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WOR is pleased to have participated in this out 
standing radio advertising success and offers it 
as an example of what can be accomplished for 
other food advertisers anxious to build good -will" 
and develop sales for their products in the great 
New York Metropolitan Area -where over 17 
per cent of the nation's food purchases are made. 

Beech-Nut JurWOR 
8 to 8:1 5 every night, except Saturdays and Sundays, has been a standing 

date for hundreds of thousands of radio listeners in the WOR Service Area 
every week now for more than a year. At this hour radio listeners have tuned 
in to hear another episode in the thrilling mystery drama "CHANDU THE 
MAGICIAN " -a radio serial which !kas taken its audience halfway around the 
globe in one exciting adventure after another. 

If you have listened in yourself, you know of the many astounding feats 
of magic which CHANDU has performed. But there is nothing occult in the 
manner in which CHANDU has, over a period of fourteen months, held and 
augmented an audience of radio listeners running into the hundreds of thousands, 
and tremendously stimulated the sale of Beech -Nut products in the New York 
Metropolitan Area. 

Credit for the success of the CHANDU program is due to its genuine 
human interest appeal -the sincerity of the character portrayals, the skillful 

handling of the continuity, and not in the 
least to the constancy and responsiveness 

of the WOR audience. 

.4mericát Leading independent Station Seruinq 
Greater few jersey and flew york metropoli(an..4rea 

lor 
BAMBERGER BROADCASTING SERVICE, INC., NEWARK, NEW JERSEY 

New York Business Office: 1440 Broadway 

Chicago Office: William G. Rambeau, 360 N. Michigan Avenue 1\volioÌt4:. 



WHAT Stations 
110. 

%OP 

ale 
.. ., al.waloal -4:0 ...._., ,a-...10 

l. 
, 

Clevec 

An 
Advertiser's Guide 

to RESULTS 
in 

11 Major Markets 

J _--- 
6) 

' - ~_ / /I/Leico - 

KGA) KEX KYA KGO KPO KOA WENR WMAQ WTAM KOKA WMAL WRC WB/1 

BROADCASTING June 1, 1933 



IWBZ WGY WJZ WEAF 

S WHICH Cities? 
Not a complex question, but a surprisingly simple one . . . It simmers 

down to two fundamentals -the importance of the market and the 

record of the medium. 

If the market is worthwhile, it should be covered ... If the medium 

has an outstanding record of advertising successes, it should be used. 

It is easily apparent that these eleven major markets are worth- 

while ... What about the stations? 

In each of these markets are one or more stations, represented 

by the NBC Local Service Bureau, whose "turns at bat" for advertisers 

have resulted in high averages. 

What Stations in Which Cities ? These 

In New York City WEAF & WJZ In Cleveland WTAM 

In New England WBZ & WBZA In Chicago WMAQ & WENR 

In Schenectady WGY In Denver KOA 

In Washington,D.C. WRC & WMAL In San Francisco KPO,KGO & KYA 

In Pittsburgh KDKA In Portland, Ore. KEX 

In Spokane KGA 

NBC LOCAL SERVICE BUREAU 
NEW YORK 
WEAF á WJZ 

BOSTON - WBZ 

PITTSBURGH - KDKA 

June 1, 1933 BROADCASTING 

CHICAGO 
WMAQ á WENR 

SAN FRANCISCO 
KPO, KGO á KYA 

SPRINGFIELD, MASS. - WBZA SCHENECTADY -IWGY 

CLEVELAND - WTAM DENVER - KOA 

WASHINGTON, D. C. - WRC á WMAI 

PORTLAND, ORE. - KEX SPOKANE - KGA 
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Effective now WMCA -WPCH offers full time cover- 
age in the New York metropolitan area ... broadcasting 
20 hours daily ... 7 A. M. to 3 A. M. 

As a part time station, WMCA on 570 K. C. (top of the 
dial) carved an impressive niche for itself in the New York 
area. 

Now with full time facilities and choice evening hours 
available for the first time, WMCA -WPCH opens a new 
vista to clients for effective and economical coverage of 
the world's richest buying area. Now... more than ever - 
America's Premier Regional Station 

CA -WPCH 
T H E " A I R L I N E " T O T H E 

N E W Y OR K 
M E T R O P O L I T A N A R E A 

KNICKERBOCKER BROADCASTING CO., Inc. 
DONALD FLAMM, President WMCA BUILDING. NEW YORK CITY 

('III('AGO OFFICE , ,. j FREE 8: SLF,ININGER 
180 N.:MICIHI(:AN AVENUE CHICAGO, III. 

Published semi -monthly by BROADCASTING PUBLICATIONS, INC., 870 National Press Building, Washington, D. C. Entered as second class matter March 14, 1933, 
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Why Summer Broadcasting Pays Sponsors 
By HOWARD C. HAUPT 

Crossley, Inc., New York 

Statistics Reveal Little Decline in Number of Listeners; 
Advertiser Suffers When Programs Take Vacation 
FOR SOME reason the summer 
months, usually beginning with 
May, are not looked upon with 
favor by radio advertisers. The 
probability is that there are two 
basic reasons -an idea that radio 
reception is poor during the sum- 
mer, and that for that and other 
reasons the size of the audience 
shrinks considerably during the 
warm weather. 

Improved radio receivers have 
made possible a clear and undis- 
torted signal, excepting, of course, 
when electrical storms are in prog- 
ress, and it is a fallacy that many 
people cease to use their radios 
just because it happens to be sum- 
mer. 

Three years ago the curve indi- 
cating the size of the audience did 
show a marked decline during the 
summer. Two years ago that de- 
cline was less sharp, and last sum- 
mer the dip was very slight. If 
figures representing the size of the 
audience are at 60 per cent of the 
available audience for a given day 
during the winter months and 
from 50 to 55 for the same day 
during the summer, the advertiser 
is assured of a large available 
audience providing his program is 
one which people like and will lis- 
ten to at 'any time. 

Comparative Figures 

THE SIZE of the audience fig- 
ures for the winter of 1932 show 
that on Sunday 58.3 per cent of 
the sets were in use; 53.9 per cent 
were in use during the summer 
months of the same year. The Sat- 
urday figures were 60 per cent for 
the winter and 58 per cent for the 
summer. An average of the week- 
day figures shows that 65 per cent 
of the sets were in use during the 
winter and 60 per cent during the 
summer months. 

It is, of course, evident from the 
figures shown above that the de- 
crease in the number of sets in use 
during the summer months is very 
small. When we examine the rec- 
ords for individual programs, we 
find that where a downward trend 
has been in progress it is accele- 
rated during the summer months. 
On the other hand, those programs 
which have been building toward 

REVERSING Bruin's habits, many advertisers still 
prefer to hibernate until the return of cool weather. 
Mr. Haupt, whose company's reports are basic data 
used by agencies and advertisers, points out the 
fallacy of this fear with figures to support his argu- 
ment that a good program can command approxi- 
mately as large an audience in summer as in winter. 
As always, the program's the thing. Summer re- 
ception on the whole is just as clear. Moreover, 
the advertiser who withdraws from the air at the 
end of spring has to start all over again to win a 
following in the fall. 

a higher level or have established 
a high degree of popularity suffer 
very little. One of the most popu- 
lar programs, for example, dropped 
only 0.6 per cent from the high 
winter figure to the low summer 
figure. 

The average decline of ten of 
the leading programs, exclusive of 
Amos 'n' Andy, was approximate- 
ly 10 per cent. However, during 
August the upward trend sets in 
again, and it is those programs 
which have established their popu- 
larity and have stayed on the air 
which pick up quickest on the aver- 
age. 

Hold Depends on Program 

THOSE programs which enjoy 
large audiences during the winter 
months hold a large percentage of 
their audience during the summer 
months. It is, in the last analysis, 
the program and not so much the 
time of the year which plays the 
most important part in the circu- 
lation a broadcast will obtain. Real 
entertainment knows no seasons. 

There is, of course, one excep- 
tion to that general statement. 
Those programs which are broad- 
cast during the early evening 
hours do suffer more than those 
which appear later in the evening. 
However, here again the popular- 
ity of the program has most to do 

with the size of the audience it can 
obtain and hold. Amos 'n' Andy 
may lose 15 per cent of their win- 
ter audience in the summer but, 
even at that, their circulation is 
counted in millions. The import- 
ant thing is to know what the audi- 
ence wants to hear. 

Going off the air during the 
summer is a good deal like discon- 
tinuing advertising during bad 
times. The manufacturer is the 
one who is the greatest sufferer. 
Radio, like any other form of pro- 
motion, is most effective when used 
consistently as well as intelligent- 
ly. Everlastingly keeping at it- 
for those products which can be 
sold in the summer or the year 
round -is no myth. 

Consistency Pays 

RECENT marketing studies indi- 
cate clearly that consistency pays. 
During the past three years buying 
habits of consumers have of neces- 
sity changed. People have been 
forced to seek greater value for 
their money as well as to make 
what they have go farther. There 
has been a marked increase in 
shifting from one brand to an- 
other, or from one type of product 
to another. 

However, and this is important, 
factual data at hand indicates 
clearly that when the number of 

shifts from a given product are 
compared with the number of 
shifts to that product a favorable 
balance is credited to the product 
most consistently advertised, with 
radio showing up very strongly as 
a reason for shifting. 

With a decrease in the use of 
promotional effort the need is all 
the greater for the advertiser to 
examine carefully the available 
media which will produce for him 
the greatest return for what 
money he can appropriate. It is 
not my business to favor one me- 
dium over another, but I do know 
that radio when used consistently 
and intelligently is a powerful 
force in creating good will, and, 
what is more important, sales. 

Audience Available 

JUST BECAUSE Manufacturer 
Jones decides to take a summer 
holiday in radio is no reason why 
Manufacturer Smith should. If a 
product can be sold in the warm 
weather the advantage lies with 
the manufacturer who continues 
his selling effort. It is a well known 
fact that when a program is taken 
off for the summer and put on 
again in the fall it is just about 
the same as the experience of a 
new advertiser going on the air. 

Programs generally have a 
small initial audience. If the pro- 
gram proves to be popular, the size 
of the audience increases steadily 
until the peak is reached. It is a 
fairly slow process as a general 
rule. But, to have achieved large 
radio circulation and then to have 
to repeat the building process is, 
so I reason, an expensive proposi- 
tion. 

There is a large summer audi- 
ence. It wants entertainment. It 
is not uncommon for our field rep- 
resentatives to write in about peo- 
ple they have called on in connec- 
tion with their work asking what 
has happened to such and such 
program. An important point for 
a manufacturer to consider is not 
how much he is saving by remain- 
ing off the air during the summer 
but how much he is losing. 

Program Change Danger 

IT HAS been interesting to have 
advertisers ask us whether it is 
wise to put a new program on the 
air during the summer. We have 
records, of course, which show 
what the experience of other pro - 

(Continued on page 34) 
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Ask Change in Disc 
Broadcast Order 
Commission Considers WBS 
Plea on Announcements 

ELIMINATION 
of the require- 
ment that tran- 
scription p r o - 
grams be an- 
nounced as such 
just before they 
are broadcast, as 
a means of en- 
couraging the use 
of recorded pro - 

Judge Robinson grams by adver- 
tisers, was proposed to the Radio 
Commission May 23 by Judge Ira 
E. Robinson, former radio commis- 
sioner, as counsel for the World 
Broadcasting System. Presenting 
his arguments orally in executive 
session with the Commission, Judge 
Robinson was accompanied by Ar- 
thur F. Mullen, Omaha attorney 
and vice chairman of the Demo- 
cratic National Committee, and E. 
B. Foote, vice president of WBS. 

The Commission, it was stated, 
will give prompt consideration to 
the request. To allow this would 
entail a revision of Rule 176 which 
specifies the manner in which elec- 
trical transcriptions and recorded 
programs s h a 11 be announced. 
Preparatory to final Commission 
consideration, the legal division 
has been asked to study it. 

Judge Robinson addressed a let- 
ter to the Commission on April 12, 
setting forth reasons for the re- 
quest. At the conference he enlarged 
on these arguments informally, 
and declared that should the Com- 
mission find it undesirable to elim- 
inate the transcription require- 
ment entirely, that it permit the 
announcement following the pro- 
gram, rather than before. 

Text of Letter 
THE LETTER follows: 

Representing the World Broadcast- 
ing System, Inc., I have heretofore 
requested the Commission to change 
Rule 176 so that a transcription made 
expressly for broadcasting purposes 
need not be announced as such just 
before its broadcast. 

The operation of the rule as it now 
stands stigmatizes such transcriptions 
by putting them in the category of 
phonograph records, and piano player 
records, when in fact they have come 
to be a most useful and popular meth- 
od of program transmission. If any 
announcement is to be made it should 
be made after the broadcast; though 
there seems to be no more use for 
that than an announcement that 
a program from one of the chain 
studios came to the station by wire. 
The change which I am asking will 
be beneficial to the public interest 
in that it will encourage the use 
of transcriptions by advertisers and 
stations not now using them be- 
cause stigmatized in a class with mere 
ordinary phonograph records; adver- 
tisers being fearful that the public do 
not appreciate phonograph records 
and stations being fearful that their 
credit before the Commission is 
harmed by the use of anything but 
live talent. Yet the public now wel- 
come the use of transcriptions made 
expressly for broadcasting, and they 
certainly offer local and regional sta- 
tions the good talent not locally ob- 
tainable. Both of the great networks 
are now at times using transcriptions. 

May I not have action by the Com- 
mission on this subject within the 
next few days? I shall thank you to 
bring it up for decision at an early 
meeting. 

Marked Upturn in National Radio Advertising Foreseen 

HAPPY DAYS JUST AHEAD 

By Agencies, Nets, Transcription Companies 

NATIONAL radio advertising - 
transcription and other spot as 
well as network -is due for an ap- 
preciable upturn early this autumn 
and winter. Indeed, there are al- 
ready signs of improvement, de- 
spite the fact that radio generally 
since the year began has suffered 
the severest decline in revenues of 
several years. 

These conclusions are based 
upon personal contacts by repre- 
sentatives of BROADCASTING during 
the last few weeks with leading 
agency radio executives, network 
officials, transcription companies 
and station representatives in New 
York. Reports from stations are 
also quite encouraging. 

Optimistic expressions were 
heard on all sides. Agencies are 
working on new and renewal radio 
accounts that augur exceedingly 
good business for the months to 
come. For the most part, these ac- 
counts are still in the formative 
stage, and the agency heads decline 
to be quoted. But the apprehen- 
sions of last winter are conspicu- 
ous by their absence. 

Networks Out of Slump 

THE NETWORKS appear slowly 
but surely to be coming out of the 
severest slump in their history, 
with some accounts already being 
renewed and new accounts being 
signed for the fall and winter. 
With Chesterfield and Old Gold on 
CBS and Philip Morris on NBC, 
the prospects are even bright that 
Lucky Strike will soon be back on 
the air with as big a schedule as 
formerly. 

Transcription business appears 
to be at its lowest ebb at this writ- 
ing, but World Broadcasting Sys- 
tem and Scott Howe Bowen, while 
declining to divulge their pending 
new business, report that better 
days for spot business are inevita- 
ble. World has just renewed Mitzi 
Green's "Happy Landings" series 
for Ward Baking Co. for another 
13 weeks, and Scott Howe Bowen 
expects shortly to extend its For- 
han "Count of Monte Cristo ", 
which has had a remarkably suc- 
cessful test run on three stations, 
to practically a nation -wide group. 

Representatives like Scott Howe 

Bowen and Edward L. Petry & Co., 
personally interviewed, also agreed 
that radio business is on its way 
out of the doldrums. 

With network and spot business 
scarce this spring and summer, 
most stations have worked harder 
than ever on local accounts, and 
some of them have reported excep- 
tionally satisfactory results. Brew- 
ery accounts are slowly but surely 
developing as the brewers are be- 
ginning to gauge production to de- 
mand. Many local merchants, try- 
ing out radio for the first time, 
are manifesting gratification at 
the pulling power of the medium. 

WOR Business Booming 

THE LEADING independent sta- 
tion, WOR, Newark, wrote more 
business for April than for the 
same period last year and feels 
there is every indication that the 
business of the summer months 
will exceed that of last year, re- 
ports A. A. Cormier, WOR direc- 
tor of sales. 

Mr. Cormier points with particu- 
lar pride to the fact that WOR has 
sold more of its day time than any 
of the network key stations in the 
New York area. The King's Brew- 
ery account on WOR, using two 
half hours weekly, was the first of 
several such accounts that will be 
on the station before the summer 
is far advanced, said Mr. Cormier. 

"Another encouraging factor," 
he added, "lies in contract renew- 
als. Only last week four compan- 
ies extended their broadcasting to 
a combined total of 163 weeks, the 
shortest being 34 weeks. That 
WOR has been effective in the 
beauty preparations field can be 
seen in the signing of a 39 -week 
contract by John H. Woodbury Co. 
and the Andrew Jergens.Co., which 
reserves a Sunday night spot start- 
ing next September. 

"Electrical transcriptions are be- 
coming increasingly popular with 
certain classes of national adver- 
tisers, as evidenced by the 26 
weeks' booking of the Forhan Co., 
now on the air nightly except Sat- 
urdays and Sundays. Beechnut, 
with its now famous `Chandu', is 
also planning to return to the air 
in the fall." 

Silver Dust Campaign 
GOLD DUST Corp., New York, is 
using an 11- station eastern CBS 
network, in addition to a special 
Jewish program over WMCA, New 
York, to introduce its new com- 
panion product to Gold Dust, 
which is called Silver Dust and 
which is a powdered soap for wash- 
ing dishes and clothes. Extensive 
newspaper advertising and a 
house -to -house sampling campaign, 
with airplane loud speakers and a 
fleet of Austin cars carrying loud 
speakers, are included in the cam- 
paign. The Silver Dust "Around 
the Town" program started May 
27 on CBS to be heard intermit- 
tently Fridays, 8 to 9 p.m., EDST, 
during the early summer months. 
Account is handled by Batten, 
Barton, Durstine & Osborn, New 
York. 

Ward Renews 
WARD BAKING Co., New York 
(bread and cakes) during June re- 
news its Mitzi Green in "Happy 
Landings" transcription s e r i e s, 
produced by World Broadcasting 
System, over the 20 stations that 
have been carrying it. Renewal is 
for 13 weeks. Joseph Katz Co., 
New York, handles account. 

Beauty Test Account 
CRYSTAL Corp., New York (Out- 
door Girl Beauty Preparations), on 
June 2 starts a one -half hour tran- 
scription test program over WOR, 
Newark, and WJSV, Washington, 
Fridays 9 -9:30, EST; 13 weeks, fea- 
turing Omega Gamma Sorority 
Dance. Hanff- Metzger, New York, 
handles account. 

Net Revenues in April 
Set New Low Record 
With $2,462,970 Total 
NETWORK revenues from time 
sold in April fell to the lowest 
level in nearly a year, NBC and 
CBS reporting combined incomes 
of $2,462,970, which compares 
with $4,004,484 in April, 1932, ac- 
cording to National Advertising 
Records. For the first four months 
of this year, the NBC and CBS 
combined total was $10,899,334, 
which compares with $16,180,629 
during the same period last year. 
In March the two major networks 
reported $3,013,565 in sales; Feb- 
ruary, $2,619,605 and January, 
$2,803,194. 

April income of NBC amounted 
to $1,690,177, compared with $2,- 
649,892 in April, 1932. April in- 
come of CBS amounted to $772,793, 
compared with $1,354,592 in April, 
1932. 

All but five of the 23 classifi- 
cations showed declines under the 
same month of last year. House 
furniture and furnishings were up 
from $41,907 in April, 1932, to 
$43,079 in the same month this 
year. Lubricants and petroleum 
products were up from $167,854 to 
$280,612. Office equipment showed 
$5,577 as against nothing last 
year. Radios, phonographs and 
musical instruments were up from 
$30,959 to $35,600. Travel and ho- 
tels were up from $2,446 to $3,643. 

The biggest declines were: 
cigars, cigarettes and tobaccos, 
down from $692,235 to $239,278; 
clothing and dry goods, from $87, 
928 to $51,627; drugs and toilet 
goods, from $854,902 to $594,849; 
foods and food beverages, from 
$1,115,755 to $766,968; soaps and 
housekeepers' supplies, from $102; 
025 to $76,626; stationery and 
books, from $81,699 to $17,695. 

Store Lists Programs 
Dropped by Newspaper 
FIRST of the newspapers to drop 
radio news flashes and radio pro- 
gram listings as a result of the 
recent restrictions on news broad- 
casts imposed by the Associated 
Press and the resolution of the 
American Newspaper Publishers 
Association was the NASHVILLE 
BANNER, whose publisher, James 
G. Stahlman, was chairman of the 
A. N. P. A. radio committee. The 
news flashes were withdrawn from 
WSM. Immediately after the pro- 
gram listings were withdrawn, the 
Castner -Knott Co., local depart- 
ment store, began carrying them 
in its display advertising in the 
same newspaper. The only other 
newspaper to take drastic action 
since the New York meetings, thus 
far reported to BROADCASTING, was 
the INDIANAPOLIS STAR, which has 
discontinued its news bulletins on 
WFBM. 

THOUGH both stations have local 
newspaper tieups, Hal Totten's 
Teaberry. Gum Sports Review on 
WMAQ (half owned by the CHI- 
CAGO DAILY. NEWS) and Pat Flan - 
nagan's baseball broadcasts over 
WBBM are now being derived 
from Western Union tickers. 
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Lack of Practical Broadcaster 
Handicaps Wynn Net Venture 

Industry Skeptical After Many Delays; Starting 
Date Now June 5; Wynn Going to Hollywood 

By SOL TAISHOFF 
ED WYNN'S third network, which 
he predicts will revolutionize 
broadcasting, remains an unknown 
quantity as postponement follows 
postponement of its inaugural pro- 
grams over a group of small sta- 
tions in the east. June 5 has been 
announced as the latest opening 
date, but still another delay is in- 
dicated. 

Despite the optimism expressed 
by Mr. Wynn and his associates, 
those initiated in radio are skepti- 
cal. Though they declare they 
wish the Wynn. venture all suc- 
cess, they also express the belief 
that the Amalgamated Broadcast- 
ing System, headed by the comedi- 
an, is destined for failure unless a 
practical broadcaster flanked by 
capable executives takes hold. 
Thus far approximately $250,000 
of Mr. Wynn's own funds is un- 
derstood to have been invested in 
the project. 

First Hand Inspection 

AN INSPECTION of the Amal- 
gamated setup was made by this 
writer May 18, at which time he 
also talked with Mr. Wynn, Ota 
Gygi, vice president and Mr. 
Wynn's partner, and several other 
officials. His appraisal was con- 
curred in by others in the indus- 
try who have looked behind the 
Amalgamated scenes. 

It seems apparent at this time 
that the organization is lacking in 
business and technical personnel 
and organization. Although Mr. 
Wynn and his associates claim 
that their plans of operation will 
allow them a margin of profit at 
the outset, through both national 
and local sponsorship of programs, 
the soundness of the project from 
the business side naturally is be- 
ing questioned. How the network 
promoters hope to get national 
business for a hookup of local sta- 
tions, when the established net- 
works are feeling the effects of 
curtailed sales, is mainly respon- 
sible for these expressions of 
doubt. 

Lafount Sees Studios 

WIDESPREAD interest in the pro- 
ject has been shown by advertis- 
ers, agencies, stations and the 
Radio Commission since the dis- 
closure last February by this pub- 
lication that Mr. Wynn contem- 
plated establishment of a third 
network competitive with NBC 
and CBS. Commissioner Harold 
A. Lafount visited the headquar- 
ters of Amalgamated at 501 Madi- 
son Ave., on May 17, and con- 
ferred informally with its officials. 
He declined to discuss his views 
for publication. 

The consensus is that the Amal- 
gamated project now is simply an 
idea, and that little thought has 
been given to anything other than 
the program end. There is not a 
practical broadcaster in the or- 
ganization. Even while the studios 
were being furnished, it could not 

be learned whether control equip- 
ment, microphones, remote appa- 
ratus and other technical equip- 
ment had been purchased. 

Mr. Wynn has surrounded him- 
self almost entirely with show peo- 
ple. Mr. Gygi, who now is acting 
as general manager, has had no 
broadcasting experience. A violin- 
ist by profession, it is understood 
he once was concert violinist to 
the King of Spain. A Mr. Gold- 
man, who once operated a chain 
of cut -price radio stores in New 
York, is acting in the capacity of 
commercial manager. 

Circuits Uncertain 

THERE is still some uncertainty 
about the use of Western Union 
lines, in lieu of A. T. & T. bal- 
anced broadcasting circuits, for 
the initial six - station hookup. 
While preliminary arrangements 
were made to use Western Union 
circuits from New York through 
Washington, it has been found 
that the cost of engineering these 
lines by Amalgamated personnel, 
together with terminal equipment, 
will almost equal the cost of A. T. 
& T. circuits, which are engineered 
by the telephone company and 
which are leased together with 
terminal apparatus. 

Of the six stations definitely an- 
nounced as the first segment of the 
eastern Wynn network, it is re- 
ported that Amalgamated itself 
owns or has heavy financial inter- 
est in two and also is financially 
interested in one or two other 
small stations in the New York 
metropolitan area, all of which 
formerly were aligned in the third 
network project fostered by Wal- 
ter Whetstone, Sr., former public 
utilities magnate of Philadelphia. 

WCDA. WBNX and WSMG. 
New York, which share time and 
which will be joined together as 
the network key, are said to be 
partially or entirely owned by 
Amalgamated along with WTNJ, 
Trenton. The three New York sta- 
tions, according to Mr. Wynn, will 
be consolidated with the call 
WMET, although there is talk of 
calling it WYNN. Other stations 
which have been announced as out- 
lets for this New York -to -Wash- 
ington chain are WPEN, P h i l a - 
d e l p h i a ; WDEL, Wilmington; 
WCBM, Baltimore, and WOL, 
Washington. 

Executives Chosen 

FRANK ORTH. formerly an engi- 
neer with WABC, New York, CBS 
key, has been retained as chief en- 
gineer of Amalgamated, according 
to an announcement by the com- 
pany. J. J. Beloungy, said to be 
"former chief engineer of WEAF ", 
is his chief associate. 

George M. King, said to be well - 
known in the show business, has 
been named director of Amalga- 
mated Artists Bureau. The asso- 
ciate director is Irvin Z. Grayson, 
who was stated to have come di- 
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Determining Listener Preferences 
GENERAL MILLS, Inc., Minne- 
apolis (Gold Medal Flour, Bis- 
quick, Wheaties, etc.) - long a lead- 
ing radio advertiser, used this un- 
usual tie -in with 30 newspapers of 
the northwest to inaugurate an 
experimental series of eight pro- 
grams over WCCO, Minneapolis, 
and KSTP, St. Paul, which were 
linked together on May 26 for the 
first of eight programs designed to 
determine listener preferences. Af- 
ter the first ad and radio announce- 
ments, ballots began to pour into 
the stations. The preliminary an- 
nouncements concerning the ad 
listed by name the 30 newspapers 
carrying it, eliciting a tremendous 
publicity response in those news- 
papers and considerable editorial 
comment on the excellence of the 
tie -up between radio and the press. 
General Mills plans to produce a 
regular program along the lines 
shown by the majority of the votes. 

rectly from WTIC, Hartford, and 
to have been previously with NBC 
in sales and promotion and with 
Metro -Goldwyn -Mayer as an asso- 
ciate director. 

Among others announced by 
Amalgamated as affiliated with the 
network are Ray Perkins, former 
NBC artist; Peter Dixon, newspa- 
per man and radio continuity 
writer of "Raising Junior" fame; 
Phillip Barrison, formerly director 
of Colliers Hour over NBC; Bever- 
ly Bayne, old -time movie star, and 
Bessie Beatty, formerly of the edi- 
torial staff of McCALL's. 

50 Daily Features 
IN AN announcement on May 22, 
Amalgamated stated that the plan 
was still to use Western Union 
circuits with Amalgamated's pri- 
vately owned booster equipment. 
It was stated also that more than 
50 features are to go on the air 
daily over the network, once it 
opens, consuming 16 hours. 

"The drastic economies which 
we have effected by this proced- 
ure" (use of Western Union 
wires), Mr. Wynn said, "are to be 
passed on to our sponsors. A com- 

mittee of Amalgamated officials 
and station- owners has been set- 
ting rates for sponsors, more than 
a score of whom will be on the air 
when we start next month. Our 
time schedule, of course, is a full 
16 hours. We can say this now: 
The hourly rate for the whole At- 
lantic seaboard network is about 
the same as for one leading `spot' 
station in New York city." 

In the same announcement it 
was stated that the next step in 
the network plans, following open- 
ing of the eastern group, will be 
the completion of a private] y 
operated circuit between Baltimore 
and Pittsburgh, where WWSW, a 
100 watter, is to serve as the link 
between the Atlantic seaboard net- 
work and the Michigan state net- 
work of six stations headed by 
WXYZ, Detroit. 

Mr. Wynn said that he will 
leave for Hollywood July 5 to 
make a picture for Metro -Gold- 
wyn- Mayer. Though he will be 
gone for 12 weeks, he said he 
would keep in touch with Amalga- 
m a t e d headquarters by direct 
leased wire, using the facilities of 
C. D. Barney & Co., stock brokers. 
He plans to return to the air for 
Texaco, resuming his "Fire Chief" 
program over NBC after the film 
is completed. 

WMCA With Full Time, 
May Be Made The Key 
Of Select Station Group 
COINCIDENT with the acquisition 
of full time by WMCA, New York 
City, on the 570 kc. channel, re- 
ports are current that the station 
may become the key of a select 
group of stations in the east and 
middle west, that cover major mar- 
kets. While the reports were not 
denied by operators of WMCA, de- 
tails were not disclosed. 

WMCA several times in the last 
three years has been mentioned as 
the possible key for a quality 
group. About a year ago a meet- 
ing was held in Detroit by several 
prominent broadcasters with the 
object of working out plans for 
such a group, but nothing de- 
veloped. 

WMCA acquires full time June 
5 through consolidation with 
WPCH, owned by the same inter- 
ests. Heretofore, it has shared the 
570 kc. channel with WNYC, New 
York municipal station, and had 
been in almost constant conflict 
with that station before the Radio 
Commission. The Commission last 
year ordered WNYC to exchange 
facilities with WPCH. WNYC now 
moves to the 810 kc. channel, re- 
taining 500 watts power. The Com- 
mission's decision was sustained in 
the courts. 

An inaugural broadcast by the 
consolidated WMCA - WPCH has 
been scheduled for June 7 by Don- 
ald Flamm, president of the sta- 
tions, from the stage of the Man- 
hattan Theatre. The combined sta- 
tions have pending before the Com- 
mission an application for an in- 
crease in power from 500 watts to 
1 kw. 

IVANHOE FOODS, Inc., Augburn, 
N. Y. (Ivanhoe Mayonnaise) is us- 
ing radio in selected cities of 
Southern New England, upstate 
New York, Pennsylvania, Ohio, 
Indiana and Michigan. 
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Wave Meet Slated 
July 10; NAB Asks 
3 -Year Licenses 
English - Speaking Nations 
Fear Spanish Entente 
WITH the North American Con- 
ference for reallocation of broad- 
casting channels definitely sched- 
uled for July 10 at Mexico City, 
the NAB has petitioned the Radio 
Commission urging immediate con- 
sideration of a revision of its regu- 
lations so that broadcast licenses 
may be issued for periods of three 
years in lieu of the current six - 
month terms. The law prescribes 
that the Commission in its discre- 
tion may issue licenses for that 
period. 

In a letter to the Commission, 
which was considered by that body 
May 16, James W. Baldwin, NAB 
executive charged with matters in- 
cident to the North American con- 
ference, emphasized the importance 
of the matter in any negotiations 
leading to a redistribution of chan- 
nels among nations of the conti- 
nent. Longer license terms, he 
said, are essential to the stability 
of the broadcast industry. 

Delegate to be Named 

FORMAL WORD was received by 
the State Department May 23 from 
Mexico City that the conference 
will be held beginning July 10. In- 
vitations also went to Canada, 
Cuba, Newfoundland, Costa Rica, 
Salvador, Guatemala, Honduras, 
Nicaragua and Panama. Chairman 
Sykes of the Radio Commission is 
chairman of the American delega- 
tion, but the State Department has 
not yet made known who will re- 
place Senator White, (R.) of 
Maine, who originally was appoint- 
ed to head the delegation, but who 
declined to serve when Judge 
Sykes was appointed chairman. 
The names of Dr. C. B. Jolliffe, 
chief engineer of the Commission; 
William R. Castle, Jr., former Un- 
dersecretary of State, and Dr. Ir- 
vin D. Stewart, State Department 
radio expert, are mentioned, al- 
though unofficial advices are that a 
member of Congress and a Latin 
American expert may be chosen. 

Some apprehension is felt over 
the invitations to the Central 
American countries which hitherto 
have been virtual nonentities in the 
radio picture. Fear that Mexico 
may have banded together these 
Spanish- speaking nations as a "lit- 
tle entente ", with sufficient voting 
power to out - vote the English - 
speaking nations, is expressed. 

U. S. Policy Undecided 

IN FORMER international radio 
and telegraph conferences each na- 
tion, regardless of its size or im- 
portance, has been accorded one 
vote. Should this policy be fol- 
lowed at the Mexico City confer- 
ence, five Central American coun- 
tries, together with Mexico and 
Panama, could control all issues if 
they voted together. The matter 
of voting unquestionably will be 
subjected to full discussion prepa- 
ratory to consideration of the ac- 
tual allocations. 

What position will be taken by 
(Continued on page 34) 
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Map of North American Population 
(Prepared by Federal Radio Commission from Official Records) 

SOURCES OF DATA -This map was published specially for the Federal Radio Commission by the U. S. Geological Survey. Data 
for Canada was derived from the "Atlas of Canada', Department of Interior, Ottawa, and 1931 census; data for Cuba from 1930 
census; data for Mexico from Department of Statist'cs, Mexico City, and data for United States from 1930 census. 

SHOWING at a glance how popu- 
lation is distributed on the North 
American continent, the map re- 
produced above is of particular 
interest to advertising agencies, 
national advertisers and others 
identified with the business of 
broadcasting. The map was pre- 
pared by the Federal Radio Com- 
mission from information procured 
from the countries involved. 

The map unquestionably w i l l 
prove of value at the forthcoming 
North American conference to be 
held in Mexico City shortly for a 

redistribution among the countries 
of the continent of wave lengths 
available for broadcasting. In the 
United States broadcasting facili- 
ties, under the radio law, are dis- 
tributed according to density of 
population in given geographical 
areas. Presumably, a similar 
practice will be followed in the al- 
locations at the Mexican parley. 

Of significance is the fact that 
possibly 95 per cent of the area 
covered by the Dominion of Can- 
ada has less than two inhabitants 
per square mile. In most of the 

inhabitated area of the Dominion 
the density of population is from 
2 to 18 persons per square mile. 
Canada's total population is esti- 
mated at about 10,000,000. 

Mexico, while vastly smaller in 
geographical area, has about one 
third more than Canada's popula- 
tion. Morever, its inhabited area 
is far greater than that of the 
Dominion. Cuba, which also will 
figure in the North American con- 
ference, has a concentrated popula- 
tion in its small geographical area 
of approximately 4,000,000. 
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