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NOTICE!

During the week of March 27th to April 1st, 1933,
most of the radio audience in the Nation’s most
prosperous trade area will be at Convention Hall in

Kansas City, Missouri, visiting

THE FIRST ANNUAL

@/%MID-WESTERN EXPOSITION%/C)

RADIO ADVERTISED MERCHANDISE

Thus bringing to users of broadcast advertising a
most unusual opportunity for effective personal con-
tact advertising and for intensifying their program
circulation in the West.

Daily performances by outstanding National and
local radio artists will insure tremendous attendance.

Exceptional merchandising possibilities are offered
to the advertisers who will transport their own regu-
lar programs to the stage studio of the exposition.

All local stations, retail merchants, railroads and bus
transportation companies are cooperating to make
this the biggest week in 1933 for Kansas City.

The expense of maintaining an exhibit at the expo-
sition is moderate. Space rates $60 to $400.

Complete information upon request.

Mid-Western Merchandising Exposition

Tom Burkett, Managing Director
Convention Hall
Kansas City . . . . Missouri
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What station are
you IiSf?'ninq fol

13,092 telephone calls asking this

question, prove again WNAUC is Boston’s most
popular radio station. The second survey made by
Walter Mann & Staff reveals the shift in audience
due to Winter program changes . . . The results
are even more startling than the finding of the
Walter Mann & Staff Summer survey. Actual Figures
show that WINAC is not only the most popular
Boston station but it has the greatest percentage of gain in audience during
peak hours.

Computing the listening ratios in terms of relative numbers of listeners to
any two stations (the only comparison that is significant to the advertiser in
his choice of stations)—the following figures emerge:

WNAC commands, in Boston—

33 8% more listeners than the competing

red network station (WEEI).

more listeners than the competing
105.4% blue network station (WBZ).

Complete details of this survey, made from Sunday, November 13th, thru Saturday,
November 19th inclusive, showing Boston station popularity percentages broken
down into hourly periods from 9 A.M.to 10 P.M., will be mailed toyou upon request.

THE YANKEE NETWORK, Inc.

Business Office — One Winter Place, Boston

Exclusive National Sales Representatives: SCOTT HOWE BOWEN, Inc.
New York-Chicago-Detroit-Kansas City-San Francisco-Omaha
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Mail Report from November 15th to December 15th, 1932
WSM —Nashville, Tennessee
66
Wash, )lg Mai
12 28 N. Dak .
7
124 25 Montana il . 2247 \odl N\,
Wis. 88% 253
Oregon Ak S. Dak 1073 33 . Y WV &
232 2125 I.- a
Sremieg ek 5398
14 o Penna. aware - 180
wa
us Nebr., 1449 3348 Okio o Jo wmm 624
Nevada 447 Ind.\ 6351 (3 v, ¢ ==neel059
Utah T8 ang9 eVae Va,
4 2287 21‘°
7 Colorado 3
Calif Kane Mo. 2193
S 193 1373 2018 Ey. N. Car.
5730 317
- Tenn. S. GarNS
Arizons Okla. Ark 1472
N, Mexico 1093 952 656 | 1390 Ota
13 \‘.\\\v '" gy,
e N .i:’//q Miss.| Ala. 1867
65,1
I\ — .'-_.‘;'5_ 646 3
December 21, 1932, R} 4§ o ioiTexan La. : i
i e\s 8%
On this date personally appeared 8 = g Fla.
before me Jo Leslie Fox, Comercialo o 1048 Washington, D. C. 157 10
lhnager of Radlo Station WSM, who,“, oAv\“\ & Canada 1342 ‘Panama 1
duly sworn, states that the ~ wmwi™ Cuba 6 San Domingo 2
shown herein are correct. Mexico 8 Nicarauga 1
Ireland 2 Hawali 5
— ‘Haits 1 Canal Zone 1
L 2 Alaaka '4 Babamea 1
Notary Public rclal Manager 5 ‘South America 3 Guatamala 2
My Commission Explres July 22, 1934 Honduras 1

We sell the South - . .

HE rates of WSM are based

on selling the South, not the
nation—the lowest of any 50,000
watt station.

The additional coverage you ob-
tain from WSM is free.

See for yourself. Above is the
mail return for the first thirty
days after our new 50,000 watt
station went on the air!

Outside our regular marketing
area, this ADDED coverage has

Weekly mail reports and mer-
chandising information available
to all executives upon request.

been contributed VOLUNTARILY
by thousands of people who have
been attracted to WSM since the
new 878 foot tower pointed itself
skyward.

Our job is to sell the South. That
is what you pay for. You get it.
All else is free.

50,000 WATTS

CLEARED CHANNEL UNLIMITED TIME
NBC AFFILIATION

INSURANCE COMPANY, INC.,
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Broadcasters Accept Challenge of 1933

Business Prospects Held Favorable, Competition Keener;
Improvement In Technique and Programs Foreseen

M. H. AYLESWORTH
President, NBC

RADIO broad-
cast advertising
meets its first
serious test in
the year 1933.
There are less
dollars to be
spent for adver-
tising and much
greater competi-
tion for those
dollars. I have no doubt as to the
favorable outcome if we use intel-
ligence in preparing programs and
selling time on the air.

Radio broadcast advertising per-
forms a function in advertising
that no other medium can fulfill.
Radio broadcast advertising com-
plements the newspapers, and I
feel that during the year 1933 the
broadcasters should continue to
recognize the importance of the
newspaper to the advertiser with
the knowledge that the printed ad-
vertisement renders a distinct ser-
vice to the advertiser as does radio
in its field. The two work har-
moniously with more complete ef-
fectiveness when coordinated and
developed together.

The National Broadcasting Co.
intends to continue this policy.

EARLE C. ANTHONY
KFI and KECA, Los Angeles

THE FONDEST
hopes we can hold
for radio in 1933,
is that it may con-
tinue vigorously
the direction and
rate of progress
it registered in
1931. Broadcast-
ing is no longer
: on trial as an ad-
vertismg medium. It has arrived
conclusively and has justified the
most sanguine expectations.

Radio, in these difficult times,
has done much to uphold national
morale with the tonic of light en-
tertainment and hearty laughter.
Educationally, and here we include
the political broadcasts of the last
presidential campaign, radio will
continue to play a major part of
increasing importance.

The trend of programs seems to-
ward greater use of drama and
dialogue, larger musical groups
and more inclusive selection. There
is also evident a growing convic-

THE NOTE of optimism that
runs through many of the state-

ments here published should
prove a tonic to broadcasters,
agency radio executives and

radio advertisers. For the most
part, these leaders of the vari-
ous branches of the radio indus-
try look forward to 1933 with
confidence. Their statements,
coming on the heels of the first
year that radio really felt the
effects of the depression, merit
a thorough perusal as a com-
posite text of the broadcasting
industry’s opinions and hopes
and ambitions for 1933.

Each of the contributors was
asked by the editors of this mag-
azine to state his views as dis-
cerned from his particular vant-
age point. Thus we have here
expressions from officials of the
government agencies concerned
with radio, of representative
broadcasters large and small, of

1933: Year of Opportunity

advertising agency men known
for their keen interest in radio
and of technicians whose ad-
vice on technical advances is al-
ways eagerly heeded.

These statements are pre-
sented without expurgation.
With all of them the editors do
not agree. Some are provoca-
tive enough to cause all of us
in the industry to perk our ears.
Consider the “burden of proof”
placed upon the management of
radio by Senator Couzens. Then
consider, alse, the invitation
from Dr. Klein to the broadcast-
ers to take advantage of their
tremendous opportunity to con-
tribute toward accelerating the
“recovery from our prolonged
miseries of the past three years.”

What these and other leaders
write here merits close scrutiny
by everyone interested in broad-
casting as an art and industry.

tion that radio copy must be not
only briefer but more cunningly
fitted to the medium.

KFI-KECA maintain that a sta-
tion’s willingness and readiness to
serve the public, plus an unremit-
ting effort to keep a high commer-
cial and artistic level, is the best
assurance of its progress in 1933.

LEE H. BRISTOL
Bristol-Myers Company

I HAVE no rea-
son to anticipate
that the activity
in broadcasting
of products in
the drug field will
not continue at
least in the same
amount during
the coming year.
I look forward
hopefully to an improvement in
the technique of the programs pre-
sented and believe that increasing-
ly effective use of expenditures in
this field will be sought for and
achieved.

Commercial broadcasting is still
in its infancy but there is no ques-
tion about its value to meet cer-
tain definite conditions. Expendi-
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tures in this direction, as in all
other forms of media, will be scru-
tinized with great care during the
coming year. After all, the sales-
producing value is the real acid
test.

COL. THAD H. BROWN
Federal Radio Commissioner

IN MY JUDG-
MENT 1933 will
prove a success-
ful, if not a ban-
ner,year for
radio broadcast-
ing. That busi-
ness has passed
through the de-
pression and has
! emerged in a
most healthy condition, and the
outlook is most encouraging.

To meet the rigid rules and reg-
ulations of the Commission, sta-
tions have installed modern and
expensive equipment, so they are
ready to go ahead, rendering an
outstanding public service.

During 1933 most stations should
not be called upon for any heavy
outlays in the way of equipment—
cutting down their overhead—
while all signs point to an ever-
increasing demand for radio facili-

ties as a means for expanding
business.

Numerous applications being filed
daily with the Commission for “a
place on the air’” indicate the con-
fidence of our people that radio is
now on a substantial basis, offer-
ing a splendid opportunity for ser-
vice to men with initiative, imagi-
nation and intelligence.

I. Z. BUCKWALTER
WGAL, Lancaster, Pa.

THE BUSINESS
of broadecasting
for the year 1933
will not likely
show much im-
provement over
1932. If general
business condi-
tions show more
than seasonal im-
provement in the " "
spring of 1933, it is likely to be re-
flected in increased advertising ap-
propriations late in 1933.

Indications are that the cost of
operating local broadcasting sta-
tions will tend to increase rather
than decrease if the stations would
maintain their respective positions
in the broadcasting industry.

JAMES COUZENS
U. S. Senator from Michigan

THE PROS-
PECTS for the
business of broad-
casting during
1933 will, of
course, depend
upon the drive
and the intensity
of its use by
those who have
: ' ! goods to sell. No
one can predict that, so the future
of broadcasting will, to a very
large extent, depend on what fa-
cilities are offered to the adver-
tiser that are as good or better
than other mediums of publicity.
Whether any effort has been
made by broadcasters to ascertain
the views of radio listeners, I do
not know; but I expect if an in-
quiry were made, they would be
astounded to find how many radios
are snapped off because of the long
and tiresome discussions of the
merits of the goods advertised.
Nothing seems to be left to the
imagination of the listener. Every
person knows that the statements
of the advertiser are biased, and
may or may not be true. Many
sales are lost because of the irrita-
tion of the listener at the long,
tiresome advertising talks. Many
of them are plainly “dumb”; they
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are not even expressed well, and
lack any diversity of expression,
so that they become hopelessly
futile.

The future of broadcasting, I as-
sume, is based upon the receipts
that the broadcasters obtain. These
receipts undoubtedly are based al-
most entirely on the amount of ad-
vertising they can sell producers.
Whether or not the opportunities
of broadcasters will continue to get
better or worse will depend upon
the management, as it does in
every other human enterprise. The
prospects for 1933, with the above
in mind, should be better than for
1932, if business continues even
slightly on the upgrade, as it now
appears to be doing.

J. M. CECIL
Cecil, Warwick & Cecil
Advertising, New York

COMMERCIAL
broadcasting
should respond to
the general up-
turn in business
which competent
observers antici-
pate will get un-
der way in 1933.
Commercial
broadcasting en-
joys the special favor of national
advertisers, and will go on to
larger accomplishments if the ad-
vertiser and the agent are increas-
ingly alert to the need for more
ingenious and persuasive advertis-
ing forms on the air. That, in my
opinion, is the governing factor in
further growth of commercial
broadcasting. It is a challenge to
the advertiser and to advertising
agents.

POWEL CROSLEY, Jr.
Station WLW
Crosley Radio Corp.

THE COMMER-
CIAL business of
broadcasting
hinges upon gen-
eral business con-
ditions. With the
first hopeful sign
of recovery, ad-
vertisers will be
ready to take ad-
vantage of the op-
portunity of creating good-will for
their products through radio broad-
casting and will expand their ap-
propriations accor dmgly

Business conditions in general
have remained statlonary for sev-
eral months, which is a hopeful
sign. With some restoration of con-
fidence, the wheels of industry will
commence to turn more rapidly in
order to take care of a large wait-
ing market for products that peo-
ple want and that they have been
afraid to buy.

EWIN L. DAVIS
Chairman, House Committee on
Merchant Marine, Radio, and
Fisheries
A FREQUENT expression from
the broadecasting fraternity is that
broadcasters must fight for their
existence. The most successful
fight they can conduct is to recog-
nize the “public interest” and to
efficiently and satisfactorily serve
the public. If they do that, they
will have the public support, with-
out which they cannot succeed, If
they fail to pursue such a course,
the public will force a change. Un-
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til a few months ago the quantity
and objectionable character of
radio advertising was increasing at
an alarming rate. Recently there
has been quite an improvement,
but there is still room for improve-
ment.
H. DEAN FITZER
Manager, WDAF, Kansas City

YOU ASK my
views on the busi-
ness of broad-
casting in 1933.
The copy boy’s
guess is as good
as mine. Such is
the accurate de-
duction of any -
one managing
anybody’s busi-
ness these memorable years of eco-
nomic distress. Without a desire
to be pessimistic, I also do not de-
sire to sound that empty, hack-
neyed, over-worked phraseology of
optimism. “Oh, business is going
to be fine. I can almost see the
corner.” I offer no cure-all, just
two important rules for broadcast-
casters in 1933—be sure your sales
contacts are voluminous and be
sure your rates are not out of step
with the true value of your prod-
uct.

CHARLES F. GANNON
Director of Radio
Erwin Wasey & Company
Chairman, Radio Committee, AAAA

LOOKING for- 3
ward to the trend
of radio broad-
casting in 1933,
we have a few
simple facts at
hand which may
foretell the ac-
tion of the play.
They are: confi-
dence in the me-
dium to win sales on the part of
advertiser and advertising agency
alike; general appreciation by the
public with a somewhat take-it-
for-granted attitude; a recession
from the idiotic theory of govern-
ment operation of radio facilities;
a more skillful treatment of com-
mercial announcements; a more
earnest and professional approach
to radio presentations; some dimi-
nution in the number of local spon-
sored programs; a reasonable con-
gestion of time on network facili-
ties (basic networks more so than
the rest of the country); compara-
tivelv few transcription programs
despite a great improvement in
record quality, and a general set-
tling of a matured industry into a
steady practical groove.

It appears we can look for a sus-
tained listener interest in broad-
casting and a state of prosperity
in close ratio to the advertising
business as a whole. I believe a
more searching analysis by agen-
cies and advertisers in the matter
of station coverage and subsequent
adjustment of station rates on
some other than the present arbi-
trary basis, is certain. The radio
space buyer is looking more and
more toward the same accuracy of
circulation evidence that is sup-
plied to him by publications.

Frequent international broad-
casts loom closer. Better programs
are inevitable, A few great acts for
1933 will make a normal year.
Lastly, I suspect that way, way
down the 1933 parade of months,
old man “wired wireless” is going

T |
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to lean out and lay claim to the
domination of an industry he
might have had all along.

LEO FITZPATRICK
Manager, WJR, Detroit

I BELIEVE that
the coming year
will be the most
productive radio
has ever known.
It will be produc-
tiveofanin-
creased volume
of business, for
results from the
past year’s pro- +
grams will induce more advertlsers
to fall in line with the trend to-
ward radio advertising.

The new year undoubtedly will
be the most productive yet in ideas.
For the 1933 advertising dollar
will not be spent casually. Definite
results will be demanded for every
expenditure, and radio will be
called upon for sound merchandis-
ing, as well as exploitation.

All broadcasters will concede
the necessity of a conscientious ef-
fort to “get returns,” to improve
programs from a listeners’ stand-
point and at the same time “do a
job” for the advertiser.

While business may not run to
fancy figures in 1933, I believe we
shall have cause to regard it as the
most successful year in the history
of broadcasting advertising for
new standards will be set in pro-
duction; and radio will be accept-
ed as a definite part of every well-
directed campaign.

E. H GAMMONS
V. P.,, WCCO, Minneapolis

RADIO broad-
casting has
proved itself as a
sales medium. As
a result, although
general advertis-
ing budgets may
be somewhat cur-
tailed, I do not
believe appro-
priations for
radio will be effected. In fact, the
larger advertisers of the north-
west all seem to be increasing
their funds for radio advertising.
Despite depressed conditions, one
finds here and there business con-
cerns enjoying real prosperity.
Plactlcally every one of these 1s
using radio advertising. The re-
sult is that many others are plan-
ning to incorporate it in their ad-
vertising plans.

Despite the necessary increase
in the rates of WCCO due to the
installation of our 50,000 watt
transmitter, we have more and
larger accounts, both local and na-
tional, scheduled for the first of
the year than ever before in the
history of the station.

DON E. GILMAN

V. P., Pacific Division, NBC

GENERAL trends
of business on
the Pacific coast,
while evidencing
some timidity,
really indicate
mild improve-
ment in broad-
casting condi-
tions, but with
noticeable accele-
ration as 1933 progresses. A sur-
vey of merchandise inventories
shows them to be very low. Re-
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placement means manufacturing
and distribution and resultant ad-
vertising. This should benefit all
media and broadcasting will re-
ceive its share.

In my opinion we are now at the
low point, and while I do not ex-
pect a surge of new business, I
am of the opinion that we may ex-
pect moderate, but constant, im-
provement.

This is not based on an optimis-
tic viewpoint, but upon many in-
quiries from prospective advertis-
ers who are planning expenditures
for 1933.

BOND GEDDES
Executive Vice President
General Manager
Radio Manufacturers Association

GREAT advances
in Dbroadcasting
during 1933, in
which the radio
public will share
probably in great-
er measure than
broadcasters and
manufacturers of
receiving sets, Y
are assured. In
international broadcasting as well
as new features on domestic pro-
grams, there promises to be marked
development. The broadcasters have
greatly improved their programs
and transmitting apparatus while
manufacturers have improved re-
ception qualities of receiving sets,
both with less cost and more satis-
faction to the public. Radio is
firmly established as a vital part
of American life. The American
public will insist on being served
adequately by broadcasters as well
as manufacturers. Their demands
and rights are obligations of the
radio industry and at the same
time a protection to it, insuring
permanence, stability and an en-
larging field of service.

V. FORD GREAVES
Acting Chief Engineer
Federal Radio Commission

GRAPHS of en-
gineering activi-
ties of the Fed-
eral Radio Com-
mission in the
broadcasting field,
as reflected by
the average num-
ber of applica-
tions and hear-
ings per month .
during the past three years, show
only a very slight decrease in num-
ber. The decrease is more than off-
set by the increasing importance
and expansion of the technical de-
velopment of equipment and the
North American allocation prob-
lem.

Trends indicate increasing engi-
neering activities and continuing
technical improvements during the
coming year, particularly along
the lines of further reductions in
interference and noise levels, in-
creasing service areas and more
faithful reproduction.

Some of the more important de-
velopments are as follows:

1—Further improvements in fre-
quency control and checking sér-
vices.

2—Use of directional transmit-
ting antennas.

3—More accurate control of
modulation and the use of modula-
tion meters by stations.

4—Further reduction of carrier
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hum, commutator ripples, ete., and
the adoption of standards w1th
meters at the stations for measur-
ing the amount of undesired carrier
noise.

5—Many important receiver im-
provements including the use of
anti-noise antennas.

6—The enforcement of good en-
gmeermg practice in the construc-
tion, wiring and safety screening
of transmitters.

EARLE J. GLUCK
Manager, WBT, Charlotte

ALL indicators ™
point to the fact
that the south
will lead the na- |
tion in our eco- |
nomic recovery. |
Already the
movement is un-
der way. WBT is
in a most favor-
able position to
meet this improvement with a new
high power, cleared channel station
and an outstanding program line-
up. We are most optimistic over
the business of broadecasting for
1933. Advertisers are rapidly
awakening to the opportunities in
the south and we believe that all
forms of broadcast promotional ac-
tivities will increase and lead the
return to normalcy. The south is
ready and WBT serves the south.

STANLEY E. HUBBARD
Manager, KSTP, St. Paul

RETAIL mer-
chants of the
Twin Cities to-
gether with the
jobber and manu-
facturer are fast
recovering from

the red ink pa-
ralysis. A noted
change is taking
= place. The old

alibi, “No more money until we
are out of the red” is becoming
feebler every day. They have dis-
covered that they are not in the
red at all—but actually operating
at a profit, if inflated and ficti-
tious values at which their busi-
ness is carried are taken into
consideration.

Several of the more bold, look-
ing the situation squarely in the
face, spent money for radio ad-
vertising. The direct returns in-
dicated that people do have money
to spend; that confidence is fast
being restored, with the result
that advertisers in all lines, here
in the Twin Cities, are making ex-
tensive advertising appropriations
for 1933.

M. A. HOWLETT

President and Manager, WHK
IN MY OPIN-
ION, 1933 will
see the business
of broadcasting
succeed only
where broadcast-
ers have taken
cognizance of the
trend of the times
and have organ-
ized their sta-
tions into thoroughly business-like
concerns. Broadcasting hitherto
has been considerably a matter of
promotion. Now it is rapidly be-
coming a profession which must be
based on sound business principles.

There will be good business in
1933 for those broadcasters who

are prepared to give intelligent co-
operation to the sponsor. Mere
statements of what we can do will
not suffice. It will be a year in
which we shall have to produce
the goods.

JOHN M. HENRY
Manager, KOIL,
Council Bluffs, Omaha

POTENTIAL ad-
vertisers in our
area are more
conscious of the
pulling power of
radio advertising
now than they
were last year.
And I believe the
figures will show
that the total ra-
dio advertising in Counc1l Bluffs
and Omaha has fallen off much
less than newspaper. Most of the
KOIL accounts are smaller but we
have many more of them. Com-
pared with last year we should
do 25 per cent more business lo-
cally. One firm is placing all of
its advertising with us on the basis
of 3 per cent of total sales. An-
other has doubled its appropria-
tion and is placing it all with us.
Frankly, we expect 1933 to be a
banner year in KOIL income.

HOMER HOGAN

General Manager, KYW, Chicago
DEPRESSION or no depression,
radio broadcasting will develop
some rapid and substantial gains
in advertising revenue during 1933
judging from contracts already
negotiated by KYW and from the
increased number of inquiries re-
cently received by this station. If
making new year’s resolutions is
still the vogue in this land of ours,
I recommend very strongly that
broadcasting stations resolve to
use all the powers at their com-
mand to exterminate that bugaboo
about the much overrated summer
slump in listener interest and
thereby increase their revenue sub-
stantially. And don’t overlook
that new source of revenue which
will open up when the nation’s
thirst for real beer is at its pealk
on those hot summer nights.

LAMBDIN KAY
WSB, Atlanta

WSB HAS BEEN
more useful to
people in more
ways every year
for eleven years.
1932 closes with
prospects for
commercial sup-
port of our sta-
tion brighter
than in any pre- :
vious month this year, as sponsors
will get more service for their in-
vestments than ever before, mean-
ing further program betterment
and benefits to listeners. We ex-
pect 1933 to be our most useful
year. American broadcasting has
been blessed with leadership able,
farsighted and courageous enough
to guide an intangible almighty
power toward worthy ends. No
station is protecting its birthright
or discharging its responsibility
unless it joins forces with broad-
casting’s accredited leaders.

J. L. KAUFMAN
Manager, WCAE, Pittsburgh
PITTSBURGH is facing 1933 with
a wider and more complete use of
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the radio than ever before. While
business conditions cannot be said
to be rosy, still the present busi-
ness conditions are the only kind
we have, and Pittsburgh has buck-
led down to the task of doing busi-
ness under existing conditions.
Pittsburgh is the center of a rich
industrial area whose products are
drawn upon by industries through-
out the country, and we look for-
ward to an increasing demand,
both for Pittsburgh products, and
to the use of the radio in this dis-
trict during 1933.

EDWARD KLAUBER
First Vice President, CBS

s IT DID broad-
: casting a lot of
good to have to
go over some bad
bumps last sum-
mer. The whole
industry showed
the spirit of
youthful courage
that might have
been expected.
This resulted in improvement in
the general program tone with a
higher program level and keener
showmanship than ever before.
The advertiser and his agency
have made their contribution by
tapping new resources of ingenuity
to make sponsored programs more
palatable and effective than ever.
This in turn has meant greater
sales results and greater sales re-
sults in times like this inevitably
mean greater use than ever of the
air medium in the coming year.

DR. JULIUS KLEIN
Ass’t. Secretary of Commerce

AS WE FACE
the new year
with its many
perplexing prob-
lems, we are con-
fronted with two
paramount essen-
tials which are
indispensable to
the acceleration
of recovery from
our prolonged miseries of the past
three years. In both of these the
radio industry is in a position to
make notable contributions.

Every recovery period in our
business history has been material-
ly stimulated by the development of
new products and new ideas. The
radio has had much to do with the
alleviation of the woes of the read-
justments of 1921-22. In this far
more serious situation it should
play an even more vigorously help-
ful part along similar lines. Its
resourcefulness as a vigorous young
industry should stand the nation
in good stead in the exploitation
of its magic art, the limits of
which seem to be as yet but faint-
ly appreciated.

A second and in some ways even
more fundamental element for re-
covery is the development of calm
courage and sober determination
on the part of the people. These
spiritual elements of reconstruc-
tion are far from superficial inci-
dentals; they are the absolute in-
dispensables of any thorough-go-
ing effort toward national rehabili-
tation. Radio has had a truly tre-
mendous part in maintaining our
national morale thus far. This has
been due to two of its inherent at-
tributes: first, its swift nation-
wide distribution of information;
and, secondly, its equally far-flung
contributions of entertainment,

which, as I have already indicated,
is by no means to be scored as of
superficial inconsequence in such a
grave trial as this.

These two contributions taken
together have had much to do with
the relative tranquility of our peo-
ple throughout these dark years—
a tranquility which stands out in
sharpest contrast to the violence
and passmnate excesses of similar
crises in the nineties, seventies and
thirties. Radio, then, has both its
responsibilities and its opportuni-
ties in this crucial period. In 1933
it will have them in even greater
abundance than during any year
of its young life thus far.

H. H. KYNETT
Aitkin-Kynett Co., Philadelphia

DESPITE busi-
ness conditions, I
think the 1933
prospects for
broadcast adver-
tising are excel-
lent. Broadcast
advertising has
proved its ade-
quacy and there
is no let-up in ; :
the development of its techmque

I look for substantial improve-
ments in commercial credits, par-
ticularly in relating them to the
atmosphere of the program. The
fact that dollar expenditures will
be watched more closely than ever
will tend to force progress in bal-
ancing commercial credit and per-
formance to give advertisers ade-
quate return and at the same time
to assure the radio audience of
more acceptable entertainment. I
expect to see a material lessening
of “bunk” in announcements and a
sound development of specialized
technique in programming.

All of this will redound to the
credit of the broadcaster, who I
think deserves much credit for his
progressive and sympathetic atti-
tude towards the problems of 1932.

DUDLEY LOGAN
Logan & Stebbins
Advertising, Los Angeles

WE BELIEVE
the business of
broadcasting is
showing two im-
portant trends
which will still
further increase
the value of radio
as an advertising
medium during
1933. They are
(1) electrical transcriptions, (2)
use of “Direct Action.”

With electrical transcriptions,
national or intersectional advertis-
ers may confine their broadcast to
any areas desired; reach their lis-
tening audience at the most effec-
tive time (eliminating the diffi-
culty caused by difference between
eastern and Pacific coast time);
offer superior talent, sound effects,
etc.,, at lower cost per program—
especially in the case of intersec-
tional advertisers who share the
cost of production with advertisers
in other sections. Thus transcrip-
tions eliminate waste and offer to
advertisers the same flexibility
and adaptability as newspapers.

Radio advertisers have found
that broadcasting, with the use of
contests, special offers and other
merchandising tie-ups with the
program, can produce as effective
“direct action” results as hereto-
fore they thought only magazines
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or newspapers capable of. For in-
stance, a merchandising tie-up
which our agency developed for
Signal Oil & Gas Co. with its
transcription program “Tarzan of
the Apes,” built up a membership
in the “Signal Tarzan Club” of
15,000 boys and girls in California
within thirty days. To win prizes
members sold Signal products to
family, friends and neighbors.

H. A. LAFOUNT
Federal Radio Commissioner

IN SPITE of an
economic depres-
sion in the United
States, the ex-
tent of which is
still undeter-
mined, our broad-
cast industry
from all present
indications is, and
- will continue to
be during 1933, in a sound, if not
entirely satisfactory, financial con-
dition. Certainly if renewed adver-
tising contracts and a host of
brand new accounts for 1933 mean
anything, it will be a most suc-
cessful year for American stations.
It is noticeable that our largest
industries are using radio exten-
sively and it is significant that at
least two nationally known com-
panies are running two nation-wide
programs simultaneously. It is also
noticeable that these important
national advertisers are putting on
the finest programs the American
public receive and are gradually
awakening to a consciousness that
a clever presentation of their ad-
vertising matter means a great
deal more to them in revenues than
a constant repetition of advertis-
ing in an uninteresting form. This
argues well for 1933.

C. H. LANG
Manager of Broadcasting
General Electric Co.

DURING this
first decade of
broadcasting a
thousand and one
new problems
have been met,
and many of them
solved. These un-
solved problems
must be tackled
W with courage and
determination. For example, reli-
able data on the advertising effec-
tiveness of broadcasting must be
obtained through sound methods,
such as the Crossley Survoys.
Broadcasting, recognizing as it
does the great service of the Amer.
lcan press, must find a way of har-
monizing its program with that of
the newspapers and news gather-
ing associations. In a word, the
broadcasting industry, despite its
great achievements, must be hum-
ble, thinking of itself as only a lit-
tle way along the road to its ulti-
mate possibilities.

ROY J. McKEE
McKee & Albright
Adpvertising, Philadelphia

COMMERCIAL broadcasting has
proven its *advertising value—in
good times and bad. Therefore,
the business of broadcasting should
show a sound, healthy growth in
1933 and succeeding years. To
those advertisers who realize the
tremendous possibilities of radio—
and use it intelligently by keeping
steps ahead of the pack—will go
the greatest rewards.
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The year 1933, however, will se-
verely test the brains and ingenu-
ity of radio management. Its prob-
lem will be to satisfy the advertis-
er’'s desire to see bigger returns
quickly—and yet keep commercial
broadcasting free of federal and
State criticism and supervision.

ALFRED J. McCOSKER
Director, WOR, Newark
President, NAB

IN MY OPINION,
the radio broad-
casting business
will continue to
expand in 1933
because advertis-
ers are demand-
ing, to a greater
extent than be-
fore, sound in-
vestment of every
dollar spent in advertising. Adver-
tising speculation or luxury is not
present in 1933 budgets that have
come under my observation.

Results from radio broadeast ad-
vertising have maintained the high
percentages previously realized and
in many instances have brought
cost per inquiry down below pre-
vious levels.

Fair talent charges must be in-
sisted upon by broadcasters, agen-
cies and advertisers alike, lest in-
ordinate program cost some day
make economic use of the medium
doubtful. This is not to be con-
strued as an argument for any-
thing but excellent programs, but
instead refers to their cost. Radio
broadcasting is now firmly estab-
lished as an economic aid to busi-
ness and I see a very bright future
for it to maintain its place among
other advertising media.

H. B. RICHMOND
President, General Radio Co.
Cambridge, Mass.

BECAUSE of
General Order
No. 116, 1932 will
be known as the
50-cycle year. The
large stations
were already
within this limit,
but to the host of
small stations the
additional expen-
ditures required were of consider-
able moment. Just as automobiles
without suitable brakes are barred
from the highways, it is reasonable
that stations that may be a men-
ace to other stations because of
improper control should be refused
rights on a crowded ether high-
way. While not a public utility, a
broadcast station must operate for
the public convenience and neces-
sity. Public utility vehicles are re-
quired to have certain safety de-
vices not required of private ve-
hicles. Is it not then reasonable to
require broadcast stations not only
to stay on their assigned frequency
but also to utilize their allotted
power to its fullest advantage?
We expect to see it required that
quality and output be-maintained
in a manner comparable with fre-
quency stability. The large sta-
tions have been doing this for some
time but for many of the smaller
stations it is going to be a real
course in engineering. Because of
financial circumstances, we believe
that these small stations are not
going to welcome more rigid re-
quirements, but when once com-
pleted they are going to find such
expenditures excellent investments.

WILLIAM S. PALEY
President, CBS

THE PAST year
in radio has con-
tributed much to
the realization
that there is no
sharp distinction
between what is ‘
education and
what is enter-
taining: the two,
we have found, L F'y
are often synonymous. There are
numerous evidences of a quicken-
ed appetite for programs of an
educational or semi-educational na-
ture.

On the business side, there are
indications that the upward trend,
evident during the past few months
in broadcasting business, will in all
likelihood continue into 1933, and
the outlook, I think, warrants a
rather optimistic attitude. There
are many encouraging signs of re-
newed business activity.

Among the evidences of a busy
year is the amount of new pro-
gram building now going on in the
studios. In this activity both spon-
sors and broadecasters are following
the trend of the past several
months in bringing before the
microphone entertainment of high-
ly varied, quickly paced character.
In commercial programs there is a
growing tendency to shorten the
time allotted to advertising.

OSWALD F. SCHUETTE
Copyright Director, NBC

THE CAMPAIGN of 1932 gave
radio its greatest opportunity. In
it, the broadcasters of the United
States demonstrated the irreplace-
able value of their public service.
There is no other influence in the
nation that wields so great a power
as that of a united broadcasting
industry. The 100 per cent cooper-
ation which the broadcasters of the
United States have revealed in
their united defense against copy-
right racketeering promises well
for a united front on all questions
in 1933. The future of broadcast-
ing depends on effective coopera-
tion.
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PAUL W. MORENCY
Manager, WTIC, Hartford

THE YEAR 1932 has been a criti-
cal one in the broadcasting as well
as in other industries, but we can
now safely say that the broadcast-
ers have come through and look
forward with very bright prospects
to the year 1933.

The increased knowledge which
the advertisers using radio have
gained in the past years is now
making it possible for us to pre-
sent sponsored programs in a man-
ner which is both effective and
pleasing. We no longer have the
constant struggle with our clients
to impress on them the necessity
for producing programs which are
entertaining besides being business
getting.

During the past year radio has
added to its knowledge in the pro-
duction of dramatic programs and
has certainly progressed rapidly in
the production of comedy.

With the increased business
which is now on our books and
which is projected for 1933 we can
look forward to that year knowing
that we will have more money with
which to build our programs so that
the radio audience will become in-
creasingly dependent on this form
of entertainment and service.

DAVID SARNOFF
President, RCA

INDUSTRY has
much ahead of it
in 1933 in the way
of scientific
study, fundamen-
tal planning,
shortened hours
of labor and
plant rehabilita-
tion. The wide-
spread attention :
being given to these and related
questions is in itself a hopeful
sign, but it by no means assures
trade revival unless there is the
cooperative assistance of a great
many elements in our industrial,
social and political life.

Radio broadcasting had unusual
opportunities during the past year
to demonstrate its value to the
public. The entire nation sat at
the speaker’s table during the
great political convention and per-
haps in no previous presidential
campaign were voters more inti-
mately acquainted with the full
campaign utterances of the respec-
tive candidates. International
broadcasting was established as a
reliable service. New apparatus,
marking distinct technical advance-
ment, was introduced in communi-
cations and broadcasting work.

HARRY SADENWATER
Manager, Engineering Products
Division
RCA Victor Co.
TECHNICAL de-
velopments intro-
duced in the year
just coming to a

close will inevi-
tably influence
the trend in

broadeasting sta-
tion operation in
the new year.
There are four r:
factors which will influence the
success of a station. They are fre-
quency, power, quality of trans-
mission and program material.
Since frequency and power are
specified by the Federal Radio
Commission, it is obvious that
progress lies in improving the
fidelity of the transmission and
providing better, more dependable
service to listeners.

From microphone to antenna
notable progress has been made re-
cently in stepping up the efficiency
and quality of transmission which
cannot fail to be reflected in 1933.
The introduction of the so-called
Velocity Microphone of the ribbon
type offers a radical improvement
which as the starting point, raises
broadcasting to a new standard ‘of
quality. High quality speech in-
put equipment designed to realize
the fullest potentialities of the new
microphone has also been developed.
Further improvements in the de-
sign of the transmitter with an eye
to increasing transmitting effici-
ency while lowering maintenance
costs may be confidently expected
in the near future.

W. J. SHINE
The Geyer Co., Advertising
Dayton, Ohio
A SUMMARY of the possible radio
plans of our clients for 1933 would
line up about as follows:

1. All clients who used radio in
1932 will be back on the air again
in 1933. One exception to this is
one firm who have not yet ap-
proved an advertising budget, but
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