is now at
WGAR, Cleveland,  announcing and
preparing commercial scripts.

PETER MAcARTHUR. producer of
the fowa Barn Dance Frolic, heard
over WHO Saturday nights, was re-
moved_to_his home from the hospital
June 3. He has been confined to the
hospital for more than a month by a
foot infection which necessitated an
operation.

LEN_ TAYLOR, announcer of WJIw,
Akron, Olio, was married June 10
to June. Arlene Washart.

BILL BOHACK, former announcer of
WHBI, Newark, has taken a similar
position with WAAT, Jersey City.
TONY LA FRANO, formerly with

several mid-western stations, has been

former

named chief announcer of KDB,
Santa  Barbara, succeeding Ralph
Nelson, resigned. Nathan McCray,

new to radio, has also been added fo
the mike staff. .

TOM HANLON, who recently joined
the CBS "Hollywood announcing staff,
has been made night supervisor.

HOWARD WAY, formerly on the
staff of WOR, New York, has joined
KMPC, Beverly Hills, Cal., as vocal
director and will work with Oliver
;Alherti, the station’s musical diree-
or,

CECILE CUMMINGS, of NBC's
New York program department, is
taf:mg a six-week European vacation
with _stop-overs "at Dublin, London
and Paris.

WOODY CLOSE, program director.’

of WTMYV, E. St. Louis, is the father
of a2 nine pound boy born May 2R.
JAY CRUM, formerly of KTUL,

Tulsa, has joined the announcing
staff of WIMYV, E. St. Louis.
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BEFORE THE BATTLE—Arthur Godfrey (ieft), WJSV commentator ”

and also Prof. Quiz on CBS for Nash-Kelvinator, gives his lungs a work-
out in preparation for his Junc 13 battle with Arch McDonald, WISV
sports announcer. Godfrey set out to prove that he could announce base-

ball better than McDonald, who accepted the challenge. Announcer Hugh .

Conover of WJSV is Godfrey’s trainer and provided the air that filled
the balloons that filled out Godfrey’s chest and biceps for this photo. In
the right photo McDonald is training on a Wheaties diet, with the help of
his sparring partner, Announcer Warren Sweeney, A baseball double-

‘header served as a ring for the battle of the word wielders.

LERNEST LEE JAHNCKE Jr., son
of the former assistunl secretary of
the U. 8. XNavy under President
Hoover, recently joined the rraffic de-
partment of NBC in New York as as
Sistant to R, J. Dolan, night trafiic
manager. Young Jahneke was gradu-
ated from the U, 8. Naval Academy in
1933 and served in the Navy until
this spring.

CARL GLICK, script writer for Ra-

dio Events Inec, New York, has just
had a mystery novel. The Sitting
Buddha. published. Glick is also the
anthor of a number of articles on Chi-
nese life in America and edits a news-
paper column on the Little Theatre.

ED LAUX, formerly with WCAU,
Philadelphia, has been placed in
charge of remote dance pickups by the
artist’s bureau of WOR, Newark. An-
other recent addition to the WOR
ist's bureau is Henry Frankel, former-
Iy an independent vandeville agent,
who will act as a hooker.

* FAYETTE KRUM, author of Girl |

Alone. NBC serial, has gone to Pon-
tiac, Tll.._to work a month on the
Pontiac Daily Leader to “‘wef back
into the newspaper atmosphere.” She
is continning te write the'seript.

ROBERT MARAND has been trans-
ferred from the WBBM mail depart-
ment to assist Hal Burnett, chief of
the station’s publicity staff. Marand
suceeeds Al Gopdwin who recently re-
signed to join the staff of Tom Friz-
dale, Chicago publicity firm.

art- |

WILLIAM LEYDEN, NBC-Chicago |

page, who was a member of the an-
nonncing school .conducted by Everett
Mitchell, has joined the announcing
staff of WHEK, Cleveland. N
GERTRUDE (. PEOPLES. chairman
of the artists’ auditions committee of
the Buffajo Broadeasting Corp. (WGR
and WKBW), and Radcliffe Hall. an-
nouncer |and director of the WGY
{fhul/erx, were married May 29 in New

ork.

HAL LANSING, of WTCN, Minne-
apolis, has been named production
manager.! He sneceeds Donn Clayton,
who resigifed to resume teaching,
WILL GROFF, for three years with
WKBO, Harrisburg, has joined
WORK, [York, Pa.

PAUL_CURLEY, son of former Gov-
ernor James M. Curley, of Massachn-
sefts, has beeu assigned to Toduay's
Winners] turf program on WMEX,
Boston. |

ED PEARSON, former Boston and
New York newspaperman, has joined
WORL, Boston, as script writer. Bob
Perry, mgvxthemmtics instructor at Lex-

ington, Mass., Junior High School,
was selepted for the announcing staff
after appearing on the WORL Aundi-
tions on ithe Air.

i

|<

| with

DON CLARK., writer-prodncer, has
been made program director of KI'I-
KECA, Los  Angeles, suceeéding
Glenn R. Dolberg, with the stations
for six years. Appointment was made
by Ilarrison Tlolliway, general man-

ager.  Clark’s most recent onistand-
ing western assignmment  was  Calif-
arnia’s  Hour, which he wroje and

produged last year on the Don Tiee
networls nnder sponsorship of alif-
ornia Chain Stores.

WILLIAM DOUDNA, formerly radio
editor of the Madison (Wis.) State
Jowrnal, is now on the announcing
and' prodnetion staff at WIIRT., She-
hoygan.

FRED PALMER. prodnetion man at

WLS. Chicago has bheen transferred
to KOY, WIS affiliate in I’hoenix.
Ariz,

DAVID VAILE, announcer-producer,
of KYA, San Trancisco, has heen

named stndio supervisor,

HAROLD TFATIR. program director
of WHO. Des Moines, addressed the
Kiwanis Club at Newtoen, In., Jure 2.
TRAVIS CABINESS formerly of
WRAP, F't. Worth, has joined Radin
Station KFRO, Longview, to take the
place vacated by Rarl Kalusche.
chief annonncer, who has
WEAN, Dnllgs.

BEN SWEETLAND. commentator
and director of Your Friendly Coun-
sellor.,  KILJT, Tos Angeles, daily
quarter-hour program, was guest of
honor and speaker at the Interaation-
al Peace Association meeting in Holly-

joined

wood June 2
JOE TWERD, free lance radin aud
mofion victure writer, has Jjoined

KEHIE. Los Angeles. as seript writer
and comedian and has heen assigned
to the, weekly Cosmopolitan Review
prnt:'fn n.
BEN GAGE. at one time vocalist
Anson  Week’s orchestra, has
joined the NBC Hollwood announcing

staffl " and is handling the remotes
from the Ambassador TIlotel, T.os
Angeles.

JOIIN NEWHOUSE, formerlv of

WEMD, Frederick, Md.. and Woad-
row Oft, formerly of WRAK, Wil-
linmsport. Pa., have joined the an-
nouncing  staff of WESG., Elmira.
N. Y. Glenn Williams, formerly of
WKOK. Snnhury, Pa., has heen named
to the WESG staff ns speeial events
announcer. Harold Wagner, anyonn-
cer. has Dbeen program director of
WESG and Earnest Oliver has bheen
promoted to local sales manager to re-
Mace Glover DeLaney who has joined
WFBL, Syracuse, N, Y

SAM HENRY, sales promotion man-
ager of WBS, is spending his vacation
in uniform at the National Guard
Canip at Watertown, N. Y.

SAM HAYIES, Pacific
caster known for six years g4 the
Richfield Reporter, on May 24 Sig'n}i)
with Transamerican Corp. for ﬂ"seri“-
of nightly newscasts to begin iy mi?
June. The programs will originare -
KNX in Hollywood, and e ht"(;“\
over KNX and KSFO. i
CLAIR CALLIHAN lins beey nameq
musical direetor of KI'RUJ, Columbiy
Mo, to replace James Randolpi, Te.
sighed.  Max  Cole  hus joined 1y,
KEFRU announcing staff. Chayle,
Phillipp, KFRU sales representntive,
was married June 5. '

BILI, BIVENS, of Greenville, §, (
has joined the anuouncing staf of
WRBT, Charlotte. He was formery
with WISV, Wushington.

LINN CIIURCH, chief announee
with KYA, San Franciseo, fop
last «ix years, tendered his resignatioy

June 13,

CONNIE BLAKI, DS (raflie depny-
ment, has been trandferved from S
Francisco to Los Angelés in conpue.
tion with GBS operations changes,

ROBERT UMBAGIL, Tormer wpory
aunouncer of WAL, Atloutn, g
Jack Bush have been named to {le -
nouncing stnff of WLRBC, Mauncie, Iyd,

FESTER MAY, Man - on - the - Street
and  news commeltutor of WOW,
Oinaha, has been delivering a series of
commencement  addresses  at  various
high schools in fowa and Nebraska.

VICTOR ECKLAND., KGER, Log

Beach, Cal., anuouncer, was married

to Netha Dael, violinist, of that ey,
June 2,

JOIS MICCTCII, chiel aunouncer of
KR, Los Angeles, is the voice for
He Fox Movietone News relense on
Sian Franeiseo  Golden  Gate  Bridge

ceremonies.

JAMES BLOODWORTII, KILY, Loc
Angeles coutinnity \"1"11(”' for the past
vear, has been made; contiunity editor.

GERTRUDE BERG, author of The
Rise of the Goldhergs. will resume
writing, direeting and participating in
thfe sevies on NBC this fall.
JOIIN KENNEDY. {ormerly an an-
nouncer of KHJ, Los Angeles. has
joined KFAC, that eity, in n similar
capucity, succeedingi Bertram  Symes,
rekigned. |

1
SHELTON YOUNG, formerly of
WHAL, Baltimore, has joined the an-
nouncing staff of WJSV, Washington,
Jervy Lee Pecht, lately of KLZ, Den-
ver, hus taken Young’s place.

FREDERIC W. AYER, formerly of
WIRE, Indiannapolid, has been named
mérchandising  director of WLBC.
Muncie, Ind. R

LDWARD SIMMONS, program di-
rector at WAAI, Chicago, for the last
five years, joined the production Ce-
partment of WGN, Chicago, June 14.
Jack Odell, continuity editor at
WAAI' for two years, has been ap:
pointed Simmons’ snecessor.

JOIE GARRETT, formerly with.\_\ll‘
and KYW, Philadelphia, 1}nS joined
WNEW, New York, as assistant pro-
duction manager, Vita Kane, assist-
ant in the program [depm‘tmellt. will

be married June 29 to Dr. Frederick
Marek, of Vienna, Austria.

GILBERT FORBES, formerly: with
WIL, St. Louis, has-joined WKBB,
Dubuque, In, as news reporter and
commentator. i

D LAUX has resig
tinm N. Scheer Agdney, Newark, to
join, the Mutual Network, and the
ageney, which uses its own announcer
ou its accounts,  has engaged Bob
Jecker to replhce 'hilp.

ITARMON J. ALEXANDER, scuipt:
writer for Radio Evdnts, is trying ont
new program ideas in his own sunuer
theulgre at; Camp Copake, Caryville,
oY )

ied from the Wil-

JOIIN FITZGERALD. ¢ince 193
staff orgﬂniiﬁ of WHDUL, Olenn, N. '1,‘,
has heen ch’ sen by “’urner Brothers,
motion pictpre concern, to represent i
in_the National Orghn Contest to be
held in Cleveland in‘ September.
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lRuling on Status of Artists Is -Sought
To Clarify Network Personnel Problem

BC E of the uncertainty of
Sllzcgtgt%s of radio artists for
Social Security purposes, NBC has
advised all of the program spon-
sors and advertising agencles with
which it does business as to a pro-
cedure it will pursue until such

time as there is final adjudication '

this issue.
of In a letter sent last month to the
entire roster of sponsors and
clients, Mark Woods, NBC trea-
curer, pointed out that the net-
work’s attorneys are collaborating
with counsel for the American As-
sociation of Advertising Agencies in
an effort to obtain .rulm_gs on the
status of radio artists insofar as
Social Security is concerned. In the
interim, he pointed out, NBC is
classifying its sustaining artists as
network e¢mployes or as independ-
ent contractors “according to our
best lights”. The text of Mr.
Woods’ letter follows: .

This letter is being sent as a matter
of information to all sponsors and ad-
vertising agencies with which NBC
(oes business.

As you no doubt are aware, there is
uncertainty as to the status of radio
artists for social security purposes.
Our attorneys are collaborating with
(George Tink Jr., counsel for the Am-
eriea Associntion  of  Advertising
Agencies, in an effort to obtain ralings
upon the subject, In the meantime,
we are  classifying  our  sustaining
artists as our employes or as independ-
ent confractors, according o our best
lights.

As regards artists engaged throngh
us for commercial programs, ns a gen-
eral rule NBC acts as the manager
or other agent of the artist and not
as his employer. It is up to the par-
ticular sponsor and its advertising
agency to decide whether the artist on
their program is an indepeudent con-
ractor or an employe of either of
them. The exceptions to the general
rule that NBC acts as the agent of
the commercin] radio artist are as
follows :

1. Instrumental musicinns furnished

by ns at nnion rates pursuant to ol
union contracts and through a union
contractor in our employ, i.e.,
members of our house orchestr
our_staff conductors. Our attorbess
advise that the particular sponsor or
advertising ageucy is, probably, jointly
liable with us for social security taxes
upon payments made these men for
such services. But in view of the
special  circumstanees under which
these men are engaged and the prac-
tical problems which would otherwise
arise, we have decided, as part of our
service, to assume this obligation in
full. Our action in so doing mast not,
I;owto\‘or, be taken as creating n prece-
dent.
_ Conductors and instrumental solo-
ists nunder management contracts to
us (or to someone else through whom
we engage them), furnished at special
compensation, we acting as their agent
and receiving a- commission, are not
inelnded in the foregoing exception;
the question remains as to whether
they “are independent contractors or
employes of the particular sponsor or
advertsing agency.

2. Radio artists, regardless of the
nature of the services performed, fur-
nished by us in conncction with a
program sold ‘by us as a ‘“‘complete
vackage,” i.e., where we are paid $X
to build, direet and produce the pro-
kram and we have the right to pick
the artists and make our own agree-
ment with them as to”their compensa-
fon.. In such cases NBC acts as a
trineipal and not as an agent; as
between NBC, the advertising agency
d the sponsor, NBC is the employer,
it any one of them is.

3.. Staff announcers, production men,
tngineers and other personnel in our
general employ whose services on com-
mereial programs are covered by our

faeilities chargg. Included in this ex-
ception are soupd effects nud‘ engineer-
ing servees for|which .a special charge
is made but which is payable to us as
the employer df the men and not as
their agent. Bxcluded would be an
announcer, producer or script writer
pinder management contract to us, fur-
nished at special compensation,. we
acting as his pgent and receiving a
commission. he distinction is that
in the first case the services are ren-
dered within, and in the second case
without, the sdope of the individual’s
cmployment by| us. .

We shall endeavor to advise you
promptly of cages affecting you which
fult within_either of these three ex-
ceptions,  We (would appreciate it if
vou would mnke known the contents
of this letter tp the purties interested
in your organigzation,

, . . e
Exposition Radio Staff
Assumes Duties in Texas
WHEN the |Greater Texas and
Pan-American Exposition opened
in Dallas June 12, 20 staff mem-
bers assumed their duties at the

. Gulf Radio Studios on the exposi-
tion grounds,| James W. Crocker,
director of radio for the exposition,
has announced. Mr. Crocker has as
program dire¢tor Jack Lyman, who
served as chief.’announcer at last
year’s expositfion and who has been
assisting him/since January.

The following staff members re-
ported for work the first week in

..June: Ray Lackland, formerly as-
sociated with several Texas sta-
tions; Fred |L. Edwards, former
network annQuncer; Fritz Kuler,
who has worked in various South
Texas stations; Gene Heard, form-
erly at A, Dallas, and re-
cently of KRBC, Abilene; John
Hughes, part-time announcer on
WRR, in Dallas, Harry 8. Keith,
technician wlth the 1936 show, is
chief of operations, assisted by
eight techniciaps: O. A. Walden,
Jack Brown,| E. M. Keith, J. D.
Henry, H. L.| Altfather, R, L. Lud-
wig, W. M. Jurek and C. P. Joyce.
Other radio| staff members are

Howard and Bob Bogarte, page
boys; Betty Allin, receptionist and
stenographer; Marjorie Luethi,
continuity w‘iter and receptionist.

Cupid at NBC

CUPID is working overtime
at NBC’s New York head-
quarters these days. On May
29, Gerard Wolke, assistant
manager of the guest rela-
tions  division, was married
to Eloise Dawson, former -
NBC hostess, at the Little
Church Around the Corner,
On June 5, John Baxter of
NBC artists service sales
promotion, married Patrice
Jane McCormick of J. Wal-
ter Thompsen’s art depart-
ment. The following day,
June 6, Lillilan Mone, NBC
telephonist, was wedded to
Daniel Dibianco. And 6 onm
June 13, George' Sax, NBC
artist booker, married Elea-
nor Chascione at Mt. Car-
mel Church in Astoria, home
of the bride.

Musical Union in Chicago
Given i CIO Recognition

THE American Musicians Union,
independent Chicago organization,
has been' officially recognized by
the Committee for Industrial Or-
ganization, bringing a potent fac-
tor into the Chicago union musi-
cian’s picture and giving Joseph
Petrillo his first serious conipeti-
tion sihce he became head of the
Chicag% Federation of Musicians
some 20 wears ago. Only jurisdic-
tional rights have to be straight-
ened out before the actual charter
is granted. The CIO is willing to
give the AMU jurisdiction over
Cook County (Chicago) but the
AMU would like to have jurisdie-
tion over territory within a 50-mile
radius of Chieago.

AMU has local chapters in five
other cities including New York,
[BROADCASTING, May 15}. However,
CIO recognition has only been con-
ferred upon the Chicago group.
There is a possibility that at a
later date the CIO may reorgan-
ize the entire six locals. Chapters
in addition to Chicago and New
York are in St. Louis, Minneapolis,
Springfield, Ill., and Danville, Iil.

achieved b

of General
engineer;

BROADCASTING ¢ Broadcast 4dvertising/

historv com

eorge McElrath, - assistant chief engineer of NBC; Ralph
Sayer, and Kolin Hager, manager of the Schenectady station. v

. |
BEST NBC REQORD —.For transmitter operations during 1936 was .
engineers of WGY, Schenectady, and they were awarded a -
handsome‘plaque.m recognition. Here are, left to right, Boyd Bullock,
Electric Co., presenting the plaque; W. J. Purcell, WGY

chief
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Appeal ‘Consideréd
In WMAL Holding

PROSPECTS of acquisition -of
WMAIL, Washington, by Hearst
Radio Inec., which has been in liti-
gation for the last two years seek-
ing specific performance of a pur-
ported contract to purchase the sta-
tion for $285,000, were dimmed
June 1 when the U. 8. Court of Ap-
peals for the District of Columbia
sustained the finding of the Dis-
trict Court in Washington that no
actual contract for the sale had
been completed.

Whether the station, now oper-
ated by NBC under lease but owned
Y the heirs of M. A. Leese, will be
sold or retained by the heirs re-
mained questionable. There is also
the possibility, it is understood,
that Hearst Radio will seek a Su-
preme Court review of the case.

Leased for Three Years

In the litigation, Hearst Radio
contended that in January, 1935,
by written agreément, the heirs to
the leese estate had agreed to sell
the station for $285,000 plus a
three-year studio ‘rental figure of
$108,000. The lowdr court held that
the contract had not been consum-
mated and the Court of Appeals af-
firmed this decision. WMAL is the
NBC Blue outlet in Washington
and on Jan. 12 last that network
renewed for a three-year period
from, Dee, 31, 1937, its lease of the
station. It has, been operating
WMAL under a five-year lease at
$36,000 per year, including studios.
The renewal was understood to be
at about approximately the same
figure. .

The lease renewal also carried a
provision that, whatever the out-
come of the Hearst litigation, NBC
would continue operating the sta-
tion for the new three-year period.

A half-dozen applications for
new station facilities in Washing-
ton, 'two of which involve WMAL,
now are pending before the FCC,
It is understood, also, that other
interests in Washington, including
at least one newspaper, are seeking
purchase of WMAL from the les-
sees in the event the ‘Hearst con-
tract is finally ruled out.

Montgomery Ward Disc
On 70; Will Add in Fall

LAUNCHING one of the biggest
transcription campaigns of the
season, Montgomery Ward & Co.
started a thrice weekly campaign
on 70 stations June 14 with about
30 more stations to be added in
the fall when the program will be
broadcast five and six times week-
ly. Titled Neighbor Jim and fea-
turing Joe Emerson, vocalist, a
pianist and organist, with George
Thorndike as announcer, the pro-
gram is being placed locally by
Montgomery Ward retail store’
managers all ~over the country.
Chicago, is in
. charge of production of the pro-

gram with NBC,. Chicago, tran-
scribing the series. The following
stations started June 14:

WOKO, WHN, WHDL, WCSH, WDEV,
w WAGF, WJEJ, OFPI,

WIBW, KFH.
KMLB, KRMD, WJ
WKY, KNOW, XTAT, )
KLZ. WOC. KSTP, WMFG, CJIC, KLPM
, KTRB, KMJ, KFBK. K
KGVO, KIDO, KID, KFXD, KFJI. KMED,
KOIN. KSLM, KVOS, KFPY, KPQ, KIT,
KWYO dnd WAIR. . .
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Hawaiian Juice Test

HAWAIIAN PRODUCTS Co,

Beverly Hills,
Haley’s Papaya .Nectar,

Cal., to introduce
a Ha-

wallan fruit juice, to the consumer
market, is conducting an eight-

weely test campaign on KMPC

that-eity, using six days weekly
a quarter-hour transcribed series
Hawaiian Musicel. It is the spon-
sor’s, first radio, previous advertis-’

ing: having been -confined solely to
and magazines., So
successful is the short test proving
that an extensive radio campaign
iz being planned and will include
various Pacific Coast stations, ae-
cording to George B. Collins, man-

newspapers

ager.

10 Years® Selling Time

1;am a married man, thirty-two
vears of age, and have been identi-
fieq with the selling end of rsdio
advertising since 1927. Have been
sales manafer of an NBC =affiliate;
national sales manager of a 5,000
watt daytim® station; and oper.
ated my own business as a special
representative. At the present time
| | 1. eam an applicant for a station.
Should it not materialize (decision -
expected by July 15th) 1 will be
available and will be interested in
either & pdsition as sales manager
or part owner of a station located
in a city of not less than 200,000
population. Would also consider =
straight selling job if satisfied that
A same offered possibilities of mak-
ing upwards of seventy-five hun-
dred dollars per year. Can also

offer’ financial assistance to one in-
terested in expanding or- in the
construction of new station.
talk it over during the convention
or write me: in care of BROADCAST-
ING. A;thur§ H.

Let’s

Croghan.

-

"

N Five Bucks a Throat

THE Fasy Iowa Song Fest heard
on WMT every Sunday afternoon
originates from tlie stage of the

’aramount theater
Rapids. , During the community
singing " portion led by Doug
Grant, Benne Alter takes a port-
able mike and walks through the
crowd holding the mike in front of
someone who is singing. At the
same time he gives the singer a
ticket with a number on it and re-
lays that number to the WMT
studios where a judge is listening
to t’il‘e program. The judge listens

in..Cedar

to the various voices during the
community singing and picks the
winner. At the close of the show
the ‘winner is called up on the
stage and presented with a $5 bill.

*® % *
Police Show-Up
BROADCASTING of a “public

show-up” at Indianapolis police
headquarters for what is believed
to be the first time in the country
took place recently hen WIRE
outlet aired the 'program. The
broadcast was handled by detective
lieutenants but the prisoners did
not know their answers.to police
questions were going on the air.
Arrangements for the informal

Jprogram were made with police de-

partment officials 'who have had
complete charge of the unexpur-
gated show. .

FOSTER'S SPELLING BEE

Foster May, the middlewest’s
original “Man on the Street,”
s still go ng strong! His
latest innovation on Omaha’s
busiest downtown intersec-
tion was jan. old-fashioned
spelling bee . . . and it looked
like a riot. Listeners called

it a “pic'e.program,” but advertisers

recognize it as typical WOW show-

manship! .

590 Ke.
5,000
Wuﬂal

s

WOW

Omaha, Nebraska

Owned and Operated’by the Sovereign g
Camp of the Woodmen of the World ; i

N THE N.B.C.RED NETWORK
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For Coast Candid Addicts
BORROWING an idea from re-
cent, candid-camera antics in New
York and Chicago night clubs,
KSFO, San Francisco, has started
a weekly half-hour show called
The Camera Club of the Air to
which passes are issued to candid
addicts. Floodlights, reflectors and
other equipment have been in-
stalled, and the audience is privi-
leped to snap away while the show
is on the air. Prizes are offered for
the best shots taken each week. In
addition to the studio funm, the
program offers real “meat” to the
radio audience in the form of tech-
nical and non-technical discussions
on photography. Written by J. C.
Morgan, KSFO program director,
the feature is announced and em-
ceed by Bob Riechenbach, KSFO
sales promotion manager. Both are
well-known amateur cameramen.

* L] *

Musical Atmosphere
SETTING the music to the pro-
gram is successfully accomplished
on Universal Revue, heard over
WERBC, Duluth-Superior five times
weekly. Fach week a different mu-
sical setting is provided. Folk
Music, and musie by native com-
posers, of -a foreign country is
chosen. Universal Milling Cd. spon-
sors the program, and works in
commercials by giving recines of
favorite pastries and breads of the
country visited. The program is
now in its 6lst week. Cash prizes
are; offered for tested recipes with
Unijversal Flour, the product
p]ul%ged on the quarter-hour show:.
Betty Gale, WEBC spieler, writes
and; produces for the sponsor.

* * *

| Hollywood of Long Ago
EXCERPTS from his colorful ex-
periences as one of the first motion
picture luminaries, is given by
Hobart Bosworth during his week-
ly |quarter-hour CBS transconti-
nental Dean of Hollywood program
from that city.” Hollywood of long
ago, when motioh pictures were in
theLr infancy and stars born over
night is the theme. His first ap-
peaJ‘LL'ance in the “galloping tin-
types” was made in 1909 when he
starred in “The Power of the Sul-
tan?. Since that time he has been
known in the motion picture world
undpr the title which identifies his
CBT The Dean of Hollywood.
* * *
No Chatter Allowed
MORE music and less talk is the
slogan of WPRO, Providence, R. L,
for its summer programs. Stephen
Willis, WPRO manager, has been
deluged with requests for -civic
interest talks so he reduced the
usual five-minute speeches to ef-
fective dramatic spot announce-
ments and said with something of
a knowing smile, “They shall have
music.” The customers like it.
* & *

Little Popper Offers
YL, Salt Lake City,- has the
) talking with its Vox Pop Jr.
program for youngsters. The series
comliés from Liberty Park, ‘amuse-
ment center. The Junior Vax Pop-
per, canvasses the playgrounds
with questions designed for ado-’
lescent response, .

K
to
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Town Meeting on Str,
AFTER finding from & sury
that the public wasn't quite go ane
ious to hear the usual voy p())(-
street show with teaser questionP
catch questions and fact-ﬁnderg'
WGAR has inaugurate] 5 new
twist, ~ combining ~ severa]
features. Dave Baylor and Graveg
Taylor interview Passers-by byt
subjects deal with current neyy
events, Then three persons g,
given the chance to talk abgy
anything they like during one min-
-ute of their time. Some take pol.
tics; others, hobbies; others dis-
cuss civic problems. Reaction hag
been good and draws much maj)
usually rapping some person whé
has been on the air. Then, writers
of such letters are invited to come
down and take the opposite viey.
points. Once weekly a discussion
topic is announced in advance,
Persons are invited to come and
participate. Franklin Lewis, sports
editor of WGAR, on his weekly ;
All Sports Forwm, asks outstand. -
ing sports personalities to, answer
questions from fans. Since the
stunt started the studios have been
jammed.

* # *
Just Drop a Card
KVOA, Tucson, Ariz., has a one-
hour daily participating program
featuring Spanish music and Isaac
Avina, Spanish announcer and com-
mentator. So many requests for
musial selections kept coming in
that KVOA had a lot of postcards
mimeographed and sold them to the
participating merchants who dis-
tributed them to customers. So

far, KVOA has receved 2,000 cards =

a month since distribution began,
Slant: Most people areitoo lazy to
write requests and dealer distribu.
ton is a good tie-in.
* * *
From Bus to Mike
FROM 'Union Bus Terminal the
Bus  Broadcaster -brings to the
audience of WCBS, (Springﬁeld,
Ill., a new slant on, the street
broadcast idea. People from all
over the eountry are interviewed
giving their opinion |[on timely
topics and stories of their various
travels. Colorful effects are made
possible through. the lcooperation
of the ltocal bus attendants, in-
cluding the arrival and departure
of "buses, the calls and|adventures
of the'Red Caps. Prizes| are offered
on the program for best guestions,
* * % |
Cool Off With Hot Music

BELIEVING that musie, especially
in the lighter mood, is the “cpolest”
thing to listen to, the program
board of KFRU, Columbia, Mo,
revised programs to conform with
this philosophy. A |feature of
KFRU’s daily schedule Un-

is

broken Melodies, straight musical

shows minus the usual introduc-
tions. The KFRU Satuyrday Nite
Club, 10-12, features ,two solid
hours of dance melodies with an-
nouncer breaking in only on the
quarter-hours with prdgram and
station acknowledgments.
* L *

Labor in the Spotlight .
LANGDON W. POST, chairman of
the New York Housing| Authority,
on June 8 broadcast a discussion
of Labor and the Wagner Housing
Bill on WEVD, New York, as the
first of a new series of programs
on the general theme, Labor Legis:
lative Trends in the Nation. Pro-
grams will be broadeast twice
weekly as a part of the WEVD
University of the Air) arranged
and directed by Morris' 8. Novik.

|
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News Breaks 4

MOTE news periods, as
3;211 55?0 serve the listener better,
KOIL, Omaha, recently inaugu-
KO ' series called KOIL Radio
Headlines, consisting of short news
flashes, scheduled any time there
is no “break” announcement. De-
tails are given in very few. words,
and the listener reminded of the
full story to come on the next news
period. ive minutes before the
headline, an alarm rings in the
‘pews room and the hottest story
since the last flash or news period
is prepared for the break. As soon
as the clock rings, the man on the
desk sets it for ':‘he I;I‘EXt headline.

i

Civie Get-Together
WMBH, Joplin, recently instituted
a daily half-hour of civie get-to-
gether programs put on by talent
from the different communities, a
different oné each day. Music or
other entertainment features talke
up approximately 20 minutes; plain
old civie “booserisms” go for about
10 minutes. The series is billed as
Exploring Little America, the sta-
tion’s name for its primary area.
Communities may handle their own
program entirely; the station will
prepare and present it; anything
is allowed, w}thir}“ rea*son.

KMA Crew on Road
FOLLOWING the successful ex-
ample of the WHQ Barn Dance,
which has played the theaters of
cities and towns of Iowa and other
states, KM A, Shenandoah, Ia., has *
sent its Barn Dance, a troupe of
18 directed by Howard Chamber-
lain, formerly of WLS, Chicago,
and the National Barn Dance, to
various towns throughout its ter-
ritories. They are broadcasting
from each city visited before paid
audiences. A ‘“town booster” fea-
ture, usually a speech by a leading*
local citizen, is also tied in to give
the prog’;ram* a community boost.

J %, &

I Do
SOME friends of KQY, Phoenix,
Ariz., wanted to get married on
June 3 and in honor of the Duke
and Wally the station declared an
All Lovers Day, program, consist-
ing of organ music, string ensem-
ble, choir and soloist timed for
noon weddings. Local folks like the
idea and a dozen couples used the
occasion and KOY’s music for their
own weddings.
F] * *
Raise The Ante!
PRIZE for the winner of Miami
Valley spelling bee on WHIO, Day-
ton, 0., was a five-day, all-expense
tour of Washington. Over 15,000
students competed in the annual
city and county contests and win-
ner William Cail, 14, got the grand
prize. when he spelled “armada”
correctly. Slant: Bigger the prize,
the more good-will.
* *

Parents and Teachers
CHARACTER building in schools
is the keynote of a series on
WCMI, Ashland, Ky., during which
members of the Parent Teachers
Asso,, school teachers and pupils of
local schools participate. Good-will
tie-in of parents, teachers, and
pupils. '

£ %
Mike in Market,

A NEW WGN show has Jess Kirk-
patrick, announcer, interviewing
women from different Chicago
stores and markets weekly. Titled
Women in the Store, the program
1s sponsored by Wilson & Co., Chi-
cago. U. S. Adv. Corp.

agency.

is the

Gold Cups for Silver Tongues
TYRO announcers, competing for
fame in KYA’s |Sunday “Micro-
phobians” program, are offered a
gold cup, engraved with the name
of the weekly winner. The cup is
the gift of the | Jenkel Jewelry
store, San Frandisco. Award is
made on the basi of mail returns
received from thd radio audience,
the presentation ¢f the cup being
made the week following the con-

test. Although ruh as a sustainer, ~

Jenkel Jewelry stgre is.given men-
tion during she
change for t&e tr* ph}; award.”

Do You Remember?

IN Headlines of |1927 and Head-
lines of 1912, a néw ;series of pro-
grams on WCK)Y, Cincinnati,
events of 10 and 25 years ago
are recalled by Elmer Baughman,
WCKY staff announcer and nar-
rator. Material for the broadcasts
is taken from old newspaper files
and will indicate |the fashions and
business trends ¢f those periods.
Local interest builder, informative
to the ' younger | generation and
amusing to &he lder.

*

' Ends of the Earth
PROGRAMS |direct from the
Field Museum, Chicago, are being
broadcast weekly| over WGN. The
series is built ground the mus-
eum’s expeditions| with each prog-
ram dramatizing jone of the exhib-
ils on public digplay there. Fa-
mous explorers and zoological lead-
ers are featured in the weekly
show which is titled From the Ends
of ‘the Earth. THe series is under
the joint auspices| of, the Field Mus-
euin and the University Broadcast-
ing Council, Chi‘ag'o.,|=

*

Good Will Tour

A SERIES of special remote
broadcasts, covering the Goodwill
Trade Tour of| the Minneapolis
Civic and Comrnerce Association
to South Dakota| during June, was
to be carried by WCCO, Minneapo-
lis. Eight broadL:asts from towns
in South Dakotalwere planned for
June 14, 15 and 16. Engineers and,
other representatives of WCCO ac-
companied, Minneapolis business
leaders to stage the eight broad-
casts. "

* J* % "

Kids and Pets :
CHILDREN'’s p?ts are the center
of attraction 1n Animal News

lub, a recent| series begun on
NBC-Blue network featuring Miss
Lou Rogers, writer and entertainer.
Children’s own stories about their
pets and tales of the zoo and cir-
cus will highlight "the programs.
Instruction about the care of ani-
mals will alsg b *give:L

. From Verse to Worse

AMATEUR poets arve given their
chance to speak their poems to a
listening world [in a new program,
Today I Am a |Poet, broadcast for
a half-hour each Monday evening
on WHN, New York. But first
each aspiring | poet must prove
himself by cgompleting a poem
read to him before the microphone.
If he fails he gets the gong; if he
succeeds he can then recite his

own masterpiece.
* * % *

In Case of a Tie
JUDGES actually didn’t agree on
the winners of a recent contest pro-
gram called Linda’s Eirst Love
broadeast on WSPD, Toledo, O. So
six watches were given away in-
stead of five and one more winner
felt a lot better towards one more
sponsor.
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Cricket in Wind
IT WENT “chirp chirp” just
like a cricket everytime Carl
George turned on the wind
machine for rehearsals of a

winter drama at AR,
Cleveland. The wind and
wolves were fine, but no

chirps were wanted. Tests
and oil didn’t help. The night
of the show, Mr. George was
checking up on cues and dis-
‘covered a live cricket in the
machine.

Prizes for Safety

CASH awards for safe driving and -

adaptation’ of man-in-street idea
to a’safety campaign are the fea-
tures of a series on WFAS, White
Plains, N. Y., sponsored by the
Mayflower Stations Ine. Pedes-
trians and motorists are questioned
by a roving announcer and a mem-
ber of the police traffic depart-
ment is on hand to check the

.answers. Tie-in is the Mayflower

Safety Patrol which cruises the
streets. and chooses a safe driver
who receives a cash award;

# * *

Where to Find Work
REVERSING the usual program
for the unemployed, KRKD, Los
Angeles, presents The Day’s Work
thrice weekly during which Ruth
Hickox, employment counselor of
the California State Employment
Service, seeks out the job hunter,
tells of jobs on file, discloses the
qualifications* and tells where the
jobs can be obtained.

an
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A GOOD STATION IN A RICH MARKET

WDBJ—the only network station in the
Western portion of Virginia—is doing

CHICAGQ
. Sears & Ayer

1 //r #
| &/ TRADlNy(}AREA

AN IMPORTANT
NEW - SERVICE
FOR ALL IN RADIO

NATIONAL
RADIO REGISTRY

. The Nation’s Clearing House for Radio

Talent and Personnel comes as an im-
portant new service, wholeheartedly
welcomed by . advertising agencies,
radio stations and networks as well as

by radio performers, technicians and

others employed in radio..

In a monthly bulletin, are listed ‘in
sharply divided classifications, the
names, addresses, and qualifications of
persons now employed in radio and
persons wishing to break into radio.
This bulletin is sent tq over two thou-
sand radio stations, advertising agen-
cies, large individual companies and
program  builders throughout ‘the
nation. N

The listing fee of one dollar is the
only charge, and for this reason it is
N definitely @ service which you (as a
: person, now employed .in radio, or"
wishing to get into radio’work) should
use to advantage. You are invited to
write for information, or come -in
today and ‘list yourself so that your
name will be included in the next
National Radio Register.

NATIONAL RADIO REGISTRY

The Nation's Clearing House for

ew Yor

. k3
,,/‘/ Radio Talent and Personnel
S Sulte 569

"~ 415 Lexington Avenue 1:y 43rd Street

outstanding job for advertisers in

the rich Roanoke and Southwest Vir-
ginia rmarket. WDBJ’s daytime business
has increased more than 500% since its
power increase and the installation of

all new equipment last Fall.

Representatives

NEW YORK
Craig & Hollingbery

o the
carl’

of & grea

s YIRGINIA
MEMBER OF THE COLUMBIA BROADCASTING SYSTEM
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Movies Urged to Grab Television

(Continued

corporations interested in television
to lmpress the representatives of
trade papers, financial institutions
and the American press, the writer
recognized the total failure of the
television industry to-approach the
subject of program production
from the proper viewpoint. ‘
** “The Ilaboratories are: bending
every effort to produce the ultra in
equipment. .Yet when that equip-
mentyNs put to use for experimental
breadcasts, the production lacks
fiiesse. To be successful in creat-
ing public acceptance and interest
in this new art, it will not be suffi-
cient to have perfect transmitting
and receiving equipment. Pro-
grams must ‘be caretully’ designed
and produced or failure will result.
“The British Broadcasting Corp-
oration in 1935 reported that they
averaged 26 hours rehearsal time
for a 45-minute {ransmission using
trained talent. That figures 34.6
hours *of rehearsal time for the

entire cast per hour actually on-

the aif. 'The reason for this very
high figure is no doubt due to the
fact that unlike the motion picture,
no; retakes can be made. Every
actor and actress must be letter-
perfect. in both lines and business
tor one take and only one.

“To produce a studio television

program demands much more than,
players who can read lines, good
orchestrgs, and efficient sound tech-
nicians, which are the only essen-
tial studio elements in radio broad-
casting.  The successful studio
television production must employ
all'the trades, research, sets, equip-
meént and technigue of the -motion
picture producer. ) ‘

“Existing radio broadcasting
studios are not designed to accom-
modate the equipment and sets
which must be a part of television.
Ample area must be provided for
the’ maximum number of players,
musicians and technicians required
for- the largest: production to be
undertaken.  Latitude must be
given the cameramen and cameras
which must be mounted on wheels
so; that they- may’ be moved to
wherever action takes place. Dress-
ing rooms and wardrobes are ab-
solutely necessary whenever a pro-
**duction dealing’ with any historjcal-

period is to be presented. All pro-
ductions*will require make-up of
thg players and special wardrobes
will be necessary in many cases.

- A resedrch laboratory is essen-
tial if accurate detail is to be pro-
vided: Special high-intensity illu-.
mination .of the set is necessary if -
the,p;ck-.up cameras are to retord
all details within the range of
focus. Any error or slip on the
.part of players or techmicians will
be recorded on the receivers before
the. director or the production or
the individual responsible is aware
that a mistake 'has been made.

“Studio  television production
must of necessity be limited in its
scope; - exteriors of the sea, the
plains, the, forest or the frozen-
nort_h;czgn only be made outdoors.
The desire of the television inter-
ests ta reach the largest possible
audience will result in television
brog.d sting in nearly all cases
during” the evening hours. Ex-
teriors after dark are, of course,
out of the question.

“In those experimental broad-
casts obeserved where motion pic-
ture film was the medium broad-
cast, excellent results were obtained
when the film was selected with
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proper consideration for the limita-
tions of television.;

“It is most clear that the tele-
Vision  broadecasting  production
must be directed by persons quali-
fied by long years!of experience in
visual - entertainment,, who are
familiar with all the technique of
the motion picture industry.”

.

Conclusions ;of Report’

. The report, after. citing the state-
ments of radio and banking indus-
try leaders to the| effect that tele-
vision’s eventual! emergence is
inevitable, reaches the following
conclusions; .
Television is regularly scheduled
and_brondeast today in London and
Berlin, In the United States experi-
I;lell“ll broadensts u;"e in the nir evqty
day. . i tie
The apparent delay in the United
States is caused by the problems of
inter-connection of cities for television
broadeasting as is :done with radio.
and the geographical distrbution of
transmitters in a manner which will
not sprovoke interference. There are
other problems of less importance for
which solutions may. be found at any
moment. . -
Some of the resdarch groups hére
have made great advinces in the trans-
mission of images. | Excellent clarity
of tone is now combined with pictures
of high definition. . oo
The e¢American f{elevision screens
show pictures of only 7 by 10 inches
[See BRroabcasTING, May 15, June
1]. Forecign screens|are now compdr-
able with thoseé used|in motion picture
theatres.

[

.

There can be no doubt that telev-
sion! in Ainerica must eventually of-
fer a larger picture if it is to.possess
real; entertainment value.

Close up views are by far the most
interesting. When the iconoscope
camera attemapts more than head to
waist views details aFe lost.

_So far experimental broadeasts de-
signed especially tor stimulate interest
in this new art have demonstrated that
showmanship has been sadly missing.

The shows are poorly staged, which
reveals the truth in what the techni-
cians say, that the programming prob-
lems are as great as the scientific rid-
dles
Tbe artistic side of this new art
1Imeds showmen and needs them badly.
t i
desiEners, make up experts, directors
and/all those artisans who make the
motion pictures what they are lhave
not found their way into television
vet.] When they do it will be a hoon
to _the productions,

Live talent in studio television pre-
sentations must consist of netors and

acteesses who arve famouns for their
work on the stage and in mofion pie-
tures, il public interest is to  bhe
aroused.

Most radio actors are not gualified
by l’gruining or experience to meet tlie
exacting requirements of this new art.
All| characters in a studio television
brohdcnst must be letter-perfect in
lineés and business, Television is a
‘“one-take” show, If any slip or error
is made, it is recorded on all receivers
tunpd to the station at the exact sec-
ond of its occurrence. No radio broad-
sting station is equipped with the
Aufios and other paraphernalia “hec-
sssary to produce a television show.
The highly developed technique of the
mo\ion picture meets all the require-
ments of television save twg: 1—
Make-up for motion picture ta¥ks is

.Television to Develop Own Art 'Fcé’rm

‘After Borrowing

TELEVISION expects to borrow
from motion picture technique in
the beginning, although. the pe-
culiar needs of the new art will ne-
cessitate the. development 'of its
own art form as well as a dis-
tinctive techmnique of presenting
programs. )

So stated Ralph R. Beal, RCA
supervisor of research, New York,
at the Society’ of Motion Picture*
Engineers convention in Hollywood,
May 28, when he was guest of
honor and principal speaker at the

television session/ Mr. Beal de-
scribed the present status of televi-
-sion development| and also dis-

cussed some of the probably inter-
acting éffects of the new art with
the sound motion picture. He inti-
mated that such favors as televi-
sion receives from the sound mo-
tion picture in its; early years will
be returned with; interest in de-
vices and methods developed for
television which {also will lend
themselves to adaption to the
Hollywood motion‘picture lot.
“You can teach ixs technique,” he
said, “but it musfibe almost inevi-
table if television lis to achieve its
own requirements in technique that
we shall one da offering you .in
return: technical short-cuts to pro-
duction.” There is} good reason -for
this belief, he said)in that the ear-
lier development of radio and elec-
tronics, stimulated by the coming
of sound broadcastgng, had inciden-
tally given rebirth to the motion
picture, by adding! sound to sight.
It was pointed outthat the old me-
- chanical phonograph would not now
“be enjoying as it _§s an increasing
,degree of public interest, without
the stimulus' of electric recording
‘and reproduction.

&

N

First From - Movies

Mr. Beal also revealed that tele-
vision technique requires instant
switching from long-shot to close-
up, without cutting. He said he un-
dersfood that, under some condi-
tions, a few minutes worth of usa-
ble| film was considered a good
days work in Hollywood. Applied
to Jhe creation of a television pro-
gram of twoe hours duration, at-
tempts to copy Hollywood might re-
quire a month or two to prepare
fon] such a single show.

‘If we balance the technical and
priogram considerations of the
soynd motion. picture and televi-
,- I think we must conelude that
the first should have the advantage
of [leading in artistry, whereas the
other must depend upon the' spon-
taneity of its presentation. Where
the one may offer the convenienc
of \viewing, the other will attraci
by |the degree of its artists perfec-
tion. I say this as one who is just
as |interested in the technical im-
prgvement of sound motion pic-
tures as in television,” Mr. Beal
said. -

_He further pointed out that tele-
vision programs, at least in their
eal%;'y stages of development, prob-
abl} ‘would Tely upon the scanning
of motion picture film to a consid-
ergble degree, since network hook-
up| of stations must depend upon
the development of suitable means
either radio relay or coaxial cable

for interconnecting television trans-

mitters. ..¥r. Beal concluded ‘his
talk by reaffirming his belief that
television,-like sound broadecasting,
would find its place, in American
entertainment by augmenting,
ragfner than displacing, present fa-
cilities. !

BROADCASTING « Broadcast A

most apparent that the scenic °

+

not satisfactory for a stindio telavic:

production, due to the if}lllhilitttyle(;fmﬁn
iconoscopes faithfully to reeorq Coloe
contrasts; 2—Costuming of Dlnyer{
and the coloring of ths‘must be cﬂrs
fully studied in studio prodnctiongi;
that proper lighting contrasts cap |,
recorded. : J

Much speculation exists regarding
the alleged threat of television to th,
future security of the motion pictur,
industry. Belief that the motion pie.
ture will suffer when television .
comes a commercial fact appears t,
be without foundation. After ohgery.
ing the experimental broadcasts of
this ‘new art, one is aware at oye
that the motion picture industry
which «alone possesses all the elements
of successful television program pro.
duction must become a part of this
new art. The radio industry, ‘due ty
its limited facilities is not equipped t,
produce an acceptable visual produe
tion.

Because of the terrific cost of inter.
connecting cities by coaxial cable (the
only menns now lmown), the motion
picture indugtry has a great oppor
tunity to produee programs on fily
and ship prints to teledision stations
for local broadeasting. {The four n-
tional chains now brondcnst APProxi-
mately 200 programs dach day. It
should be the aim of the motion pic-
ture industry to securel the produe
tion of at least 30 minutes of materi-
al for each chain daily. If this can be
accomplished, it will increase the pro-
duction of finished m‘otiog picture film
in the U. 8, by over 66-2/3%. accord-
ing to figures supplied by the Motion
Picture Division of the Bureau of
Toreign and Domestic Commercé.

To increase production schedules to
such an extent would bef n titanic un-
dertaking unless gmdn{nl expangion
were planned. It is, thenefore, evident
that the motion picture industry must
begin to consider the matter now if it
is to accept in whole or in part the
great opportunity which ‘%'his aspect pi
television presents. Through the facil-
ities of the Motion Picture Producers
and Distributors of Anleriea, a co-
operative effort should Be“ planned ﬂ_nd
executed which would asgsure, the in-
dustry its proper place g) the develop-
ment of this new art. 7

Movie Holdings

There are at the présent three com
panies, members of the Motion Picture
Producers and Distributors of Amer-
ica, who are financially interested in
radio stations:

1. Warner Bros. own|and operate
Station KFWB in Holl ‘wood, and it
is said that during.the past year
formed a new subsidiary,| Transameri-
can Brondeasting and Television Corp.
with headquarters at 521 Fifth Ave,
New York City. Transamerican is ac
tively engaged in radio station repre-
sentation and program| Production.
Additipnal station purchdses are cou-
templated by this group| and as re-
cently as March 22, Transamerican
announced that it would Hereafter rep-
resent the Lioew-Metro-Goldwyn-Mayer
radio interests. |

2. Loew's Inc., a Metro-Goldwyu-
Mayer organization, owns and opef-
atey station WHN in New York. .

4 RKO motion picture interests
are, of course, closely alljed with the
National Broadcasting Co. ghrou;:h
the Radio Corporation of America. the
parent company of the National
Broadeasting Co.

Undoubtedly these inferests have
recognized [the importance of motiod
pietures in ltelevision program produc
tion. Each of these interests or all of
them may be preparing tp organize 2
program-producing. unit which would
be attractive to television broadenst-
ers. It would be a simplé proposition
for the radio and telévision industries
to pool their: interests. .

Any contract arrangement individ
ual producers might make with the
radio and television intefests to pro-
duce television program material could
have no guarantee of“]permanence

ertising

i interest of the motion pic-
Bt I;L('fﬁ:tl“;tas a whole, a plan of
tm‘:{iuction effort which will freely
m:omit all producers to pi}rtxmpute,
l.JL:hey than limit production to a
e 1l group, might be explored through
Smnlﬁ' the Motion Picture Producers
& D)istrihutors of America Ine. The
fudio and television ‘interests, recoy-
izing the great importance’ of motion
u;étu1-es to the success of the mew
Ill)l't might cooperate to 1gu‘r'chu§e mo-
['lul‘l picture proglucmg' fu.mhues to pro-
duee programs in their interest. Horw»
ever, &L production effort as suggesl,ed
above would forestall such action by
the radio and te]ew_'lswn. interests.

Yome-in the motion picture industry
may teel that it is too early- to form-

ulate plans as to what position it *

i 11 P It
qould take in regard to television.
;]11\‘1)51. be remembered that while there

are problems which must be dealt with

hefore television is commercially prac-
tical, no one can preqlct with any cer-
{ajnty thnt n solution may not .bu
renched at an early date, 'l‘e‘h'v"lsmhn
may be upon us hefore we realize it
and preparations should he muc.h: 110\37
hy the industry: for ity part in this
new arl,
Purchagde of Control,

1f the motion picture industry is to
set the greatest benefit trom_ tele-
vision, it must actively engage in the
pusiness of radio and telev1s10n_broudv
casting, or produce the material for
televison broadcasting. To do this, an
association for profit in the nature of
an open pool of television broadcast-
ing rights might be formed by those
now engaged in the industry sufficient- -
Iy interested to contribute financial
support. Such associations should have
hrond powers to engage in the lm:w-
ness of radio ind television in all its
branches. . .

This new nssocintion might first
consider the purchase of the control
of stations not now included. in the
four major chains and form them into
a national network. This plan offers
the possibility of controllmg_only those
stations which because of inadequate
power, inadequaté equipment, unsatis-
factory operating time or frequencies,
were not found desirable by the major
chains. '

An attempt to purchase such con-
trol and form a new network would
involve long delays .-and many uncer-
tainties. However, if such a plan could

be carried to a successful conclusion .,

the network would become the fifth na-
tional chain and would, require an in-
vestment of great sums before it could
be established as a dominant factor
in the radio industry. It would be.ex-
tremely difficult to recruit an efiicient
executive and operating pérsonnel for
such an enterprise. While ‘thIS plan
might be less expensive initially than
the second plan, the caompleteness of
the second plan recommends it as
against the first. H

The second plan is-' based on the
purchase of control of an existmg. na-
tional chain of broadcasting. stations.
The NBC Blue Network, the Colum-
bia Broadeasting System or the Mu-
tunl Broadcasting System are sug-
gested as being properties whichh might
be acquired. Each has.a compléte and
efficient staff of executives and operat-
ing personnel with many years of_ex-
perience. Each is made up of stations
long established in desirable locations
with modern equipment, satisfactory
power, frequencies and broadeasting
time. Each has a competent engineer-
ing staff fully conversgnt with tele-
vision ag it has develpped here and
abroad, and able to carry on as tele-
vision hecomes a commercinl fact.
Bach enjoys an excellent reputation
and representative audiences which
make their facilities desirable outlets
for sponsors.

The acquisition of any one of these
networks would establish the motion
picture industdy “in a well-organized
and profitable enterprise. The control
of an existing network will permit the
industry to injeet into its radio and
television programs such materinl as
it considers in the best interests ot
the motion "picture industry and the
public. Trailers of feature picturds
conld be made a part of its television

TELEVISION TOWER—From this
antenna array atop’ the Empire
State Bldg.,, New |York, RCA and
NBC enfrineérs ane experimenting

. with 441-line teleyvision transmis-

sion, now capable of producing
home-movie-size pictures [BROAD-
CASTING, June 1].| Tallest point in
Manhattan, the Empire State spire
gives line-of-sight some 35 miles.
It is from this transmitter, now
secretly serving model receivers in
laboratories, offices and homes of

, about 75 RCA-NBQC officials and en-

gineers, that television’s first pub-
lic service is expe‘%ted_ to start..

program in such an appealing manner
that the public wguld be induced to
attend- the complete showing of the
pictures in the theatres. The stars of

Hollywood are recognized as the most -

desirable material for radio and tele-
vision productions by advertising spon-
SOTS. .

It has been definitely established
thut radio programs with Hsllywood
Stars create the |greatest audiences
and pay the highest prices.

Due to en{;ineeFing limitations in
the geographic distribution of tele-
vigion stations, there will be keen com-
petition for government licenses. The
Federal Communi¢ations ‘Commission,
charged by Congress with the admin-
istration” of the Communientions Acl,
will undoubtedly, |give its favornble
consideration to those applicants who
can establish beyond question their
ability to produc¢ the hest programs
in the public’s interest,” convenience
and necessity.

An orgnuizutioJ such as any one of
these existing chains, combined with
the great resources of the motion pic-
ture industry, cguld present to
Commission the most valid reasons for
requesting aud r¢eeiving television li-
censes. The acquigition of any of these
national chains would provide profits
which could he uked to purchase tele-
vision transmitting equipment when
available. Due to its limitations and
extremely high.cqst, television will not

. .WASHINGTON, D. C.
has an’ Annual Payroll of
$360,000,000
Reach it with
WOL

the |

Washington, D. C.
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Don Lee Officially Op‘éns
New Television Plant on

First Visual Anniversary

OFFICIALLY inaugurating its
new television sound channel trans-

‘mitter, the television division of the

Don Lee Broadcasting System, Los
Angeles, on’ June 4 broadcast two

.special sight-and-sound programs in

observance of the first anniversary
of the opening of high-definition
television demonstrations to the
general public. “Sight” portion of
the televised program, composed’ of
current newsreels and short film
subjects, was sent out om 45,000
ke. while the “sound” portion was
broadcast -on_the new frequency of
54,300 ke. New transmitter is of
the latest grid-modulated design
and reproduces sound freguencies
from 40 to 10,000 cyles with fidel-
ity. . : '
yDuring the past year more than
10,000 persons, including scientists,
engineers and government offiei

inlg,
have witnessed the daily telch
. broadcasts, according to Harr}

Lubcke, Don Lee director of televi-
sion. Periodic broadcasts have been

- witnessed by guests at a receiving

set under normal home conditions
at a location 3% miles north of the
transmitter, and at private resi-
dences elsewhere 'in Los Angeles.
Most difficult reception’ was success-
fully received last April during 74
separate demonstrations in Pasa-
dena, Cal.,, a distance of ten miles
from the television broadcasting
stations, W6XAO, with a milg of
three peak hills intervening.
Methods and technical apparatus
used in these broadcasts are large-
ly under patents to the Don ILee
Broadcasting System and Mr.
Lubcke. The sight-sound transmis-
sions of W6XAO occur twice daily
except on Sundays and holidays.
Daylight schedule is® as -follows:
Monday, 9-10 a. m.; Tuesday,
10-11 a. m.: Wednesday,,11 a. m.-
12 noon; Thursday, 12-1 p. m.;
Friday, 1-2 p.- m.; Saturday, 2-3
p. m. Evenings, 6:30-7:156 p.-m.|

"

Kosto’s Fall Plans
KOSTO Co., Chicago (prepared
‘dessert), will start a spot cam-
paign on 7 or 8 stations in Sep-.
tember, Daily 100fword announce-
ments will be used in the:larger
cities in Illinois, Indiana, Wiscon-
sin and Michigan, with the possi-
bility that Ohio and Minnesota
statiens will also be used. Perrin-
Paus Co., Chicago, is agency. i

‘ |
replace radio broadcasting” for mény
years. Sponsors will continue to carry
on their advertising ecampaigns by ra-
dio, because it will permit them: to
reach the greatest number of people

for their advertising dollar. Televisibn .

cannot be denied—the- people demand
it, and sponsors want -it. X
-The motion picture,industry hag its
greatest opportunity’ for expangich
knocking, at its door to day. It must-
prepare now for this new industry
whicly is certain to become an impor-
tant part of our American life.
Inasmuch as the development
the West | Coast and Kurope ag re-
corded inthis report were obtained
without first hand investigation, [t Is
recommended that. they Dbe investl-

of

gated forthwith and that the findings °

be added
It is v
vision be

o this report.
commended that some |pro-
made to keep appraised of

development both lere and abroad a%-

occur. A continuing survey
made and results published
» intervals. :
A .

they may
should be

at regula :
: v

QUICK -
ECONOMICAL
RESULTS

for

- CLASSIFIED

ADVERTISERS
cffe

BROADCASTING’S *complete cover
age of the radio broafcasting in-
dustry is your assutance of reaching
the largest number of -prospects for
what you want to buy or sell= -

Help Wanted

You ymay choose a, new, employe'e
from numerous éxperienced appli-
cants if you insert a Help Wanted
classified ad in BROADCASTING.

Qituations Wanted

Outline your experience and: quali-
fications in a classified ad in Broap-
CASTING. Some ‘concern may need
you—rteach your next employer
through Broapcasing. Others have
done it with success. -

Wanted To Buy or Sell

If youlwould like to buy some used
equipment, insert a classified >ad " in
BroapcasTiNG and choose from sev-
eral attractive offers.

Services

If you have a service for the brdac!-
casting industry there is more busi-
ness for you .if you outline your
services through a classified ad in
BROADCASTING.

C"opy should reébh'this office five "

days prior to date of publicasion.
7¢ per word for Help Wanted and

Situations Wanted.. All others 12c

: pe'1: word.  * =
' BROADZASTING
< %

. 870 NaTIONAL PRESS BLot.
* * WASHINGTON, D. C.

' ° [ .
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STATION ACCOUNTS

sp—studio programse
t—transeriptions o
sa—aspot grnouncements
ta—tirangcription announcements

. WOAI San Antonio

Genersl Mills Inc, Minneapolis, 10
weéoekly ¢, thru Blackett - Sample-
Hummert Ine., Chieago.

Burris® Mill & BElevator Co., TFort
-Worth (Light Crust flour), 5 week-
Iy r#p, thru.J. Walter Thompson
Co., Chicago.

Crazy Water: Co., Mineral Wells,
Tex. (Crazy Crystals, Next shaving
cream), 5 weekly sp, thru Rogers
& “Smith, Dallas.

Folger Coffee Co., Kansas City., b

weekly ¢, thru  Blackett - Sample-
Hummert Ine., Chicago.
Morten Milling Co., Dallas (La

France fleur), 8 weekly sp. thru
J.” Walter Thompson Co., Chicago.
Americin  Tobaceco Co., New York
{Cremo cigars), 6 weekly ta. thru
Lawtence C. Gumbinner, N, Y.

WOR, Newark

Cnlo Products Co. Inc., Oakland,
Calif. (Calo dog food), 2 weekly f.
thru Emil Brisacher & Staff, San
Francisco.

Smpdurd Air Conditioning Inc., New
York, 2 weekly sp, thru Arthur
Kugdner Inc, N, Y.

American Gas Machine "Co., Albert
Lea, Minn. (Kitchen,Kook stoves),
2 'weekly ¢, thru Greve Ady. Agen-.
cy, St. Paul. .

Alfred W. McCann Laboratories Inc.,
New York (special foods), 4 weekly
sp, direct.

Swift & Co.. Chicago (Premium
meats), 3 weekly sp, thru J. Walter
Thempson Co., Chicago.

WOOD-WASH, Grand Rapids

H. J. Heinz Co.,, Pittsburgh (sou
. 120 sa, thru Maxon Ing., Detrgi)t:
- Begumont Lahoratories, St: Louis (4-
way cold tablets), 100 fa, thru H.
W. Kastor & Sons Adv. Co. Ine..
Chicago.
Swift & Co. Chicago (Flexo water
softener), 36 .sa, thru Stack-Goble
. Adv. Ageney, Chicago.
Grand Rapids Brewing Co., Muske-
gon, Mich., 100 sa, thru Oliver A.
Wallace Inc., Grand Rapids.

KFBK, Sacramento

H. D. Lee- Mercantile Co., Kansas
City (overalls), sa, thru J. Stirling
Getchell Ine, N. Y. =« 5

Rall Bros. Co», Muncie, Ind. (fruit
jars), sa, thru Applegate Adv.

Ageney, Muuncie. N

Gilmore Oil Co., Los Angeles (Red
Llon). sa, thru Botsford, Constan-
tine & Gardner ‘Inc., Ips Angeles.

WCKY, Cincinnati

Premier - Pabst Sales Corp., Chicago
(beer}, 1 gsa June 22 hefore boxing
match, thru Sears & Ayer, Chicago.

Scholl Mfg. Co., Chicago (foot trent-

ment ), 10 sa, thru Donahue & Coe
Inc, N. Y.

WBT, Charlotte

Castleberry’s Food Co. Inc., Augusta,
3 weekly sp, thru Groves-Keen Co..
Atlanta.

Allis-Chalmers Mfg. Co., Milwaukee
(All-Crop harvester), 2 weekly ¢t.
thru Bert-S. Gittins, Milwaukee.

WAAB, Boston

Hecker Products Corp., New York,
(Force cereal), #a, thru Erwin
Wasey & Co., N. Y. !

WEAN, Providence

Ironized Yeast Co., Atlanta, 9 ¢, thru “This morning I'm go
Y. .

Ruthrauff & Ryan Inc., N.
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. KEHE, Los Angeles

¢ Vernon
(dried fruits & juices), weekly sp.
thru Glasser Adv. Agency, Los
Angeles. .

- Union Pacific Stages, Los Angeles
(transportation} 3 weekly sp, thru
Beaumont & Hohman Inc., Chicago.

ITuffmann - Holmes Co., Los Aungeles,
(HL. & I foot exerciser), 3 weekly

.3p, weekly £, thru Advertising Arts
Agency, Fos Angeles.

de Blorza Cosmetics Ine., Hollywood,
(shampoo), weekly sp, thra Conti-
neninl Adv. Service, Ilollywood.

‘Carter Medicine Co., New York, (liver
pills), G weekly ta, thru Street &
Finney Inec., N. Y.

WGY, Schenectady

Baker -Extract Co., Springfield, Mass.,
weekly se, thru William B. Reming-
tou, Springfield.

Emerson Drug Co., Baltimore (Bro-
mo-Seltzer), 300 sa, thru J. Walter

. Thompson Co., N. Y. -

Arérican Oil Co., Baltimore (Am-
’g‘ﬂo). 3 weekly ta, ‘thru Joseph Katz
0., Baltimore.

Durr Packing Co.. Utica, N. Y.
émonl). 6 weekly sa, thru Moser &
Jotins, Utica, ‘ ‘

Penn” Tobacco Co., Willkkes-Barre, Pu.
(Kentucky Winner cigarettes), 3
weekly sp, thru Ruthrauff & Ryan
Ine, N. Y.

KMBC, Beverly Hills, Cal.

- California Lobaknamel Co., Los An-

- .geles (enameling process), 6 week-
ly sa, thru Allied Adv. Agency Inc.,
Los Angeles.

Kenny Food Products Co.. Los Ange-
les (packaged salads). 6 weekly, sa,
direct. )

WHN, New York

Chicago Food Products Co.. Chicago
(Silver Skillet Hash), 6 weekly sa,
thru Gotham Adv. Co., N. Y.

Reymer & .Bros. Ine., Pittsburgh,
(Lem'n Blend), 6 weekly sa, thrn
Walker & Downing, Pittsburgh.

WNAC, Boston

Armand Co.. Des Moines, Iowa (Face
Powder), 91 sa, thru Coolidge Ad-
vertising Agency, Des Moines,

Procter & Gamble Co.. Cincinnati
(Drene), 9 ¢, thru H. W. Kastor
& Sons Ime., Chicago.

KFWB, Hollywood

Huffmann - Holmes Co., Los Angeles,
(H. & H. foot éxerciser), 3 weekly
sp, thru Advertising Arts Agency,
Los Angeles.

Nussbaum Ce., Los, Angeles”

* KFRC, San Francisce

Dodge Bros. Corp., Detroit (nutomo-
biles), 13 ¢, thru Ruthrauff & Ryan
Inc, N. Y.

Lever Bros. Co., Cambridge, Mass.
(Lifebuoy), 65 ¢, thru Ruthrauff &

.Ryan Inc, N. Y.

Nu-Made Mayonnaise, Los Angeles, 90

ta, thru ‘Lord & Thomas, Los An-
geles, -
Ogegon  State Ilighway Commission,

Portland, Ore., 30 ta, thru Botsford,

Constantine & Gardner Inec. San

Trameisco.
Scholl Mfg. Co., Chieago (footl ap-
thru Donahue &

pliances), 5 asa,

Coe, Inc.,, N. Y.
WBAP, Fort Weorth

Byrown & Williamson 7Tobacco Co.,
Louisville (Kool, Raleigh), 6
thru BBDO, N. Y.

A. J. Frank Co., Minneapolis (Lather
Kreem), weekly sp, thru McCord
Co., Minneapolis.

_Ralston-Purina Co., St. Louis (fceds),

3 weekly ¢, thru Gardner Adv. Co.,
St. Louis.
Allis-Chalmers Mfg. Co., Milwaukee

(tractors), 13 t, thru Bert S. Git-
tins, Milwaukee.

KNX, Hollywood
Sperry  Flour Co., San  Francisco,
i (flour, cereals), weekly ap, thrn
IWesteo Adv. Co., San Francisco.
Swift & Co., Los Angeles, (Formay
shortening), 5 weekly sp, thru J.
‘Walter Thompson Co., Los Angeles.
Klingtite Products Co., Hollywood
i (fabric adhesive) 5 weekly s$p, thru
{Allied Adv. Agencies Ine., Los An-
izeles. .
KFYR, Bismarck, N. D.

International Harvester Co., Chicago
i (twine), 6 weekly sa, thru Aubrey,
Moore & Wallace Ine., Chicago.

.\?noricnu Gas Machine Co., Albert
'T.en, Minn., (Kitchenkook), 3 week-
ly ¢, thru Greve Adv. Agency Inc.,
{St. Panl.
| WIS, Columbia, S. C.

Allis-Chalmers Mfg. Co., Milwaukee
i (All-Crop ‘harvester), 2 weekly 1,
ithru Bert 8. Gittins, Milwaukee.

Nu-Enamel Distributing Co., Colum-
bia, (paint), 3 weekly sp, direct.

WIND, Chicago
“hicago  Roosevelt  Steamship  Co.,

Chicago, 2 weekly 1, thru Mefunkin
Adv. Co.. Chicago.

CONTR Ot
[X-T-W'N

ing to tell ya,"
. limburger cheese dishes.”
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WWW_ american

AN N I |

j
i
4

Rockefeller Center Weekly
how to make some delicious

I

WBZ-WBZA, Boston-Springﬁeld

\ssociation of Pacific Fisheries 8

tle, sa, thru J. Walter Thep eat.

Co., San Francisco. - Pioy

Biker Bxtract Co., Springfield, ),

avoring extracts), sa thpy Wﬁ'
B. Remington Inec., Smingﬁe]]d'

1 Mfg. Co., Cambridge, Mags.

(Soayine), 312 +#r, thra Dowd ¢
Ostrejcher Inc., Boston.

L.n Tougaine Coffee Co., Boston (Lo
Touraine coffee), 24 tr, thrn Ingyy;
Adv., Boston.

Detroit White Lead “Works, Detyjt
10.te, thru Simons-Michelson ¢y
Detroit. . ’

Procter & Gamble Co., Cincinnyy
Ohio (Oxydol), 9 sa, thru Blackey
Sample-Hummert Inc., Chicago,

Doyle Packing Co., Newark, 20 g
direct. '

Frye Co., Watertown, Mass, (Py.
Creo-Bismuth), 100 se, thru Ty
rence M. O]Connell, Springfiel].

KYA, San_ Francisco

Crazy Water Co., San I'ranciseo (mip.
eral erystals), 3 weekly sa, ‘direg,

Iollywood IXealth and Beauty Py
lications, Onkland, 3 weekly (, thry
Frank Cox & Staff, Oukland,

Murine Co., San Franaisco (cosmet-
ics, 2 weekly sa, direct.

General Mills Inc., San Francisy
( Bisquick ), weekly sp, thru Weste
Adv. Agency, -San I'rancisco.

North Point Diesel Sehool, San Fran
cisco, 6 weekly sa, direct. .

Safeway Stores, Oakland, Cal. (g
ceries ), weekly sp in German, direet,

Union Pacific Railway iCo., Y.os Ange
les, 7 monthly ¢, thru Caples Co,

T.ox Angeles. i

:  KSFO, San Francisco

Calo Dog Food Co., Oakland, 2 wed-
ly (. thru Fmil Brisacher & Staff,
San Francisco.

Coea Cola Co., Atlanta, five weekly
t, thru D'Arcy Adv. Co., St. Louis,

Seiberling “Rubber Co., Akron (tires],
4 weekly ta, thru loeal distributors.

-KERN, Bakersfield, Cal.

Miss Saylor's Chocolates Inc., San
Frauncisco, sa, thru Doremus & Co,
San Franecisco.

Lever Bros. Co., Cambridge (Spryl,
:{(H) sa, thru Ruthrauff & Ryan Inc.
.v. ‘v. i

WEEI, Boston

American  Gas  Maching
Lea, AMinn, (Kitchuﬁ
15 tr. Greve
Minneapolis. | ]

WMCA, New York

Brander Co. Inec., U(-.wf York (No. 7
sunburn lotion), 2 weekly sp, thr
Normau II. White Jg., Inc, N.Y

KFWB, Hollywood
de Blorza Cosmeticst Ine., Hollywood,
(shamppo), weekly ¢p, thru Conti-
wental Adv. Serviee, Tollywood.

KECA, Los Angeles

Co., Albert
Kook time),
Adv. ‘ Ageney Ine,

R Garden Quarterly, Yios Angeles, (mag

azine), weekly sp, thiu Charles IL
Sieeke Ine., Lid., Los \‘Augelt's.
KFI, Los Angeles .
Scholl Mfg. Co., (Jhi(s:lgq { Dr. Scholl's
foot appliances) 10 s, thru Dona:
hue & Coce Ine, N. Y,
KGO, San Francisco
Scholl Mfg. Co., Chicago (foot ap
pliances), § sa, thn I)omlhm'&:
Coe Inc, N. Y
KDYL, Salt Lake City
Brown & Williamson Tobacco Co.
Louisville (Kool), 7 ¢ thru BBDO.
. Y.

A

KJBS, San Francisco
Provident Jinance Co., Sun Francisco,
5 weekly sa, thru Frederick Seid

Adv. Ageucy, San Francisco.
Schwartz Ginger Ale Co., San Fran
visco, 7 weekly se, thru Frask
Wright & Associutes, $an Francised,
Tire Service Co., San Francisco, »
weekly sa, direct.
Standard Beverage Co., Qakland
(XNehi, Royal Crown Cola), 4 daily

sa, thru Emil Reinhardt Agenc
Oakland, i
Foutana Food Productts Co., San

Francisco, 6 weekly sp, thru Brew-
er-Weeks Co., San Francisco.

(

| grams on

| D10 ADVERTISERS

OHNSON & RAND
SJt Louis (Poll Parrott
lnced its wesxlin alilver-
noes/r th Grace Glasser Adv, Agen-
usmﬁ :v}&tggellz‘i and on July 12 starts
o ,,% weeks A gix-weekly quarter-
for “live talent program News for

OBERTS,
gﬂom Co.,
ghoes), has D

hour AT 7 hn Daggett
I th “Uncle” John s ,
g:’ﬂ'efx"mtwnlr on KFWB, Hollywood.

R INTTY DENTISTS Inc., and
Eoo,ﬁg\[‘h?y Opticians  Inc, Bostog,
with 2 radio, budget exceeding $1,000,
tracted for 312 pn}-tlcmx\tmns in
c|”£ WAADB News Service for a year.
E]‘lho contract wis signed shortly after
gimiiug of n Massacliusetts blll_pr(f-
hibiting dentists from using_radio to
.]m-rliso. The bill becomes effective at
.‘1[("‘ end of July. (3()11111\nnW(-ult11.Arlv.
Ageney, Boston, is agency for ‘Com-
unity, which has had s('vur.ul pro-
o Yankee aud Colonial net-
works. : .
PFMAN-TTOLMES Co., Tios An-
rlrlp:o,lu.l|?1lm\ml'm-tur<-1‘s .nm] distributors
of 1T & IT fool exereisers, lins pl.n(.'ml
its radio advertising leI]l Advertising
Arts Agency, that city. ‘
T MILK Co., St. Louis has re-
igﬁdlirs contract for six months on
the Polish Varieties .Hom‘, over
WJIBK. Detroit. Studio program is

| aired six times weekly nnder Direc-

skicwics is placed
tor Walter Leskicwicz and is p e
r‘lzlrnugh Gardner Adv. Co., St. Louis.

AMERICAN GAS MACHINE Co..
lt‘lﬂn ILmu,IMiHn. (Kitchenkook

——

| tions June 2.

qnges), makes up lists in.July, ‘in-
L?&iﬁm} radio,  Agency is Greve Adv.
Ageney Tne,, St Paul.

FICTOR BREWING Co., Jl‘ll}]l]('(“:.
}';1.. has placed its aceount wuh)_W.
Earl Bothwell Adv. Agency. Ditts-
hurgh.

PHARMA CRAFT Corp,, _Louisville,
has named Young & Bll:lncnm 'Ipc..
New York. to service its' advertising.

| SEARS. ROEBUCK & Co., Chicago,
(used. from three to nine spot an-
' pouncements daily on 13 Chicago sta-
3 and ’gl pfro]r]notpm
| Coldspot refrigerators, The following
I»tntinlus were used: WGN, WBBM,
WMAQ, WENR, WLS, WCFL.
WIID, WAAF, WIND, WSBC,
WOES, WOBD and WCRW. Dade B.
Epstein Adv. Agency, Chicago, is the
agency for Sears-Roebuclt in Chicago.
1ICE COMPANIES of Massachusetts,
Boston (ice refrigeration) ix using an
early morning song and pattery pro-

eram on WBZ-WRZA, Boston-Spring-
field, six quarter-hours a week for H2

weeks. Agency is Dowd & Ostreicher
Ine., Boston.

STANDARD FEDERAL:. Savings &
Ioan Association, Los Angeles (sav-
ings), thru Darwin II. Clark Adv,
Agency, that city, on May 26 started
a soven-week test campaign on KECA,
Tos Angeles, using a thrice weekly
?nurtvr-hour Iive talent show Ann
(‘Sok's Budget Program, directed to
women, It is the first radio for the
account and campaign is a _local test
with no extension planned for the
present,

MOXIE Co., Roxbury. Mass. (Moxie—
hevernge)y has started participations
in Yanked\ Network News Service,
four times weekly until July 1, on 13
Yankee stations. Agency: Hurry M.
Frost Co. Inc., Boston.

ANOTHER candid camera club for
local enthusiasts has been formeéd by
Dick Burris, program director for
KPYR, Bismarck, N. D, It is broad-
cast Saturday mornings as a  sus-
tainer.

Outside Stations Are Not
Heard Here Daytimes.

!
|

|

. 1000 watts KGVO Miseoula,
1260 ke. Montana
Columbia Broadcasting System
A fliate .

land culminated a |big transecrip-
tion and CBS buildup for model
Kelvinator homes being built by
Nash-Kelvinator orp. Mayor
I'rank C. Cain (lefq), of Cleveland
Heights and Mrs. Harold H. Bur-

ton, wife of Mayor Burton of
Cleveland, handled |the excavating
)

tools. James W. (lark, of <Inter-
state Adv: Agency,|which handled
the campaign in Cleveland, is at
the WGAR microph¢ne. Two homes

leveland, to be

are being built in b
e CBS Kelvin
Word Building Con

ANTON - FISEER TOBACCO Co..
Gumbinuner Adv. Ageney, New York,
to direet the advertising of Spud ciga-
tive. The new ageney will probably
not place any adver{ising before fall
but it is expected that radio will u;.:.ﬂin
be & major medinn |n the campaign.
sponsored 12d Wynn in an NBC series.
WILSON AND GHORGE MEYER
tributors of calcium|nitrate, Swedish
and Northland peat}moss, and other
‘has appointed Gerth-Knollin Advertis-
ing Agency, San Francisco, to handle
VARADY OF VIENNA, Chicago
(face powder), which has changed its
WHIC, Columbus, {o the list of sta-
tions Dbroadeasting its Sunday linlf-

given as prizes in t]

est.
Louisville, has appointed Lawrence C.
rettes. Max A. Geller is aceount execu-
nud uo definite plans [have been made,
During the last winter the company
& Co., Pacific Coast importers and dis- .
chemical and agricultural produets,
advertising.
name from Armin-Vaprady, has added
hour Mutual program. Baggaley, Hor-

ton & Hoyt' Imec., | Chicago, is the
ngency. ' N
FITGER BREWING Co., Duluth,

has appoiuted the Ileo Burnett Com-
pany Inc., Chicago, |as its advertising
agencey: A campaign starts immedi-
ately, including radip, newspapers and
outdoor posting. |

WALTER WINCHELL has been signed
by his spansors to brosdcast his news and
gossip for another yedr, carrying his pro-
gram through 1938. [Winchell is mow in
his fifth year with th} same sponsors, the

Andrew Jergens Co.,

\
. WsSOQ 1S A

STAR

[
PRODUCER

A master salesman knows his
prospects. He falks their lan.
guage. So does| WSOC. That's’

' why your advertising dollars on
this friendly stdtion bring such
profitable -response.

WSoC

Charlotte, N. C.
&
NBC Affiliate

FIRST KELVIN HOME — This
ground-breaking ceremony in Cleve- -

Cincinnati - (Jotion) .

Agency' Chosen by N. C.

EASTMAN, SCOTT & Co., At-
lanta agency, has beén appointed
to handle the $250,000 two-year
advertising campaign to be started
July 1 by the State of North Caro-
lina with the object of attracting
tourists, farmers and industries, to
the state. The award was made
unanimoysly by the State Board of
Conservation and Development fol-
- lowing bids by 24 large "and small
agencies [BROADCASTING, June 1].
Plans include establishing a branch
office of the agency in Raleigh.
Part of the fund will be spent for
radio, according to Paul Kelly, as-
sistant director of the conservation
. department. v

Met the Major

AUSTIN IGLEHEART,
president of Genera] Foods
Sales Co., and Henry Sand-’
berg, assistant sales mana-
ger, flew 600 miles from Bir-
mingham to Greensboro, |*
N. C., to keep a dinner en-
‘gagement June 6 with Major
Edney Ridge, WBIG mana-
ger. Frank Hawks piloted
the plane, .leaving Birming-
ham at 5:45 p. m. (EST),
and flying the 600 miles in
record time. During the din-
ner Hawks performed the
now notorious “Bee” compo-
sition on an accordian.

Crawford Goes Radio

W. HH CRAWFORD STORES
Inc., Los Angeles, large Southern .
California chain market, which has
confined advertising to newspapers
in the past, for the first time will
use radio, and on July 1 starts for
52 weeks Sons of the Pioneers,
hillbilly series on KFWB, Holly-
wood. Show will be a half-hour,
Monday “through Friday, with a
full hour on Sunday, time to be
set at a latter date. Sponsor, plac-
ing direct, plans to use radio ex-
tensively, adding stat