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' ® With a half-million more acres under cul-
tivation and a 20-million-dollar small
* grains crop already in the bin, indications
are a record year for “‘sure-crop” Colorado
. agriculture. Farm experts are forecasting
a return around the 200 - million - dollar

mark for the 1937 crop.

Present peak buying will continue this
fall and winter throughout the Denver-
Rocky Mountain region . . . and KLZ, en-
trenched in top place with listeners, is in a
strong position to exert a vital influence on
behalf of your product in this big, able-to-
buy market. last. year's: good crop by

over 33 percent.

Affiliated in Management with WKY
and the Oklahoma Publishing Co.
Representative E. KATZ SPECIAL ADVERTISING AGENCY
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Dont fire till you see the
whites of their eyes!
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WAAB Boston
WEAN Providence
WICC Bridgeport
' ) ) ) New Haven
T Bunker Hill, Colonel Prescott covers an mportant retaill center WTHT Hartford
did not have to explain that a vol- where nationally advertised merchan- WNLC New London
ley at short range would have a more dise moves across the counters in large WSAR Fall River
devastating effect than long range volume. WSPR Springfield,
v sniping. His men knew they couldn't The network strength of Colonial’s : S
! . ’ : . WLBZ Bangor
miss a big target, close up. 15 stations is a powerful medium for
Like the men at Bunker Hill, you are mass appeal to create volume sales for WEEA o |
Y  aPP WNBH  New Bedford
aliming at a mass formation in every you 1n these same markets. WLLH Lowell
Y v 3 r ) . 5 . . .
L\.C\\ England major market. You can’t Colonial statn.ons 'alSO provide lower WBRY Waterbury
miss if you are close enough to the cost access to this wide-spread area and WLNH Laconia
, target. a greater choice of desirable time. WRDO Augusta
It is the function of the Colonial Choose the Colonial group. Bring o Springficld,
. . - - 3 1
Network to bring the big targets into your entire New England market into Vt.
close range — 15 of them. Each station close range economically.

7he COLONIAL NETWORK

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

L —

Exclusive National Representatives

Published semi-monthly, 25th issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INC., 870 National Press Building, Washington, D. C. Entered as

second class matter March 14, 1933. at the Post Office at Washington, D. C., under act of March 3, 1879.
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THE COMPLETE CATALOG OF RECORDING
SERVICE FOR AGENCIES, ADVERTISERS
AND STATION OPERATORS

Ready for your permanent files and available on request,
this catalog gives complete information on transcription
programs for radio broadcasting—answers many questions

about effective spot broadcasting.

WRITE TODAY FOR YOUR FREE COPY

NATIONAL BROADCASTING COMPANY

ELECTRICAL TRANSCRIPTION SERVICE
RCA BUILDING, RADIO CITY, NEW YORK MERCHANDISE MART, CHICAGO

A RADIO CORPORATION OF AMERICA SUBSIDIARY
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THERE will be Tudor Plate on tables

in thirty four American cities this
Fall because of a program in the Fall
of 1936 over WGR, Buffalo, and KSTP,
St. Paul. WGR does not claim coverage
in half of those thirty four cities (de-
spite new, ultra-modern equipment and
the highest vertical radiator in New
York State). Here’s the story:

“Peggy Tudor” was first heard by
Buffalo and Minneapolis-St. Paul lis-
teners in a test campaign to determine
whether daytime radio could sell me-
dium-priced silver plate. Retailers were
invited to the WGR studios to hear

“Peggy Tudor” and to see the line of
Oneida Tudor Plate. They were enthu-
siastic about both.

The public was equally enthusiastic,
and the sales curve in the test markets
began to climb. The radio schedule
that started with service for two goes to
service for thirty four this Fall.

Success of the thirty four
station campaign is a foregone
conclusion. “Peggy Tudor”
has been thoroughly tested
over an ideal test station in
a natural test market. WGR’s
daytime audience is quite will-

ing to serve as the laboratory material
for your test this Fall. We’ll wrap it up
and deliver it in any package of time
that you suggest.

P.S. Yes, Batten, Barton, Durstine and
Osborn have schedules all set. Please
don’t call them or us about the list.

WGR-WhBW

The ends bf the dial”

OWNED AND OPERATED BY THE BUFFALO BROADCASTIRG COMPANY . . Represented by Free & Peters Inc.

BROADCASTING e Broadcast Advertising
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STRATEGICALLY
LOCATED STATIONS
 BLANKET
THIS RICH FIELD

; lingness to spend money for worth-while products
is characteristic of the South Texan. No hoarder, he, and now
that wages are up and work is plentiful, he has plenty of money
to spend . . . and he's spending it. Many of his purchases are
influenced by what he learns from KXYZ or KRIS—for, no matter
where he is Y cated on the Gulf Coast, it's dollars to doughnuts
that one of this fast-moving duo is his chief reliance.

KXYZ

HOUSTON
NBC
Blue

M. .. and, back of this constant influence that reaches into prac-
fically every home in one of the Nation's most prosperous sec-
tions, there is a merchandising service that, through frequent
 contact and a feeling of mutual confidence, operates fo keep
 dealers actively, personally interested in the products we "go to.
 bat for” bt el
.~ 1 We have said in former advertisements "These sfaﬁo_n{sky,ar'e in-

~ terested primarily in creating Advertising Value for the buyer

-
i
-

’ _ of station fime." It is this dominant interest, recognized and ap
k ~ preciated by advertisers, that has made our amazing growth p
K R I S sible . .. and that has enabled us to score decisively in every ¢
where effective merchandising could be brought into the pictur
CORPUS CHRISTI { An attractive combination rate puts both these stations, ‘

two complete merchandising' units to work ,ajf; one ‘sma;!i;cos;f
NATIONAL REPRESENTATIVES
o ?‘tdﬁam 4. Robertson

~ Chicago | New York

o .

NBC
Red and Blue

ASK US FOR THE INFORMATION YOU NEED ABOUT SOUTH TEXAS

oo s 00 We _/(n'owtée u/é Coast

Page 6 ¢ August 15, 1937 BROADCASTING ¢ Broadcast Advertising
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Given mediums such as WBZ and WBZA,
serving the largest concentration of pur-
chasing power in New England, and your
program becomes a magnet for sales.
Records prove the response WBZ and
WBZA attract.

! Basic Blue Network Stations
! Completely Programmed by NBC

i BROADCASTING ¢ Broadcast Advertising August 15, 1937 o Page 7
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.................... Des Moines
WGR-WKBW ... Buffalo
WHK-WJAY .. Cleveland

____________________ Kansas City
________________________ Louisville
______ Minneapolis-St. Paul

KOIN-KALE ... Portland

STOP, Miss Schmutz! — if they’re call
letters you’re taking, we can help you make
a good selection!

First, because we know exactly what station
in every part of the country can do the best
kind of job for your particular product.
. « « Second, because we know what times
are best for you in each section. . . . Third,

because we have a pretty good idea of

what programs are most effective for prod-
ucts in your classification. And remember
that all those factors vary from season to
season and from year to year.

So let us help you pick your stations.
Naturally enough, we’ll hope that all our
list will meet your needs. But if they don’t,
we’ll tell you . .

. and ten to one you’ll be

glad you called us in. How about it?

FREE & PETERS, Inc.

(and FREE, JOHNS & FIELD, INC.)

______________________ Columbus

NEW YORK

110 East 42nd St.
Omaha L-fmglan 2-8660

DETROIT

St. Louis Mew Center Bldg,

......................... Syracuse

Trinity 2-8444

Seattle

Page 8 ¢ August 15, 1937

Radio Siaton

SAN FRANCISCO
One Eleven Sutter
Sutber 4353

.................... Charleston

‘cHicao UL C——
180" M. Michigan
Fr.lrr.kl_in 6373

LOS ANMGELES
. C.of C. Bldg.

____________________ .. Davenport

______________________ Fort Worth

-------------- O ;\-:a-l-'l.a-Lincoln

Rizhmend &184

............... Youngstown

BROADCASTING ¢ Broadcast Advertising
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$3.00 A YEAR —15¢ A COPY

Thorough Senate Radio Proe Seen Certain

White Resolution Gets

Favorable

Report;

President

Considering Many More Names for FCC Vacancies

AN ALL-inclusive inquiry into the radio regulatory structure,
involving top personnel of the FCC and striking at the roots
of the law under which it functions, now appears imminent
as a result of activities on the Washington scene during the

last fortnight.

With two appointments on the FCC to fill existing vacan-
cies expected momentarily, another Congressional manifesta-
tion of attitude toward radio and the FCC developed suddenly
Aug. 11 when the Senate Interstate Commerce Committee re-

ported favorably the sweeping
White Resolution (SRes-149) for a
“fact-finding” inquiry into all
phases of broadcasting and com-
munications practices and regula-
tion.

Unless Congress adjourns post-
haste, the resolution [BROADCAST-
ING, July 15] will be passed and
the probe begun—probably in No-
vember or December, or just be-
fore the new Congress convenes in
January. A fund of $25,000, to de-
fray investigation expenses, and to
compensate special counsel, is
sought.

Looking for Business Man

At the White House it was as-
certained that President Roosevelt
has before him several dozen names
as prospective appointees to fill the
two vacancies existing on the FCC
—one of them the chairmanship
vacated by the death last month of
Anning S. Prall. That he is search-
ing for an outstanding figure in
business life for the FCC helm
has been clearly indicated, but he
appears to be having difficulty in
getting that type of man to accept
the call.

In informed circles, it is thought
the Administration desired to
short-cut a possible inquiry into
the FCC by appointing to the ex-
isting vacancies men of highest
reputation. The White House has
indirectly resisted other investiga-
tion efforts, it is reported, because
it was loath to see a New Deal
agency under possible political at-
tack and because the presidential
family itself probably would be
drawn into the inquiry. The posi-
tion of Elliott Roosevelt, son of
the President, as vice-president of
Hearst Radio in charge of its
Southwestern stations; his status
as a prospective station owner in
his own right by virtue of his pur-
chase of KABC, San Antonio, sub-
ject to FCC approval [see page
12]; a similar purchase of KFJZ,
Fort Worth, by Mrs. Elliott Roose-
velt, also awaiting FCC approval;
the former radio activities in New
England of James Roosevelt, eldest

son of the President, now of the
White House secretariat—all have
been mentioned as possible inquiry
fodder.

if the Senate approves the far-
reaching 27-point White Resolu-
tion [see July 15 issue for text]
.during the waning days of this
session, then it is likely that the
Interstate Commerce Commission
will begin its inquiry in November
or December, or before the next
Congress convenes. Senator Wheel-
er (D., Mont.), chairman of the
Committee, favors such proced-
ure, as does Senator White
(R., Me.), author of the resolution
and the best informed man in Con-
gress on radio and communica-
tions.

The inquiry, which Senator
White repeatedly has asserted
would be in the nature of a “fact-
finding” study rather than a ‘“fish-
ine expedition”, probably would be
directed jointly by the chairman
and the Maine Senator, with the
full committee of 20 members
rather than a subcommittee sit-
ting. A fund of $25,000, for reten-
tion of special counsel and clerical
assistance is sought, together with
customary authority to subpoena
witnesses and records and to hold
meetings at the call of the chair-
man whether or not Congress is in
session.

Members of Committee

Members of the Committee in ad-
dition to the Chairman and Sena-
tor White are: Democrats—Smith,
South Carolina; Wagner, New
York; Barkley, Kentucky; Neely,
W. Va.; Dieterich, Illinois; Loner-
gan, Connecticut; Brown, New
Hampshire; Bone, Washington;
Conahey, Ohio; Minton, Indiana;
Moore, New Jersey; Truman, Mis-
souri; Andrews, Florida; Johnson,
Colorado, and Schwartz, Wyoming.
Republicans—Davis, Pennsylvania;
Austin, Vermont. Farmer-Labor—
Shipstead, Minnesota.

Should the resolution fail of

Payne Resumes Personal Investigation

Of Crosley in Letter Asking WLW Data

CONTINUING his one-man cam-
paign against WLW and its 500,000
watts, begun during the October
allocation hearings, Telegraph
Commissioner George H. Payne on
Aug. 14 wrote Powel Crosley, chief
owner of the station, requesting
detailed information on the finan-
cial structure and profits of the
station.

In his letter, given out to news-
papermen on Aug. 13 but dated
Aug. 14 for release on Aug. 16, the
Commissioner said he asked cer-
tain questions at the October hear-
ing regarding the “monopoly” of
‘“unusual power of 500,000 watts”
held by WLW ‘“under the guise of
an experimental license in the in-
terests of science.”

He added there is no great secret
about the fact that instead of this
experimental license being for
scientific research, “it is used sim-
ply as a means of earning unusual
commercial profits.” He added that
Mr. Crosley had not yet furnished
the information and that no answer
to his letter of Nov. 10, 1936, had
been received.

The five-page Payne letter is-

BROADCASTING ¢ Broadcast Advertising

I

sued as an FCC press release,
mentioned an invitation extended
to attend a baseball game on June
30 along with an informal lunch.
“As T had never met you,” the let-
ter said, “the invitation and the
proffered ‘good fellowship’ seemed
unusual. When I wrote, however,
that an official letter that I had
addressed to you had remained un-
answered for over six months, the
problem became one not of gauche-
rie but of defiance of the law.”
The Payne letter also made men-
tion of a “gratuitous and valuable
advertisement” of WLW contained
in the last FCC annual report
which he said was “surreptitiously
inserted”. Obviously, he alluded to
the so-called clear channel survey
of the FCC Engineering Depart-
ment which, on the basis of post-
card returns, showed WLW to be
the first station among rural lis-
teners in 13 states. The Payne let-
ter made mention of the speech of
Senator White (R-Maine) on March
17 relating to radio and monopoly
and another on July 19 by Rep.
(Continued on Page 62)

www americanradiohistorv com

enactment at this session, its con-
sideration at the very outset of the
next Congress in January is re-
garded as a certainty. In the House
there is pending the Connery Reso-
lution (HRes-92) for an inquiry
mainly into alleged monopolistic
tendencies in broadcasting by a se-
lect committee, but the necessary
rule to bring it up on the floor has
not been forthcoming in spite of
strenuous efforts by some members
to jar it loose.

The White Resolution embodies
a full portrayal of perhaps every
question raised pertaining to broad-
casting and its regulation during
the last half-dozen years. It also
covers comprehensively the com-
mon carrier aspects of communica-
tions and its regulation. In addi-
tion to monopoly questions, it goes
into purported playing of politics
by the FCC; sale of stock by sta-
tions and companies; so-called
“trafficking” in licenses; extent
and desirability of newspaper own-
ership of stations; effect of chain
operations upon affiliates and inde-
pendent stations, and the desira-
bility of special regulations gov-
erning claims; time used for broad-
casting of commercial programs,
and whether there should be con-
trol or regulation of advertising;
investments, sales prices and fair
value of stations; geographical dis-
tribution of facilities; advisability
of rate regulation, and related sub-
jects.

The Senate Committee action
was without dissent among the ten
members present. Chairman Wheel-
er was out of town but recom-
mended favorable action before his
departure. The actual legislative
course to be pursued, according to
Senator White, awaited the return
of Senator Wheeler during the
week of Aug. 16.

Senator White has openly indi-
cated that the FCC rather than
the broadcasting industry would
be the primary subject of inquiry.
He, along with Chairman Wheeler,
has repeatedly criticized current
FCC practices, and both have ques-
tioned the advisability of news-
paper ownership of stations.

FCC Nominee List Grows

Just when the new FCC ap-
pointments will be made, remained
in doubt as BROADCASTING went to
press. At his semi-weekly press
conferences, the President stated he
was giving consideration to the va-
cancies and that he proposed to
fill them while Congress is in ses-
sion so as to procure Senatorial
confirmation, rather than make re-
cess appointments without such
confirmation.

Many names—possibly 50—have
been presented and considered at
the White House. Several prospec-

(Continued on Page 62)
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Is AFM Acting as the Catspaw of ASCAP?— 4n Editorial

RADIO faces another crisis. The American
Federation of Musicians threatens to strike
Sept. 16 wunless the broadcasting industry
brings in an acceptable plan for reemploy-
ment of musicians. AFM lays down “14
points” to broadcasters and 16 more to tran-
scription and phonograph record manufac-
turers, which, if complied with, would spell the
doom of many independent stations-—conceiv-
ably destroy the industry.

The whole operation of AFM has a familiar
ring. It fits the mould of ASCAP which has
several times subjugated the broadcasting in-
dustry by employing a technique of manipula-
tion and lobbying seldom encountered in other
pursuits. We find that the very plans of
AFM’s international board were concocted in
the ASCAP headquarters in New York; that
the “conferences” at which the AFM demands
were made likewise were held in those offices,
and that ASCAP is openly seeking to align it-
self with the American Federation of Labor
of which AFM is a chapter.

At this juncture we interpose several ques-
tions: Can it be that ASCAP is aiding AFM
in an effort to divert the industry’s attention
from its own copyright campaign, which has
had rather telling effect in recent months? Is
it ASCAP’s plan to slide under the wire when
present contracts expire at the end of 1939
with more arbitrary demands for increased
royalties for the right to perform music?
We'll leave the answers to the reader’s judg-
ment.

Sound Movies Created Unemployment

Why should the musicians make the de-
mands they do from radio because of unem-
ployment? The movies, and not radio, are re-
sponsible for it. From the day in 1927 that
the first sound picture (The Jazz Singer, with
Al Jolson) appeared, the local musician began
to hit the skids. The fiddler and the two-
fingered pianist, the organist and the horn-
tooter, in thousands of local motion picture
houses, lost out. Only theatres having stage
shows kept staff orchestras. Few of them were
qualified for anything else and have remained
without musical employment. (Many are only
musicians on the side, anyway.)

And the movies, we understand, have made
their peace with AFM simply by agreeing to

cease re-recording, or “dubbing” of music from
film to film or film to disc, and thus making
mandatory the use of an original orchestral
rendition for each film production. There isn’t
any requirement for “stand-by” orchestras in
theatres throughout the country, and the pro-
ducer isn’t “licensed” by AFM.

Now let’s see where radio came into the pic-
ture. About the time of the advent of the
sound picture and the demise of the theatre
orchestra, broadcasting began to come into
its own. NBC was born in 1926. CBS came
the following year. Both hired many musi-
cians. Name bands began to prosper. There
are several hundred today, getting radio spots,
touring circuits, answering an unprecedented
demand. Before radio the name bands could
be counted on one hand.

A Local Problem for AFM

Also, we understand, the various locals of
the AFM are autonomous. They decide for
themselves: the rules under which they func-
tion. Are they in sympathy with AFM de-
mands on a national basis? It seems to us
that the matter is one for the locals to decide
with their local stations and not for the na-
tional organization to attempt to solve.

The fact is that the bulk of the unemployed
musicians probably could not qualify for ra-
dio anyway. The majority are old motion pic-
ture house musicians, or symphonic¢ players
whose instruments are the oboe or the French
horn or the flute. Radio does not require that
type of talent because the public does not de-
mand it. The modern tempo requires modern
musicians. If the driver of the one-horse
street car couldn’t qualify as a motorman,
the traction company didn't pay him for
“stand-by” work.

We do not contend that AFM does not have
an unemployment problem. The nation has
one too. But we do protest any such demands
as are being made of broadcasting as confis-
catory, unjust, audacious and impossible of
accomplishment. AFM, we understand, has
125,000 members who pay a tax of 10 cents
per month per man. It is said to have a bank
balance of $3,000,000. With that fund, and
with a prosperous paying membership (thanks
largely to radio employment and promotion)
it should be able to work out a form of un-

employment relief for the older men who no
longer fit into the modern musical sphere,
without sapping the life-blood of radio.

There is perhaps some justification for the
demand against so-called “dubbing” or re-re-
cording of music for transcriptions. Likewise,
we can see where the off-the-air recordings cent
in on work to which musicians are entitled.
But this proposal to make mandatory the em-
ployment of stand-by musicians whose chief
work could be thumb-twiddling, and the “li-
censing” of stations and transeription com-
panies by AFM, is untenable.

We think it high time that radio again as-
sert itself. It did when Warner Bros. attempt-
ed to pull out of ASCAP, only to find that
without plugging its motion picture business
was seriously threatened. We think radio
should not permit itself to be sabotaged and
intimidated in the way proposed, even if ra-
dio suffers temporarily in the effort.

Plenty of Other Material

Let AFM call its “general strike’” next Sep-
tember if it does not care to get down to rea-
son. There are quite a few thousand good
phonograph records around which would make
excellent program material in a pinch, along
with hundreds of playing hours of high-qual-
ity transcriptions. Script shows, too, go nicely
a part of the time, and of course the broad-
cast day, in such an emergency, can be ab-
breviated.

A few days, or even weeks, of that sort of
operation, with the public kept fully apprised
by the stations at regular intervals of the rea-
sons for it, probably would shake AFM out
of its dictatorial complex. And how long
would AFM remain what it is if its best pay-
ing members, unwilling to accede to such or-
ders, pulled out? Would CIO stand idly by
with such an opportunity to crash into one of
the strongest units in the AFL?

The public wants its radio. It isn’t con-
cerned about copyright or the degree of unem-
ployment existing among 125,000 AFM mem-
bers, who happen to have a parent organiza-
tion with $3,000,000 in the bank.

If there is going to be a strike, let’s have
radio walk out on the musicians, too—and :
make it unanimous.

v

Sleet Master Campaign

Timed for Fall, Winter

ANDERSON Co., Gary, Ind. (Sleet
Master), will use a Saturday after-
noon sports and news program this
fall following football broadeasts
on WOR, Newark; a Saturday eve-
ning sports summary on WIND,
Gary; participation in Heinie’s
Grenadiers on WTMJ, Milwaukee;
Yankee News Service five times
weekly on WNAC, Boston, WEAN,
Providence, and WTIC, Hartford;
and daily weather reports on
WOKO, KDKA, WHAM, WFIL,
WFBR, WRC, WRVA, WMC,
WGN, WFBM, WJR, WTAM,
WCKY, WTCN, WHO, KSD,
KMBC, KFAB, KOA, KVOO,
WFAA, KTHS and a few other
stations yet to be selected. Schwab
& Beatty Inc., New York, is agency.

Ralston on for Year

RALSTON PURINA Co., St. Louis
(cereal), on Aug. 30 will start a
series of thrice-weekly transcrip-
tions, quarter-hour in length, for
a full year on 25 stations. Time
of presentation will vary slightly
but for the most part will be
broadcast around 7 a. m. The ac-
count is placed by Gardner Adv.
Co., St. Louis. Stations are WHO,
WBAP-WFAA, WWL, WLS,
KDKA, KMOX, WCAU, KOA,
WBZ-WBZA, WFLA, KMBC,
WRVA, KARK, VKY, WLW,
KPRC, KTSA, WSB, WGY, WOW,
%g%H, WHAM, KFH, KWTO,

KFAM are the call letters assigned
by the FCC to the new 100-watt sta-
tion on 1420 ke, which it has au-
thorized the S8t. Cloud (Minn.)
Times-Journal to construct.
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WCTU Plans Drive

WOMEN’'S CHRISTIAN TEMP-
ERANCE UNION, Evanston, Il
is currently planning a series of
12 weekly quarter-hour transecrip-
tions depicting the evils of drunk-
en-driving. Last spring eight week-
ly transcriptions were used on 52
stations in 41 states and an even
larger group will be used this fall.
Each state WCTU unit will place
the transcriptions locally, accord-
ing to Mrs. Munns, an official at
the national headquarters in
Evanston. Critchfield & Co., Chi-
cago, is the agency.

LINTON WELLS, noted American
newspaper correspondent and globe-
trotter, whose book of memoirs Blood
on the Moon was published in July, has
been signed for a sustaining series
titled Bit of Life to be heard on NBC-
Red Saturdays, 8:30-8:45 p. m.
(EDST), starting Aug. 21.

BROADCASTING e Broadcast Advertising
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Coughlin May Return

FOLLOWING conferences the
week of Aug. 16 with his new
Archbishop, Edward Mooney,
Father Coughlin is expected to an-
nounce plans for a new series of
broadcasts over an independent
hookup similar to those previously
used. Tentative plans call for a 26- ¢
;vleek Sunday series to begin Oct. !

Pancake Flour Spots

ALLIED MILLS Inec., Chicago
(Kreemex Pancake flour), will
start 25-word to one-minute an-
nouncements on at least seven
eastern stations Sept. 25, five and
six times weekly. Other eastern
stations may be added. Stations
chosen so far are WGR, WESQG,
WHEC, WFBL, WSYL, WIBX,
W LE U. Morris - Schenker - Roth
Ine., Chicago, is agency.
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iIndustry Conferences Seek Music Solution

Stations, Networks
Prepare Plan to
Avert Strike

By BRUCE ROBERTSON
PUSHING all other duties to one
side, leaders of the broadcasting
industry are working on plans to
present before the American Fed-
eration of Musicians on or before
Sept. 16, when conferences regard-
ing employment of additional mu-
sicians in radio will be resumed.

At the breakup of the first con-
ference with the executive board
of the union, from July 26-Aug. 3,
the musicians ordered the repre-
sentatives of the networks to re-
turn on Sept. 16 with a statement
of how many additional musicians
the industry will absorb. If that
statement is not forthcoming, says
the union, a general musicians
strike will be called.

All during the week broadcast-
ers had 1repeatedly pointed out
that the problem is essentially a
local one, to be worked out in each
city between the stations and the
local musicians wunion, but the
AFM refused to view it in that
light. “It is an industry problem,”
they said, “affecting the entire
country and it must be settled on
a national basis. We can speak for
the entire 125,000 members of the
AFM and we believe that you rep-
resentatives of national and re-
gional networks should be able to
fpeza’k for the broadecasting indus-
ry.

Demands of Union

Faced with this ultimatum, rep-
resentatives of the NAB, NBC,
CBS, MBS, Yankee and Colonial,
and Don Lee networks, sent out
two letters to all broadcasting sta-
tions. The first letter, outlining the
demands that the union had made
on broadcasters, was dispatched
July 31 and was printed together
with the demands in the Aug. 1
issue of BROADCASTING.

The second letter, sent Aug. 5,
contained the demands made by
the union on the transcription and
record manufacturers and dis-
cussed the AFM plan for licensing
stations, that is, permitting sta-
tions which employ a number of
musicians satisfactory to the union
to broadcast records and transcrip-
tions as well, and forbidding the
makers of these reproductions to
supply them to unlicensed stations
unde}' threat of themselves being
deprived of the services of union
men.

A special meeting of some 30
eading broadcasters at the Stev-
ens in Chicago on Aug. 14 was
called Aug. 11 by Credo Harris,
manager of WHAS. Among those
expected to attend were alter
Damm, WTMJ; Arthur Church,
KMBC; Harry Stone, WSM, and
Martin Campbell, WFAA. Presum-
ably the meeting would discuss a
method of approach on the mu-
sicians matter and determine
whether the broadcasters indi-
vidually or collectively should deal
with AFM.

Throughout his discussions with
broadcasters, Mr. Weber has
stressed the working out of a
“suitable yardstick” which might
be applied by AFM in connection
with broadcasting.

NAB to Make National Survey

AN INDUSTRY-WIDE survey on the musicians’ situation will be
undertaken at once by the NAB, it was decided Aug. 13 by John
Elmer, NAB president, and James W. Baldwin, managing director.
To serve as a clearing house on industry information in connection
with the current deliberations with the American Federation of
Musicians over unemployment, Mr, Baldwin will send a questionnaire
to all stations seeking data on employment and musical talent pay-
rolls. AFM has claimed that the aggregate musical employment within
the industry totals 781 men, on the basis of a survey it has made.
This figure, however, is questioned as being too low. In canvassing
the industry, the NAB will urge prompt return of the questionnaires
to permit it to collate the necessary data at the earliest possible time.
Throughout the conversations with the AFM, both the NAB and the
networks have consistently stated they could not bind their respective
members and affiliates in any agreement. The NAB survey, it was em-
phasized, is not to be construed as a move toward collective action by
the industry, but is simply a fact-finding matter.

The Aug. 5 letter continued:
Both the purpose and tactics of the
AFM are obvious. The AFM insists
that many more musicians be regu-
larly employed by hroadcasting sta-
tions. It has elected not to follow the
ordinary practice of approaching ra-
dio statious individually through local
chapters of the AFM and considering
the problem of each radio station lo-
cally and on its own merits. but.
rather, to pnt pressure on broadcast-
ing stations by attempting simulta-
neously and by national action to de-
prive them of the services of union
musicians. not only at the stations
and by remote control, bhut also
through the wmedium of electrical
transcriptions, network programs and
phonograph records. We have urged
that this approach is not a fair one.
The International Executive Doard
of the AFM. rather than the local
unions, has assumed exclusive juris-
diction to determine whether the num-
ber of musicians employed hy any
particnlar station is “satisfactory™.
althongh rates and, presumably, hours
will be determined by local regula-
tion. What number will be satisfac-
tory to the IBoard it declines to say
and we have no means of knowing.
It is clear that every broadcasting
station must solve this problem for
itself, bearinz in mind., however, that
the problem must be solved for the
industry as a whole, and that the so-

lution by each broadecasting station
of the problem as it relates to that
station will contribute to a solution
of the entire problem for our industry.

We urge upon each broadecaster
that he address himself to this prob-
lem as one of the most serious which
has confronted our indnstry. All of
the undersigned will continue to work
cooperatively and to meet at inter-
vals in New York during the period
between the date of this letter and
Nept. 1G. It is our feeliug that broad-
casters will fiud it useful not only
to confer with any one or more of
us in order to get the full story of
what has happened and what is bhap-
pening but also that they will find it
advantageous to confer with the ap-
propriate persons at the AFM. The
officers of the Federation have notified
the hroadeasters that they will be
available for conferences during the
ensning period. and an executive com-
mittee of three has been or will be
appointed which ecan be convened on
two days’ notice.

The solution to the present diffi-
culty depends upon the cooperation of
each and every member of the broad-
castiug industry. The nndersigned
canuot commit or even speak for you.
Your cooperation is needed and need-
ed now.

By letter and wire the networks
are urging their affiliated stations
to send representatives to New

CBS SUGAR-CAKE MODEL—Complete in every detail is this four-foot
cake model of the new CBS “million-dollar” Hollywood studios, now un-
der construction. Gogo de Lys, CBS artist making guest appearances on
network programs from the Coast, is applying the sugar-gun. The model,
constructed from rough plaster and finished architects’ plans by Gus
Waser, chef of the Los Angeles Biltmore, includes landscaping, internal
lighting, windows and other architectural features.
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York to confer with them and with
the AFM subcommittee, consisting
of Weber and two other members
of the executive board, selected
from the entire board as available.
NBC is arranging individual ap-
pointments for its stations; CBS
is making group appointments for
a number of its stations at a time.
Both of these networks expect that
by Sept. 1 the majority of their
stations will have personally dis-
cussed the situation with union of-
ficials.

Two main purposes are achieved
by these meetings: The station
men are given a chance to present
their individual problems before
the union executives and to show
the latter that the final decisions
on how many men each station can
employ must eventually be made
with the local unions, and the indi-
vidual broadcasters are also given
a first hand view of the serious-
ness of the situation, which quite
a few broadcasters have been -
clined to laugh off or to consider
as something for the networks and
the NAB to handle but as of no
special concern of the individual
stations.

Asks *“Collective Answer”

Typical of the meetings now be-
ing held was one Aug. 6, when
union officials met with a CBS
delegation including Arthur
Church, KMBC; Lee Coulson and
Joe Eaton, WHAS; J. I. Meyer-
son, WKY, KLZ and KVOR; I. R.
Lounsberry, WGR and WKBW;
John A. Kennedy, WCHS, WPAR
and WBLK, and John R. Beacham,
WJINO. These broadcasters dis-
cussed their local situations and
offered to work out individual ar-
rangements, only to be met by
Weber’s insistence that the prob-
lem is one for the industry to deal
with collectively.

“Find out how many men you
can hire,” he said, “and tell your
representative so he can give us
vour collective answer Sept. 16.”

Asked how many musicians they
would have to employ to be given
a satisfactory listing by the AFM,
and on what basis they should fig-
ure, Weber replied that these were
questions for the broadcasters and
not the musicians to decide. A sug-
gestion was made that station
rates be used as a basis of figur-
ing, that, for example, a station
employ one staff musician for
every $10 of its one-time evening
quarter-hour rate. But with the
wide variation in minimum hour
and wage requirements among the
various local unions, it was pointed
out that this would not work out
fairly to the broadcasters, and
again it was urged by the broad-
casters that the AFM turn the
whole problem over to its locals to
work out, which suggestion Weber
again turned down.

As this sort of experience is ap-
parently to be expected from all
such informal conferences, network
officials are urging their stations
to consider their local situations
carefully and to report how many
musicians they will be willing to
add to their payrolls to either the
networks or to the NAB before
Sept. 16. “Unless we can present
some kind of an industry figure
to the AFM at that time,” one net-
work executive stated, “we will
find ourselves faced with a gen-

(Continued on page 60)
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Union Battle Squeezes WHN

Pending Labor Board Decision

AFL Threatens to Call Strike of Its Affiliates;
Station Willing to Accept Either AFL or CIO

By PAUL C. BRINES

WHN, New York, found itself in
the middle of the bitter warfare
between the Committee on Indus-
trial Organization and the Ameri-
can Federation of Labor at a hear-
ing in Washington, Aug. 11, before
the National Labor Relations Board
on the unionization of its 18 engi-
neers.

AFL spokesmen threatened to
call a strike of Federation affiliates
if the WHN technicians joined the
American Radio Telegraphists As-
sociation, a CIO affiliate, rather
than the International Alliance of
Theatrical Stage Employes & Mo-
tion Picture Machine Operators, its
member union. Behind the appar-
ent question of which union the
technicians should join lay the es-
sential issue of craft union (CIO)
versus the industrial union (AFL),
a struggle that involves the future
of broadcast labor relations.

Testimony taken before a trial
examiner of NLRB in New York
July 6 [BROADCASTING, July 15]
plainly showed that the 18 WHN
technicians wanted to join the
ARTA and had signed an agree-
ment, it was stated.

Irving H. Greenfield, counsel for
WHN, said the station would ne-
gotiate with either union, but when
AFL threatened a strike powerful
enough to force it off the air, he
declared that WHN didn’t know
what to do. WHN is owned and
operated by the Loew Booking
Agency, which is owned in turn by
Loew’s Inc., Metro-Goldwyn-Mayer
subsidiary. The majority of Loew’s
employes are members of some
AFL affiliate and a general strike
would not only force WHN off the
air but would tie up the whole en-
tertainment field, Mr. Greenfield
said. He added that WHN had lost
$2,000,000 in its 12 years of oper-
ation and suggested the NLRB di-
rect the 18 technicians to join
IATSE so that a strike might be
averted.

Are Technicians Entertainers?

The essential question was
whether or not radio technicians
are an actual part of the entertain-
ment business. Murray S. Kaplan,
counsel for IATSE, argued that
engineers are so closely connected
with radio presentations that they
are a part of the entertainment
business and as such belong under
the IATSE. He said that IATSE
contracts are closed shop contracts
and that IATSE controls the men
who employ the WHN technicians.
He stressed the point that AFL
has had jurisdiction over WHN
since 1932 and that ARTA did not
begin to bargain with the employes
until May 1937. CIO, he continued,
controls only five radio employes in
New York City and only 100 ra-
dio employes in the United States
whereas affiliates of AFL have
held a dominant position in the en-
tertainment field since 1903.

Chairman J. Warren Madden of
NLRB asked Mr. Kaplan if he felt
the wishes of the 18 technicians
should be respected in the selection
of a union. Mr. Kaplan replied that
a minority of employes should not
be allowed to dominate a situation
now controlled by an AFL ma-
jority.

Mervyn Rathborne, president of
ARTA, argued that the broadcast-
ing industry is separate from the
entertainment industry and that
radio engineers are not connected
with entertainment. He stated that
only 10 stations in the country are
owned by theatrical enterprises.
The technicians of Warner Broth-
ers’ KFWB, Hollywood, are mem-
bers of CIO, he said.

Of the remaining stations CIO
has membership in 50 and con-
tracts with seven or eight. He re-
ferred to newspaper-owned sta-
tions and argued that it would be
absurd to consider the press as a
bargaining unit. He pointed out
that radio technicians are licensed
by the government and may be em-
ployed in a business that has no
connection with entertainment. The
CIO, he concluded, has no desire
to enter the entertainment field,
but does insist that it has a legal
right to organize radio engineers.

The hearing ended with counsel
for AFL threatening a strike and
counsel for CIO urging the NLRB
to accept this challenge and up-
hold the laws of the United States.
WHN remained in the middle. The
NLRB was expected to hand down
its decision within a week.

WJJD-WIND, WXYZ
JOINING WLW LINE

WITH THE addition of two major
market outlets — WJJD - WIND,
Chicago, and WXYZ, Detroit—ef-
fective Sept. 15, the WLW Line
will comprise at least six stations,
and other affiliations are in the
offing.

Keyed from the 500,000 - watt
Cincinnati station, the “line” is
being built not as a nationwide
network entity, but as a means of
providing a new unduplicated pro-
gram service outside the WLW
primary service area. Other sta-
tions in the group in addition to

WLW are WHN, New York;
WFIL, Philadelphia, and KQV,
Pittsburgh.

The Line is represented nation-
ally on an exclusive basis by
Transamerican Broadcasting &
Television Corp., of which John L.
Clark is president. Both WJJD and
its sister station WIND will affili-
ate in the Chicago-Gary area be-
cause the former station, a 20,000-
watt outlet, operates limited time,
while WIND with 5,000 watts day
and 1,000 watts night, operates
full time. Neither station is now a
network outlet,

WXYZ is a member of the NBC
basic Blue, and also is the key sta-
tion of the Michigan Network. It
operates with 1,000 watts power.
The arrangements with the Chi-
cago-Gary outlets were consum-
mated by Virgil Reiter Jr., Trans-
american vice-president, with
Ralph L. Atlass, president of
WIND and WJJD.

BILL BACHER. formerly producer
of the CBS Hollyiwcood Hotel program
sponsored by Campbell Soup Co..
from Hollywood, was scheduled to take
over the duties of Metro-Goldwyn
Mayverf Studios radio supervisor and
production executive. on Aug. 13. re-
porting at the Culver City, Cal. plant.
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NORMAN CRAIG

Mrs. Craig in Charge
Of Representative Firm

After Husband’s Death

NORMAN CRAIG, president of
the station representative firm of
Craig & Hollingbery Inc. and man-
ager of its New York office, died
suddenly of a stroke at his home in
New York on July 31. His interest
in the firm was inherited by his
widow, Jeanne Craig, who had
been active in the business and
who has taken over many of her
husband’s duties as head of the
New York office.

No new president has been elect-
ed as yet, George Hollingbery con-
tinuing as head of the Chicago of-
fice and F. Edward Spencer as
general manager of the New York
division. No changes are contem-
plated in the lineup of stations
represented by the firm, to which
WDRC, Hartford, was added on
July 30.

Mr. Craig, who was 68 at the
time of his death, was a pioneer in
the station representative field, en-
tering it with Scott Howe Bowen
in 1928, and later forming his own
organization. He began his busi-
ness career as a stenographer with
Armour & Co. in Chicago, later be-
coming manager of a group of
branch offices for that company,
which he left to enter the advertis-
ing business. He served as vice-
president of Fuller & Smith and
in the same capacity with Frank
Seaman and was later associated
with Campbell-Ewald before enter-
ing the representative field.

Graham-Paige Spots

GRAHAM - PAIGE MOTORS
Corp., Detroit (motor cars), has
started 100 - word announcements
four times weekly over the Michi-
gan Network. In addition announce-
ments are being used on KRNT,
Des Moines, and WBEN, Buffalo.
The auto firm has also renewed its
ten-minute program broadcast six
times weekly on WCAU, Philadel-
phia, and is using one-minute an-
nouncements on WBZ- WBZA,
WJSV, WISN and WOR. J. Wal-
ter Thompson Co., Chicago, has
the account.

Elliott Roosevelts

Get Second Station

Acquire KABC, San Antonio,
From Present Operators

PURCHASE of a second station—
KABC, San Antonio—by the El-
liott Roosevelts, was effected Aug.
2, subject to FCC approval.

Henry Lee Taylor, San Antonio
attorney and part owner of KABC,
announced Aug. 2 that plans for
sale of the station to Mr. Roosevelt,
second son of the President, and
Southwest vice-president for
Hearst Radio, had been completed
and that an application seeking of-
ficial approval would be filed. The
purchase price was said to be in
the neighborhood of $55,000 on a
“sliding scale’ basis.

Last June Mrs. Elliott Roosevelt,
the former Ruth Goggins of Fort
Worth, purchased the majority
stock in KFJZ, local station operat-
ing on 1870 kc. The application for
assignment of license was set for
hearing by the FCC Broadcast Di-
vision at its meeting July 30.

KABC operates on 1420 ke. with
250 watts local sunset and 100
watts night. In addition to Mr.
Taylor, who owns 309% of the stock,
other stockholders include Mrs.
Thurman Barrett, holder of 35%,
and R. E. Willson, produce broker,
holder of 307%.

Mr. Roosevelt it is understood,
has arranged for the purchase of
KABC as an individual investment
rather than for Hearst Radio. He
has been Hearst Radio vice-presi-
dent in charge of its Southwestern
stations for the last two years.

Strike Crisis Is Eased
By Philadelphia Stations

RADIO stepped into action in Phil-
adelphia Aug. 2-4 when a local
trucking union strike affected the
movement of 5,000 trucks and tied
up food deliveries. WCAU immedi-
ately installed lines in Mayor Wil-
son’s reception room in City Hall
under the supervision of Ken Stow-
man, public relations director, and
all six stations in the city joined
together to broadcast news bulle-
tins, reports and comments by the
Mayor. The broadcasters stayed at
their posts day and night for three
days until the settlement of the
strike was first announced over the
radic by Mayor Wilson.

Micky Fields, writing in the local
Radio Press, commenting on the
work, called it one of the greatest
radio jobs ever attempted in Phila-

~ delphia, and particularly commend-

ed the stations for forgetting their
rivalries and cooperating for the
common welfare.

Cuban Tobacco Plans

DISCLOSURE of the intention of
the Cuban tobacco industry to use
radio advertising in this country
developed Aug. 7 with the receipt
of a cablegram by WCKY, Cincin-
nati, from President Bru of the
Island Republic. In a-message to
L. B. Wilson, congratulating the
station on dedication of its new
10,000-watt transmitter, President
Bru said WCKY is received clearly
in Cuba and is “a great help” to
the commercial relationship of
America. “We will soon use your
station as a medium for advertis-
ing for Cuban tobaccos abroad,”
the message said.
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- Peanutville’s Kindergarten for Agencies

By WALTER J. DAMM

Tricks of Time Buying That Broadway Doesn’t Teach;
An Answer to Some Recent Criticisms of Radio

PROLOGUE

Day after day, broadcasters are
being admonished to use showman-
ship in program building. They are
urged, cajoled, and pleaded with to
nterchandise programs. All of
which is fine—as far as it goes!
But what happens when stations do
all this? Do the advertisers believe
the station manager when they are
told that such and such a program
at such and such a time has built
up a following and that in the sta-
tion manager’s opinion it will do a
better job for them than their pro-
posed programs?

No! The ready-made program
comes through along with a de-
mand for a specified time.

The following might well be a
copy of a file of correspondence,
but it isn’t. Although, it s as true
as life!

* * *
NEW YORK CITY,
JULY §, 1937
FRANK FOAKS
RADIO STATION ADBCD
PEANUTVILLE
JOE DOAKS AGENCY ON BE-
HALF OF CLIENXT FIVE-CENT
CIGAR ACCOUNT PLACING
THREE PROGRAMS PER WEEK
WANTS SIX TO SIX FIFTEEN
MONDAYS WEDNESDAYS AND
FRIDAYS STOI? SHOW WILL BE
DRAMATIC TRANKSCRIPTION
BASED ON HISTORICAL HIGH-
LIGHTS STOI’ CAN YOU CLEAR.
HENRY HOAKS
YOUR SPECIAL
‘REI;RBiE.\'T:\TI\'E

PEANUTVILLE JULY S, 1937
HENRY HOAKS
OUR SPECIAL
REPRESENTATIVE
NEW YORK CITY
GLAD TO KNOW JOE DOAKS
AGENCY INTERESTED "IN
THREE FIFTEEN MINUTE PERI-
ODS STOP THIS BUSINESS WEL-
COME ADDITION TO OUR FALL
SCHEDULE STOP SUGGEST
AGENCY CONSIDER LOCAL
SHOW WHICH OVER PERIOD
OF TIME HAS BUILT UP UN:
USUAL ACCEPTANCE HERE IN
SREATER PEANUTVILLE FOR
PERIOD REQUESTED STOP PEA:
NUTVILLE LISTENERS AS YOU
KNOW DON'T WANT DRAMATIC
SHOWS AT THIS TIME AXND
FURTHERMORE IT IS CERTAIN
THAT MAJORITY OF FIVE-CENT

CIGAR USERS NOT GREATLY.

INTERESTED IN DRAMATIC
PROGRAMS AND MUCH LESS IN
HISTORICAIL HIGHILIGHTS.

F. FO.—\.KS—‘ST.-}TION ABRCD

YOUR SPECIAL
REPRESENTATIVE
New York City
July 9, 1937

Mr. Frank Foaks, Manager,
Radio Station ABCD,
Peanutville.
Dear Frank:

Prior to receipt of your wire, in
fact even before we wired you for
time clearance on the behalf of the
Joe Doaks Agency (the 5c¢ cigar
account), we had a long talk with
the space buyer regarding the Pea-
nutville situation. We pointed out—

1. That Peanutville should be an
ideal market for their five-cent
cigar account as 70% of the male
population is in the so-called work-
Ing class.

THEY eat supper in their shirt sleeves at 5:30, these every-
day folk in Peanutville. They may or may not listen to a pro-
gram dispensed by a time buyer a thousand miles away who
stops for cocktails after work and wears a necktie at his 7 o’clock
dinner. This simple theme inspired that pioneer broadcaster,
Walter Damm, of WTMJ, to do a piece in defense of stations
and in offense at a situation that station executives encounter
every day. Of late the agencies have been taking pot shots
at radio. Now Walter takes the floor, and no one is better
equipped to tell advertising agencies what’s what and watt’s watt.

2. That this group is at work by
7:30 or 8 in the morning and is
home by 4:30 and not later than 5
o’clock.

3. That people of this class
usually are sitting at their dinner
table by 5:30, certainly not later
than 6, and as a result, when they
turn on their radio set, they are
not inclined to listen to dramatic
programs.

4. The experience you have had
in the past with dramatic shows at
this time, and your efforts during
the recent months in restricting
this period to music of a type that
you know from past experience the
ipl?jority of people in Peanutville
ike.

We regret to say that our argu-
ments failed to make an impression
and we were informed that it would
be impossible to consider a local
show. We were further told that in
the test campaign which was run
in Walnutville the program which

they propose was highly successful.

Will you please let me hear from
vou as to whether you can clear
this time and will accept this pro-
gram,

Yours very truly,
Your Special Representative,
Henry Hoaks.
* * *
RADIO STATION ABCD
Peanutville
July 12, 1937
Mr. Henry Hoaks,
Our Special Representative,
New York City.
Dear Hank:

I can well appreciate the efforts
which you made in our behalf in
trying to sell the Joe Doaks Agen-
cy the local program for use by
the five-cent cigar account, rather
than the transcriptions. As you
know from past experience, this
situation is not an unusual one.

If the agency will accept 6:15-
6:30, we will accept the transcrip-

A CHALLENGE TO ARTHUR PRYOR
And Ned Midgley, Too; Small Station Manager

Dares Them to Make Good Their Promise s————

EDITOR, BROADCASTING:

Once upon a time the writer, a
small station manager, attended
an NAB convention in Chicago
where Arthur Pryor Jr. “spanked”
radio stations (as [ afterward
read in BROADCASTING). Mr. Pryor
said stations should build good sus-
taining programs and submit them
to his and other agencies, and that
they would be considered. He also
said that power was secondary,
and had the support of his col-
league, Ned Midgley.

With mouth open, the writer
thought of one program that had
been on his station as a sustainer
for two years. This program is of
high calibre and has a tremendous
following.

After the convention the small
station manager flew back to his
home town biting his fingernails
over his program that would be
presented by mail to Arthur Pryor
and Ned Midgley. He called the
printer and ordered a nice cover
for the presentation. The program
was mimeographed and along with
it went market data obtained from
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BROADCASTING and other authentic
sources.

Armed with this presentation
the writer took the liberty of dar-
ing to approach Arthur Pryor and
Ned Midgley (by mail of course).
Now this small station manager
had never had any BBDO corres-
pondence (excepting form mail for
transcriptions to be placed by lo-
cal dealers). Remembering that
Midgley and Pryor had stated that
everything was carefully tucked
away in their files, the small sta-
tion manager eagerly waited, morn-
ing after morning, for an answer,
or at least an acknowledgment.
“Sorry, nothing from BBDO to-
day,” says the postman who now
is mumbling to himself in pity.

The small station manager
therefore makes this challenge: If
Pryor and/or Midgley can produce
the material he sent them, he will
buy them a box of good cigars.

An identical copy of this ma-
terial is enclosed with this letter.

MAURICE C. COLEMAN,
Aug. 4, 1938 WATL, Atlanta

tion program since this period is
farther removed from the dinner
hour of the Greater Peanutville lis-
teners than is 6-6:15. However, we
wish to definitely go on record and
would appreciate your informing
the agency that it is our sincere
belief that this program will not
produce the expected results in this
area.

We feel that this client would
make a far better investment if he
were to use early morning time—
that is, before 7:30, or be guided
by our experience in connection
with another account which took
our advice and used 12:30 to 12:45
at noon. The noon period is during
the lunch hour of the factory work-
ers in Peanutville and we know
that during that time the majority
of the workers go to the nearest
tavern with their lunch pail and sit
around in groups with a glass of
beer and their lunch.

Everyone of those taverns has a
radio set turned on and we have
gone out of our way to deliver the
type of program that appeals to
these people. Incidentally, the same
type of program appeals to the
wives of these men with the result,
as has been shown in past surveys,
that Station ABCD has by far the
majority of listeners. This fact, we
believe, will be further substanti-
ated by the forthcoming survey
now being completed by the John
Boaks Research Inc.

Cordially,
FrRANK Foaks, Manager.
* * *
NEW YORK CITY,
JULY 16, 1937
RADIO STATION ABCD
PEANUTVILLE
JOE DOAKS AGENCY ACCEPTS
SIX FIFTEEN TO SIX THIRTY
MONDAY WEDNESDAY AND
FRIDAY STARTING AUGUST
FIFTEENTH ORDER FOLLOWS.
YOUR SPECIAL
REPRESENTATIVE
* * *
JOE DOAKS AGENCY
New York City
July 22, 1937
Radio Station ABCD,
Peanutville.
Attention:Manager

Gentlemen:

Through your representative we
are forwarding an order for the
Smokem Cigar Co. for the program
to be known as Historical High-
lights, which is to run Mondays,
Wednesdays and Fridays, 6:15 to
6:30 p. m., starting Aug. 15.

The client has no salesmen cov-
ering your territory and therefore
it will be necessary for you to ren-
der certain merchandising service.
The client requests that—

1. You contact as many cigar
outlets as you possibly can and
urge them to call their local whole-
saler and order a supply of
Smokem Cigars so that they will
have them on hand when the first
program is broadcast.

2. You arrange for the installa-
tion of window displays of which
we are sending you 500 sets.

3. To those dealers and outlets
which you are not able to call on
personally, you send a letter along
the lines of the sample attached.

4. You contact your local news-
papers and urge them to run the
publicity stories and pictures which

(Continued on page 44)
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Time Sales for the Half-Year

Reveal an Increase of 28.79

NAB Finds Six-Month Volume Totals $65,426,432;
Usual Seasonal Letdown Is Lessened

GROSS time sales of networks and
stations increased 28.7% for the
first half of 1937 as compared with
the same period a year ago, ac-
cording to figures released Aug. 13
by the National Association of
Broadcasters. The six-month time
sales totaled $65,426,432 which
compares with the 1936 half-year
figure of $50,802,179.

The principal increase for the
half-year period occurred in the na-
tional network field, volume rising
from $11,527860 a year ago to
$16,528,100 for the current year, a
percentage gain of 43.4%. Close
behind this figure was the 26.3%
surge in national network business
as computed by the NAB, the total
mounting from $28,181,976 in 1936
to the current figure of $35,564,039.

Local advertising for the six-
month period rose from $10,447,-
870 a year ago to the 1937 volume
of $12/665,000, an increase of
21.1%. Smallest increase among
the various types of business oc-
curred in the regional network
field where a gain of 3.8% was re-
corded, the dollar volume rising
from $644,473 to the current
$669,293,

Broadcasting far outstripped
other advertising media in the per-
centage increase for the first half
of the vear, national magazines
making the next best showing, fol-
lowed by a gain in national farm
papers and a slight increase in
newspaper advertising.

Types of Rendition

Transcription volume for the
half-year rose from $5,723,950 to
$7,121,380. Live talent programs
soared from $10,643,770 to $14,-
593,890, Records increased from
$5,184,890 to $6,948,420 and an-
nouncements went all the way
from $5,184,890 to $6,948,420.
These rendition figures apply only
to nonnetwork business.

Total broadcast advertising for
the month of June reached the fig-
ure of $10,611,913, reflecting a les-
sening of the customary seasonal
decline since it was only 6.2% be-
low May. The volume, however,
was 34% above June of last year
w1t}} nation_al nonnetwork volume
again showing the greatest gain
over 1936 with its 44.29%. Na-
tional network volume was 39.5%
over a year ago, regional network
21% and local business 13.5%.

Principal gains in June as com-
pared with May occurred in these
groups: National network clothing
and financial, regional network
beverage and toilet goods, national
nonnetwork automotive and finan-
cial, and local toilet goods and soap
and kitchen supplies. Retail volume
declined 5.4% from May to June
but was 20% over June of last
year.

Increases for June over the same

Newspaper Buys WAYX

COMPLETION of negotiations for
the sale of WAYX, Waycross, Ga.,
100 watts on 1200 ke., to Jack Wil-
liams, publisher of the Waycross
Journa -Hereld, was disclosed in
an application filed with the FCC.
The_station is now owned by Dr.
E. F. Sapp and S. F. Sapp and
first went on the air Oct. 12, 1936.

month last year were fairly gen-
eral, outstanding gains being in
these fields: National network
household equipment, financial and
tobacco; regional network toilet
goods, soap and kitchen supplies
and financial; national nonnetwork
clothing, foodstuffs and tobacco;
local tobacco and department store.

The six-month gross time sales
follow:

1937 1986
Nat. Net._______ $356,564,039 $28,181,976
Reg. Net._._____ 669,293 644,473
Nat. Nonnet._._ 16,528,100 11,527,860
Local ae o ___ 12,665,000 10,447,870
TOTAL -___. $65,426,432 $50,802,179

Figures for May and June, 1936,
follow:

June May
Nat. Net..______ $6,664,987 $5,876,631
Reg. Net._______ 128,126 137,734
Nat. Nonnet.___ 2,716,000 2,962,200
Total —_________ 2,212,800 2,349,700
TOTAL _____ $10,611,913 $11,325,166

Zephyr’s Placements

AXTON - FISHER Tobacco Co.,
Louisville, will use radio exclusive-
ly to introduce its new Zephyr
cigarettes, starting by sponsoring
established local programs with
large followings on stations in
New York, Chicago, Milwaukee, St.
Louis and Indianapolis. In New
York, Martin Block’s Make Be-
lieve Ballroom on WNEW will be
used. Both WIRE and WFBM, In-
dianapolis, will also be used. Other
stations and programs remain to
be selected. McCann-Erickson Inc.,
New York, is placing the cam-
paign, which will start late in
August.

DAYTIME RECORD

Summer Time Sales Are Far

Above Past Year
MIDSUMMER radio advertising
has hit an all-time peak on CBS,
according to that network’s report
on its billings for the first week in
August, midpoint of the summer
season. During this week 41 CBS
advertisers, an increase of 46%
over 1936, spent $422,105, an in-
crease of 51% over 1936. Average
time costs per advertiser for the
week were $10,295, as compared
with $9,978 in 1936. Evening sales
for the week totaled $296,530, a
gain of 20% over the same week a
year ago. But the really astound-
ing gain was in daytime advertis-
ing expenditures, which increased
284% over last year, to $125,575.
The number of daytime advertis-
ers also increased from 4 to 14.

The increase in daytime pro-
grams sponsored by advertisers
that has been one of the outstand-
ing phenomena of the year is con-
tinuing right through the summer,
according to figures released by
NBC which show that July week-
day daytime revenue from NBC
advertisers totaled $728,880, an in-
crease of 38.0% over that of the
same month last year. Evening
billings for the month, $1,907,327,
were only 3.4% ahead of July
1936. For the first seven months of
1937, weekday daytime billings ag-
gregate $6,250,862, a gain of 74.2%
over 1936. For the same period
evening billings were $15,127,518,
passing last year’s mark by 7.5%.

PAYSON PUBLISHING Co. Inc,
New York, will use an MBS network
to advertise Commentator Magazine,
beginning Sept. 19. Program talent
has not been selected nor the exact
time set, but it will be a Sunday eve-
ning, half-hour show on WOR, WGN,
WLW and the Don Lee network.
Account is handled by Cecil, Warwick
& Legler Inc.,, New York.

Major Network Time Sales for July

Total 249, Above

NATIONAL advertisers spent
$4,780,224 with the national net-
works in July, 1937, making it by
far the largest July in radio his-
tory, 24% ahead of the July 1936
total of $3,832,319. For the first
seven months of the year the coast-
to-coast networks have collected
$40,547,616 from the advertising
industry, an increase of 26.8%
over the $31,977,544 taken in dur-
ing the January-to-July period of
1936.

Considered individually all net-
works show a gain for the seven
months over the same period a
year ago, although NBC-Blue and
Mutual both had lower July in-
comes than in 1936. To date this
year, NBC-Red-has a total income
of $15,973,431, a gain of 34.8%;
NBC-Blue, a total of $6,682,126, a
gain of 0.7%; the combined NBC
networks having taken in $22,655,-
557 during the 1937’s first seven
months, 22.5% ahead of 1936. CBS
total for this period is $16,791,677,
an increase over last year of
34.6%. Mutual shows a 9.2% in-
crease, with an income of $1,100,.-
382 for 1937 as compared with
$1,007,919 for last year.

For the month CBS showed the
largest gain both in dollars and in
percentage, its July income of
$1,988,412 exceeding the $1,292,775
figure for July 1936 by 53.8%.
NBC-Red had the highest income
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Figure Last Year

for the month, $2,018,820, a gain
of 25.1% over the July 1936 total
of $1,613,148. NBC-Blue’s July
total of $688,630 was 15.7% below
the $816,835 revenue in the same
month last year, MBS reported
$84,362 for July 1937, 23.0% less
than the July 1936 revenue of
$109,561.

Gross Monthly Time Sales

NBC-Red
% Gain
1987 Over 1936 1836
Jan. -__$2,374,633 37.6% $1,725.172
Feb, .__ 2,273,973 34.0 1,697,624
March _ 2,531,322 32.2 1,915,357
April _ 2,304,035 30.7 1,762,201
May ___ 2,261,344 37.0 1,650,046
June __ 2.211,660 48.4 1,490,426
July __ 2,018,820 25.1 1,613,148
NBC-Blue
Jan. __$1,167,366 22.09% $ 956,643
Feb. __ 1,021,809 0.5 1,016,776
March _ 1,082,961 —3.6 1,122,516
April _ 973,802 —0.6 979,727
May .__ 953,476 4.6 911,674
June __ 791,827 —4.9 833,030
July __ 688,630 —16.7 816,835
CBS
Jan. __$2,378.620 24.29% $1,901,023
Feb. __ 2,264,317 18.6 1,909,146
March _ 2,559,716 17.8 2,172,382
April __ 2,563,478 31.4 1,950,939
May __. 2,560,558 46.4 1,749,617
June 2.476.576 64.8 1,502,768
July _- 1,988,412 53.8 1,292,775
MBS
Jan. __$ 187,362 12.7 $ 166,266
Feb. __ 202,088 24.4 162,358
March _ 220,266 16.0 191,483
April . 173,746 24.3 139,834
May __ 133,432 2.7 129,907
June __ 99,136 —b5.1 104.510
July _. 84,362 -—23.0 109,661

HOUSEHOLD GOODS

LEAD CBS ADVANCE

BREAKING down its time sales
for the first half of 1937 CBS re-
ports increases in the number of
advertisers, the total expenditures
and the average expenditure at all
times of the day. By industries,
soaps and housekeepers’ supplies
showed the largest gain over a
year ago, 98%. Tobacco gained
61%; foods and food drinks, 59%;
and automotive accounts, 57%.
Time sales for the first half of
1936 and 1937 follow:

1936 1987 9 Incr.
Morn. _______ $775,852  $1,828,466 136
Aft, _________ $1,452,551 $2,262,640 &6
Total Day ___ $2,228,403  $4,091,006 84
Eve., e _____ $8,957,372 $10,712,269 20
Total ___.__ $11,185,776 $14,803,2656 32
No. No. Aver. Aver.
Clients Clients Spent Spent
1986 1987 1936 1987
Morn. __ 8 10 $96,982 $182,847
Aft. ____16 24 $90,784 $94,273
Total Day 20 31 $114,202 $131,968
Eve. __-_47 49 $190,582 $218,618

* Includes eight users of Pacific Coast
regional broadcasts and ‘‘one-time” pro-
grams.

New Athens, Ga., Station

Is Favored by Examiner

ON THE heels of the recent re-
moval of WTFI from Athens, Ga.,
into Atlanta, where it is now oper-
ated by the Atlanta Journal as
WAGA, Examiner Hill on Aug. 12
reported favorably to the FCC on
the application of J. K. Patrick &
Co. for a new 100-watt night and
250-watt day station on 1310 ke. in
Athens. The new company is a
partnership headed by Earl B.
Braswell, former WTFI manager
and publisher of the Athens Ban-
ners-Herald, with J. K. Patrick,
Tate Wright, C. A. Rowland and
A. Lynee Brannen as the other
partners. g

Examiner Bramhall the same
day reported favorably on the ap-
plication of the Atlantic City Press
Union for a new 100-watt day and
250-watt night station on 1200 ke.
Examiner Dahlberg recommended
granting the Roberts McNab Co.,
operators of the new KRMC,
Jamestown, N. D., a new station
with the same powers on 1420 ke.
in Bozeman, Mont.

Bakery List Enlarged

ADDITIONAL stations carrying
the 15-minute transcribed series,
The Freshest Thing in Town this
fall have been announced by Fred-
eric W. Ziv Inc., Cincinnati agen-
cy, originators of the campaign for
bakers. Stations recently added to
the list are: WWNC, WSB,
KRNT, WFBR, KFEL, KIEM,
WHBF, WJIM, KROC, WBRE
WKBN, WFIL, KS00, WEAU,
WJBO, WSAZ, KSTP, WDBJ,
WKRC. Recorded in the Chicago
studios of RCA, the series com-
prises 130 transcriptions which are
to be broadcast on schedules call-
ing ]for three and five programs a
week.

May Add Outlets

FITZPATRICK BROS. Inc., Chi-
cago (Automatic Soap Flakes and
Kitchen Klenzer), may add other
outlets for its Meet the Missus in-
terview programs this fall. Quar-
ter-hour programs broadcast five
times weekly are now being spon-
sored on WBBM, WJR, WHK,
WKRC. Neisser-Meyerhoff Inc.,
Chicago, is agency.
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By DEMAND! ...

W LS first broadcast its Dinner
Bell program from the Illinois
State Fair at Springtfield in 1924.

[llini demands to see the WLS
National Barn Dance became so
persistent that fair otficials
arranged for its presentation.
WLS ticket sales always break
opening day records.

In 1937 the WL S National Barn

Dance will again otficially
open the fair for the third con-
secutive year —by demand.

THE PRAIRIE FARMER

fl¢7 THE VOICE of ARIZONA
PN 1000 WATTS

STATION \ _ DAYendNIGHT
1230 WASHINGTON BLVYD. CHICAGO 207 CBS Affiliate _
BURRIDGE D. BUTLER, President GLENN SNYDER, Manager | Ll lb 8 [

ARITON A =4 FRED A. PALMER, Misager

National Representatives: JOHN BLAIR and COMPANY
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Wage-Hours Bill
Is Not Applicable
Directly to Radio

Congress Nearing Final Action
On Black-Connery Measure

THE Black-Connery bill, providing
minimum wages and maximum
hours for industry generally as a
modified substitute for the out-
lawed NRA now in the final stages
of Congressional consideration, is
not expected to affect the broad-
casting industry in any material
way as the legislation now stands.

Although involved in an eleventh
hour legislative jam, it is expected
the bill will become law at this
session. Specifying broadly a min-
imum wage of 40 cents per hour
and a maximum work week of 40
hours, the legislation does not ap-
pear to affect any of the impor-
tant employe groups in broadcast-
ing, with the possible exception of
miscellaneous help, such as mes-
sengers around stations and in
other branches of the industry.
Practically all classes of station
employes which might be classified
in the professional group, accord-
ing to industry information, are
well above the minimum standards
specified in the pending legisla-
tion.

Limited Provisions

Unlike the NRA legislation, the
Black-Connery measure does not
provide for control over trade
practices within industries but is
restricted entirely to wages and
hours and protection of collective
bargaining arrangements.

The measure passed the Senate
on Aug. 2 but has been involved
in controversy in the House Labor
Committee which on Aug. 6 re-
ported out one bill only to revise i
substantially Aug. 11. Basic provi-
sions, however, remain the same.

The revised House bill provides
that employes may be worked a
maximum of 40 hours per week,
except on extraordinary occasions,
but no maximum is set for any
particular day. In other words,
employes could work 10 hours per
day for four days during a week
and still fall within the terms of
the bill without payment of time-
and-one-half for any hours over
eight worked in any one day, as
the Senate bill provides.

A board of five members would
administer the act. The law would
apply only to industries in inter-
state commerce and would not af-
fect purely intrastate business.
State boards would decentralize
administration. The board would
be permitted to determine mini-
mum wages and maximum hours
only in industries where substan-
dard labor conditions exist.

Nothing in the act interferes
with the right of employes to bar-
gain collectively or to seek a wage
above the minimum or a shorter
work week.

Horse & Mule Series

HORSE & MULE ASSN. of Amer-
ica, Chicago, is planning resump-
tion of its annual radio series dur-
ing 1938, using spot announce-
ments as in previous campaigns.
Rogers & Smith, Dallas, is agency
for the Association and not Gale
& Pietsch, as incorrectly announced
in the Aug. 1 issue of BROADCAST-
ING.

Comet Rice Expanding

COMET RICE Co., New York,
and Steinhagen Milling Co., Beau-
mont, Tex., have consolidated to
form Comet Rice Mills Inc. Head-
quarters will be in Beaumont and
the advertising account has been
transferred to Freitag Adv. Agen-
cy, Atlanta. The product will con-
tinue to be marketed as Comet
Rice, first of all rice to be marketed
in this country in sealed packages.
The original Comet company has
used radio in the Southeast but a
wider campaign is planned for au-
tumn in the Southeast and South-
west, including radio. Later it is
planned to expand the advertising
to other sections.

Malt-O-Meal Discs

CAMPBELL CEREAL Co., Min-
neapolis (Malt-O-Meal), will start
a transcribed program, Rube Ap-
pleberry, over WGN, WCAU and
WLW Sept. 27 with other outlets
to be added later. The quarter-
hour show will be broadcast six
times weekly. Mitchell-Faust Adv.
Co., Chicago, is agency.

1940 RADIO COUNT

U.S. Census Bureau Plans
=————Second Tabulation

WHEN THE U. S. Census Bureau
makes it decennial population cen-
sus in 1940 there will be a “nose
count” of radio sets, it was learned
in official quarters Aug. 6

Already drafting the question-
naire to be used by census takers,
the Bureau has tentatively decided
to inquire about radio set owner-
ship both in urban and rural com-
munties to procure an actual fig-
ure on radio set population for the
country.

In the last population census,
taken in 1930, a count of radio
sets was made for the first time.
This showed a total of 12,048,762
sets. Since then industry estimates
on radio set population have been
made, the last figure, as of Jan. 1,
1937, showing an aggregate of
24,500,000 sets in homes. In addi-
tion, there are some 3,000,000 auto-
mobile radio receivers while a
number of homes have two or more
sets which, it is estimated, brings
the aggregate number of sets in
this country to 30,000,000 — more

than half of the sets in  use
throughout the world.
In discussions involving radio

questions, it is understood that it
has been tentatively decided to
break down the set inquiries into
two categories—rural and urban.
Presumably the city question will
be simply that of whether the par-
ticular household has a radio set,
whereas the farm question will in-
clude both the set and whether it
is powered by a direct power line
or through a farm electrical sys-
tem.

S —

Pinex Placing

PINEX Co.,, Fort Wayne, Ind.
(Pinex), will start a new quarter-
hour barn-dance type program on
at least four of the WLW-line sta-
tions with the possibility that
other stations of the new network
may also be used. The new pro-
gram will originate in WLW and
will be on WHN, WFIL and KQV.
The program will be broadcast
from 7:45-8:00 p. m. (EST) five
times weekly with a full hour, 7-8
p- m. (EST), on Saturday nights.
In addition to the network show,
transcriptions of the program will
probably be used on other stations.
Baggaley, Horton & Hoyt Inc,
Chicago, is the agency.

NEW HOME OF WGY—Architect’s drawing of new studio structure
of General Electric’s 50,000-watter at Schenectady, which will occupy
20,000 square feet of space and ground for which was broken early this
month. Building will be of steel, granite and marble, one and one-half
stories in height and 173 x 102 feet in dimension. Above, General Electric
officials break ground for the new home of WGY, to be ready by Christ-
mas. Left to right are Kolin Hager, WGY manager; E. E. Tallmade,
head of GE Realty Corp.; Chester H. Lang, manager of GE publicity
department. Among modern conveniences in the building will be a two-
story audience studio and a kitchen studio. Work is under way on the

new 600-foot antenna.
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New Firm Project

Dropped by Petry

Asserts Proposed Rep Concern
Might Divide Attention

BECAUSE it might lead to “di-
vided attention”, Edward Petry,
president of Edward Petry & Co.,
national station representatives,
announced Aug. 7 that he and his
associates have abandoned their
project for a new representation
firm to represent all classes of sta-
tions, including locals.

Mr. Petry disclosed original
plans for the affiliated company at
a luncheon meeting of the 40
Petry-represented stations during
the NAE convention [BROADCAST-
ING, July 1]. It was announced
then that the stations had raised
no objection to the project, original
plans for which included taking
some of the present Petry stations
and placing them in the new firm.
The firm’s tentative name was to
be Christal, Petry & Voynow, after
the three partners in Edward
Petry & Co., but it was planned to
have a separate manager and sep-
arate staffs,

Mr. Petry’s statement gave the
reasons for dropping the plan as
follows:

“After a thorough study of the
various factors and considerations
involved, we have definitely de-
cided against establishing a sub-
sidiary company to represent low-
powered stations and stations in
minor markets. .

“The idea of such an organiza-
tion first occurred to us when it
became obvious that the rapid
growth of broadeasting would
mean an increasing number of ra-
dio outlets in minor markets, or
that additional small stations
would become units in the various
national networks.

“After giving the greatest con-
sideration to all aspects of the
matter however, we felt that no
matter what technicalities seemed
to divide and separate the two
companies, they would have a com-
mon interest which would neces-
sarily divide the attention of the
executives between the two com-
panies.

“We decided that this division of
attention would have an unfavor-
able result on both companies and
inasmuch as the present concern is
sufficiently large to require con-
stant and diligent supervision, we
felt that it would be unfair and
unwise to divert any of this atten-
tion to another similar enterprise.

“We express our sincere appre-
ciation to those stations which ex-
pressed an interest in having the
vroposed new company represent
them nationally.”

Listerine Back on Net

LAMBERT PHARMACAL Co., St.
Louis (Listerine, toothbrushes,
toothpaste) will return to network
broadcasting Sept. 28 with a new
program titled Grand Central Sta-
tion on 23 NBC-Blue stations, to
be heard 9:30-10 p. m. Tuesdays.
Lambert sponsored Metropolitan
Opera broadcasts on NBC-Red dur-
ing the winter of 1935-6 but has
been an infrequent radio user since
that time, placing only occasional
spots. Some months ago the com-
pany had a premium tieup with
Campana Corp. in connection with
a program of the latter sponsor.
Lambert & Feasley Inc.,, New
York, is the Listerine agency.
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WHAT ABOUT THE

PACIFIC NORTHW

Question No. 1:

“What radio station do you, as a business

man, listen to most frequently?”’

Ross Federal Research

leading dealers. distributors

Type of Business intorviows KOMO-KIR  Stations s
| D) Y. A ——— 50 64 36%
Radio -.oeeoieeeeeeeee 50 56% 44%
Electrical Equipment 50 74% 26%
Hardware and Paint.. 50 84% 16%
Gasand Oil ... 50 74% 26%
Groceries and Foods.. 50 72% 28%
TOTAL ..o 300 70.66% 29.34%

Corporation interviewed 300 i

and retailers in Seattle. be-
tween dates of April 12th
and 18th, 1937.

Question No. 2:

“What radio station do you think is most valu-
able to a national or local advertiser in Seattle?”’

No. of Ail Other
Type of Business Interviews KOMO-KJR  Stations¥
Drug oo 50 72% 28%
Radio ... 50 72% 28%

Electrical Equipment 50 78% 22%
Hardware and Paint.. 50 78% 22%
Gas and Oil....__.___. 50 84% 16%
Groceries and Food.... 50 74% 26%

R0 (. CAN——— 300 76.34% 23.667%

Y There Are 12 Other Stations in KOMO-KJR’s Area.

KOMO

NBC Red—5000 watts 1.s.

Radio Stations

Se.attle’s K J R

Pioneer

NBC Blue—5000 watts.

Complete Ross Federal Survey Available at All Offices of Edward Petry & Co., Inc.
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Times stronger than
any other station:

1. Homestead

PRIMARY
COVERAGE .5 *¥im

SURVEY By
/7OLEY avo ROLLINS

..... .

RADIO LNEINEERS 28
ATLANTA,GA. MAY /937

...... 5,

2. Everglades 81
3. Moore

Haven . . 215
4, Okeechobee

City..... 2,
5. Stuart . .. .. 3
6. Belle Glade 2
7. Delray

Beach... 7l
8. Ft.

Lauderdale 8

nation.

e

South Florida Sales through WQAM repeat for you all over the
Visitors spend Fifty Million Dollars here annually.

RESERVE TIME FOR WINTER NOW!

Miami Broadcasting Company
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Over Half of Radio Sets
Are in United States,

Federal Survey Reveals

ABOUT 56,225,000 radio receiving
sets are owned throughout the
world, 30,000,000 within United
States, according to the Electrical
Division, Bureau of Foreign & Do-
mestic Commerce. The United King-
dom is second with 10,000,000 units.
Ownership of other countries fol-
lows:

Germany ________________________ 8,200,000
France __.___
Czechoslovakia
Canada
Belgium ________________________
Australia __
Denmark __

Switzerland -
Hungary _____.
Union of Soviet Socialist Republics 350,000
Mexico 250,000
Norway —
New Zealand __
Rumania ___. _________
Union of South Africa

Finland ________

Uruguay . __ 115.000
Irish Free State ________________ 104,000
Cuba ____ - 100,000
Arabia 25
Ethiopia 25
Swaziland 15
French Guiana __._______________. 3

“Ownership of receiving sets has
increased materially in recent
years in countries where possession
1s not hindered by the economic
status of the population or by some
unnatural restrictive measures,”
according to J. H. Payne, Chief of
the Electrical Division.

Many of the receiving sets origi-
nated in the United States, accord-
ing to Mr. Payne, who stated that
exports of American-made sets in
1936 numbered 635984 units,
valued at $16,041,147, a high figure
for all time.

American sets have established
an “enviable reputation” in foreign
countries and future sales abroad
will be in proportion to the efforts
which are devoted by American
manufacturers to share those mar-
kets which will develop with the in-
creasing ability of foreign peoples
to purchase sets of a quality such
as are produced in this country,
Mr. Payne stated.

General Paint to Place

GENERAL PAINT Corp, San
Francisco (paints), thru Walter
Adv. Agency, Los Angeles, in
April of 1938 will launch a radio
campaign in the 11 western states,
plus Denver, Dallas, Tulsa and
Salt Lake City, using a quarter-
hour transcribed series featuring
Cordelia Pearl, color consultant
and interior decorator, with pro-
duction recorded by the program
division of Walter Biddick Co., Los
Angeles. Series will tie-in with the
firm’s new Colorscope Magazine,
due from the press April 1,
which will be available through re-
tail stores carrying General Paint
Corp. products. Sponsor has pre-
viously used a color horoscope as
a giveaway on its radio time. Al-
though station list will not be
made up for some time, actual pro-
duction of the transcriptions is
scheduled to start Sept. 1.

WORLD PEACEWAYS Inc. New
York, non-profit organization devoted
to combating war. on Aug. 8 started
a series of talks by W. P, Ainsworth.
director, titled World Observer. on
WXNEW, New York, with object of
placing them later on other stations
on sustaining basis. Organization for
several years has been placing adver-
tising in leading class magazines on
a gratis basis accepted because of its
aims.
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- Power—with a purr’

... that’s Columbia

Power to drive a message home — geared to the most

precise measurements in radio to tell you whose home

and where. Power to make that message live—wich all
the soft-spoken stfength of radio. Power to cover a
continent—delivered by the world’s largest radio net-

work. That's Columbia—year after year, the ‘choice of

more leading advertisers than any other network.

P

B AR . c .
3 {-tp Columbia, for exaniple, has carried in 1937 (as in 1936) more
” honrs of aulgmobile adyertising than 1he other major networks

combined. Automobile advertisers on Columbia in. the first six

months of 1937, included : CHEVROLET - CHRYSLER - DE SOTO - DODGE
FORD " LINCOLN-ZEPHYR - LINCOLN - NASH - PLYMOUTH - PONTIAC

-

e &,  The COLUMBIA
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Radio Walks the Plank at St. Louis Ad Club Session.....

ALL OF the old
bugbears of radio
advertising, plus
a host of new
ones received pro-
fessional treat-
ment last month
at the ‘‘Shirt
Sleeve Session”
of St. Louis Ad-
vertising Club,

Mr. Convey with four of the
city’s broadcasters on the receiv-
ing end.

Members of the Club, including
local advertisers and agency per-
sonnel, popped sizzling inquiries at
a panel of broadcasters assigned
the subject “This Business of Ra-
dio”. Bob Convey, president of
KWK, presided at the July 27 ses-
sion, with James D. Shouse,
KMOX general manager; Robert
Coe, KSD chief engineer, and Bill
Durney, WIL promotion manager,

&

comprising the balance of the
broadcasting battery. The meeting,
described as the most successful of
the summer series of the club, was
heralded in the Club’s weekly bul-
letin as “Radio Walks the Plank”.

Question No. 1 was tossed in the
lap of Mr. Durney: “What about
cutting down the wordage of
copy?”

He responded: “The limitation
of commercial copy is no longer
the problem that critical listeners
believe it to be. This improvement
is not only the length of copy, but
also in the quality and conserva-
tiveness of material —thus, two
forces, working in unison. First of
all, advertisers as well as agencies
have learned that they defeat their
own ends, if they overburden their
programs with sales messages.

“Second, radio stations have been
a constant force in showing adver-
tisers and agencies the results

which can be obtained through an
intelligent use of the broadcast
medium.”

Question No. 2 to Mr. Shouse:
“Why not eliminate break an-
nouncements between network pro-
grams?”’

“Advertisers,” said the KMOX
head, “do not buy full hour shows,
full half-hour shows or full quar-
ter-hour shows. They understand,
or if they do not understand, they
can be shown that there are neces-
sary delay intervals between the
signoff of their shows and the be-
ginning of the next. Even if there
were no spots between shows, the
delay interval would still have to
be there, and it would be a distinct
loss to the broadcasting industry,
if these intervals should be left
silent.” Also, said Mr. Shouse, the
elimination of spot business would
be a genuine local loss to advertis-
ers if they could not avail them-

THE Michigan Radio Network—
WXYZ Detroit, WOOD Grand Rapids,
WBCM Bay City - Saginaw, WFDF
Flint, WJIM Lansing, WKZO Kalama-
zoo, WIBM Jackson and WELL Battle
Creek — gives your sales message a

“And Is That
Salad Dressing
De-litious!”

Betty Barion and her jolly chef have been
welcome forenoon guests in Detroit and
Michigan homes since last October.

“Happiness Hour” is the title and it’s correctly
descriptive of this popular program.

Interesting chatter, helpful suggestions. an
occasional chuckle, a weekly guest speaker,
usually feminine—all this so informally done
as to suggest the ad-lib.

Foods are mentioned naturally. Commercials
become integral parts of the day’s dialog.

Miss Barton pulls a heavy spontaneous mail

primary coverage of 85% of Michigan’s

buying power.

W RV

and a significant array of gifts and tokens.

Here’s a natural for you, Mr. Food Manufac-
turer. A quarter-hour, Mondays through
Fridays at 11:15 a.m. Intact or participating—
you say which.

Hing-Trendle Broudrasting Corp.

300 Madison Theaire Building - -

Detroit

Wm. G. Rambeau Co. Representative
Home Office: Tribune Tower, Chicago

Eastern Office:

550 Chanin Building

New York
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Western Office:
Russ Building
San Francisco

DETROIT

selves of that effective and eco-
nomical method of advertising
their products. The spot has also
been made necessary for local tie-
ins, he added.

What of Television!

Bob Coe, engineering expert at
the session, answered the technical
questions, which, in the main, had
to do with television. He said that
television by its very nature and
its many complications answers the
question as to its long delay in
coming into common use. “The
three-year-old radio will still re-
ceive present-day programs”, he
pointed out, “but television equip-
ment of three years ago would be
utterly useless in receiving the tel-
evision broadcasts of today. That
is one reason the industry has been
reluctant to place receiving sets on
the market, even though there are
indications now that sending
equipment is passing out of the ex-
perimental stage into the realm of
reality.” He ended his discussion
with the prophesy that television
will become one of the major chan-
nels of advertising and entertain-
ment within a few years.

Acceptable Advertising

The highlight came with the
question: “Why does radio accept
certain advertising contracts which
are not acceptable to newspapers?”

Mr. Convey paried for further
details. “Did the questioner mean,”
he asked, “that radio’s advertising
back yard should be kept as clean
as the national average in news-
papers?”’ “Did he mean that ra-
dio’s general advertising tone
should be kept on a par with one
newspaper in St. Louis which had
exceptionally rigid requirements?”
This brought a man in the audi-
ence to his feet, who purported to
be employed by an East St. Louis
furniture house that would give
two apple trees and build a garage,
with the purchase of a “colossal,
sumptuous, extraordinary over-
stuffed living room suite selling
for only $29”. “Why, as an ex-
ample”’, queried the young man,
“would radio stations accept busi-
ness from his furniture house,
when newspapers would not?”
With this to guide him, young Con-
vey asked his questioner why radio
should in any sense regard news-
papers as a shining example of
good advertising behavior. Radio
could stand on its own feet, so
why make invidious comparisons.
As a matter of fact, said Convey,
newspapers might with good rea-
son follow some of the examples of
radio. “There are plenty of ads
running in St. Louis newspapers
today that radio would not touch
with a ten-foot pole.”

“For instance?” enquired the
young man in the audience.

“For instance, whiskey ads,” re-
sponded Convey. ‘For instance a
whale of a lot of proprietary medi-
cines. We are no more bound to
follow the individual whims of
newspaper ethics than a billboard
company is compelled to follow the
pattern of a Chicago daily. To be
perfectly frank, it is generally
known that a lot of business eriti-
cized in radio today is being so-
licited by the daily press—but they
can’t get it.”

At this point, an official of the
St. Louis Better Business Bureau
took the floor to point out that in-
deed there is no uniformity amons
the press on what constitutes goo
advertising and what is bad. He
made a short plea for the various
media to get together on what
business they should accept or re-
ject.

BROADCASTING ¢ Broadcast Advertising
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® This non-academic question is directed mainly to national adver.

tisers . . . and specifically those who are already using network or spot

radio, but not W BBM: The Chicago market is a big melon, a ripe
melon . . . a rich melon. So why nibble?

No matter what your choice of network or station, no matter
what your particular appeal, a campaign on WBBM reaches new
millions . . . yes, millions . . . in an area which accounts for more
than 10% of the eatire nation’s purchasing power.

Many advertisers have already found the way ... the WBBM
way ... for WBBM is carrying more national spot programs than
any other station in Chicago—programs that pay. All this in
addition to the complete and exclusive schedule of the Columbia
Broadcasting System, world’s largest network.

The Chicago market deserves extra effort. For extra results from
that extra effort. use the leading station in the nation’s second

largest market. ¥

m——
. o —

—
-l —— Y e

w A T T S ® CBS-Owned-and-Operated e Represented nationally by RADIO SALES, o division of the
Cotumbia Broadcasting System: New York « Chicago s Detroit ¢ Los Angeles « San Francisco
-

- v avespe, WGP e

FWEHREBM .- 50,000
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RCA’s Half - Year Gross

Rises 9 Million Dollars

TOTAL gross income of RCA and
its subsidiaries during the first six
months of this year, amounting to
$53,167,621, represented an in-
crease of nearly $9,000,000 over the
figure for the same period in 1936
when it was $44,382,100, according
to the report for second quarter
operations made public Aug. 2 by
David Sarnoff, RCA president. Net
profit of $4,647,386 for the first six
months of 1937 represented an in-
crease of $2,883,606 over the cor-
responding period of 1936. The sec-
ond quarter of 1937 alone showed
a net profit of $2,404,329.

. While RCA does not break down
its report to show the revenues and
profits of its subsidiary companies,
the report on gross time sales reve-
nues of NBC for the first six
months of this year showed $19,-
948,107, indicating that these rep-
resent some two-fifths of the par-
ent company’s gross.

SIX stations were added to the NB('
Farm & Home Hour Aug. 2, bring-
ing the total to 70.

Federal Shortwave Bill, Station Tax
To Die With Congress Adjournment

ADJOURNMENT of Congress will
mark the death of two bills against
which broadcasters have taken a
vigorous stand, namely, the Celler
Bill (HR-4281) proposing a gov-
ernment-owned international short-
wave station and the Boylan Bill
(HR-6440) proposing to tax broad-
casting stations $1 to $3 per watt
ger year according to power. Both
ills were suggested originally by
Telegraph Commissioner George
H. Payne, but in neither case was
a companion measure introduced
in the Senate.

Whether either bill will be re-
vived in the next Congress is
problematical. Neither was pushed
very strenuously in this Congress,
although Rep. Celler (D-N.Y.) re-
ported in a speech July 20 that
Secretary of State Hull had recom-
mended his measure favorably to
President Roosevelt and said that
it was also backed by the Navy
and the FCC.

The Celler Bill proposed erection

near Washington of a powerful
shortwave station by the Navy
under a $750,000 construction ap-
propriation, and a $100,000 annual
appropriation for operation, to
broadcast programs of national and
international interest. Rep. Celler
would call the station the “Pan
American Radio Station” and he
wanted it used to combat foreign
shortwave propaganda, particularly
from Germany and Italy. Five
frequencies set aside by executive
order after the Montevideo confer-
ence of North and South American
nations would be utilized for the
station, which Mr. Celler said
would be “powerful enough to per-
mit shortwave broadcasting that
would reach to the nethermost
ends of the earth.”

Both the Navy Department and
the Budget Bureau were understood
to have approved the station, whose
programs would be handled by the
U. S. Commissioner of Education,
but no word was ever expressed

e WJBO ..

-

. ASOUTHERNBLUE OUTLET FOR NBC @

The Tallest, Vertical,
Self-Supporting

Tower s 0“TH
Radiates s AI_ES

FOR ALERT ADVERTISERS OVER

JBO

BATON ROUGE, La.

On a New Wave Length—

1120 KILOCYCLES
500 WATTS

HIGH FIDELITY

ALL WESTERN ELECTRIC EQUIPPED

publicly on it by President Roose-
velt. The NAB at, its recent con-
vention passed a resolution oppos-
ing it as threatening an entering
wedge toward government opera-
tion and a waste of taxpayers’

money in view of the existence of

other stations which might per-
form the same task.

A recent report by Acting Secre-
tary of the Navy, Admiral William
D. Leahy, estimated the station
would cost $1,200,000 to build and
$160,000 a year for upkeep. The
understanding with the Navy was
that the broadecasting studios in
the new Interior Department build-
ing would be used and that the
station would be turned over to the
Navy in time of war.

The Boylan Bill was written and
first announced by Commissioner
Payne in a press release April 14
and then introduced by Rep. Boy-
lan (D-N.Y.). The Commissioner
asserted in his public letter trans-
mitting the bill to Rep. Boylan that
“there has been a widespread con-
viction that the enormous profits
made by the broadcast stations
more than justify a special tax as
they now enjoy the use of a great
national resource and it is the gov-
ernment that bears the burden of
the regulation without which they
could not exist.” He estimated the
tax yield would be $6,946,395 if a
tax were imposed of $1 per watt
on stations under 1,000 watts, $2
per watt on stations of 1,000 to
10,000 watts and $3 per watt on
stations above 10,000 watts.

TELEVISION STATUS
HALTS CBS EDIFICE

FOREGOING its original plans to
have its new radio building at 59th
St. and Park Ave. completed in
time to welcome the visitors to
New York’s World’s Fair in 1939,
CBS has quietly suspended all
plans for the new structure, which
was to have surpassed even Radio
City as the world’s most modern
broadcasting center, for an indefi-
nite period. Construction, which
was to have been begun this year,
will probably be delayed for at
least another 12 months and pos-
sibly longer, it was admitted by
CBS officials, although no formal
announcement has been made con-
cerning the postponement. The
rapid development of television was
given as the chief reason for the
delay. This new phase of radio,
which is expected to become a
practical reality in the near future,
makes it imperative that the new
building be equipped for the broad-
casting of sight as well as sound,
yet to date engineers have only the
haziest ideas as to what sort of
studios will be needed for this new
art. Another reason for the delay
is the trend toward Hollywood as
the major center of the broadeast-
ing industry, it was stated.

Rogers Silver to Resume

INTERNATIONAL SILVER Co,
Meriden, Conn., will launch a
series of half-hour dramatic pro-
grams on a nationwide CBS net-
work early in October in the inter-
est of 1847 Rogers Bros. silver-
ware. Programs, to be broadcast
Sunday afternoons, will be dram-
atizations of short stories and nov-
els, produced in Hollywood and
broadeast under the title The Sil-
ver Theater. Series is placed

through Young & Rubicam Inc.,

New York.

e — e ™ e
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) show that the South is booming.
Particularly North and South Carolina. The tobacco

and furniture factories. the textile mills, and the agri-

culturalists are beaverishly busy this year meeting the

growing national demand for their products.

Forbes Sales High-Spots for June, for instance,
shows the Piedmont section of the Carolinas second

in sales increases for the entire country.
i

That is where WBT does its best work. Its 50,000-watt

signal welds the 1,750.000 people who live in its ser-
vice area into one neighborhood. These people are

good buyers— and good listeners. too. If you’d care to
convert them into good customers, enlist the aid of their
favorite station—through any office of RADIO SALES.

50.000 wATTS, CHARLOTTE, N. C.

Owned and operated by Columbia Broadcasting System.

Represented by Radio Sales: New York, 485 Madison Ave.;
Chicago, 410 N. Michigan Ave.; Detroit, 902 Fisher Bldg.; Los

Angeles, 5939 Sunset Blvd.; San Francisco, 601 Russ Building.
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Of three major Twin
City Stations, this
LOCAL ADVERTIS-
ER chooses WTCN
because he KNOWS
it returns more sales
per dollar spent.

Because there are scsres
like him who have experi-
enced the same good re-
turns, WTCN has MORE
LOCAL ADVERTISERS
THAN THE OTHER TWO
MAJOR TWIN CITY STA-
TIONS COMBINED!

]: 1o

MINNEAPOLIS ST. PAUL

BLUE NETWORK

STATION

Owned and Operated by the
MINNEAPOLIS TRIBUNE

and ST. PAUL DISPATCH-PIONEER PRESS

With Over 300,000 Circulation Both Daily and Sunday

FREE & PETERS, INC., National Representatives
L e ]
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Fight Broadcasts
Found Effective in

Buick’s Promotion

Ready-MadeAudienceSecured;
No Big-Show Competition
By THOMAS A. CORPE

Advertising Manager, Buick Motor Division,
General Motors Corp.

BUICK will |
broadcast, on
Aug. 26, the
fourth major box-
ing match it has
sponsored in the
past three years.
The continuation
of such efforts in
itself is testi-
monial as to their
effectiveness, at Mr. Corpe
least from our standpoint, and we
have every reason to believe that
the broadcasting of the Tommy
Farr-Joe Louis match will be as
successful as its predecessor broad-
casts.

Buick’s adventures in the radio
program field during the past few
years have been exclusively con-
fined to major broadecasts of the
big pugilistic events. From time to
time, we have gone in for spot ra-
dio announcements locally, but we
have not used the usual type of
radio program advertising.

We have found the fight broad-
casts extremely valuable. They
have the first advantage of having
a huge, ready-made audience. It is
unnecessary to build up a program
or to develop listener interest in
the program inasmuch as the fight
broadcasts are a spot news event
of greatest sports interest and
command the attention of millions.
Furthermore, this special broad-
cast is not in competition with
other highly expensive network
programs that have been in effect
for some time, such as the Maz-
well House program, Lucky Strike
program, and many others equally
successful and appealing.

No Time Problem

When a major ring event is

broadcast there is no difficulty in
clearing station time. The event is
of such importance that it is given
right of way over the large net-
works. The radio audience listen-
ing to the fight broadcasts is not
selected, but covers all types of
listeners, including women and
children as well as men if they are
ardent fight fans — which often
they are. In the case of the Louis-
Braddock fight, I believe this radio
audience was the largest ever to
tune in on a major broadcast.
. In this connection, it is interest-
ing to note the comment of the
New York Herald - Tribune under
the heading “Pugilistic Kilowatts”.
It said:

“Owing to the fact that many
New Yorkers were unable to at-
tend the Braddock - Louis fight
Tuesday night in Chicago, those
listeners to the radio broadcasts at
home created an unusual demand
for electricity during the fight pro-
gram. At 11:15 p. m., according to
the system load chart of the Con-
solidated Edison Co., the load
showed a gain of 171,000 kilowatt
hgurs, or 20 per cent, over the
night before at the same time. The
nearest approach to Tuesday
night’s peak was during the Baer-
Louis fiasco at the Yankee stadium,
when the demand was 131,000 kilo-
watt hours above that of the night
before, or 40,000 kilowatt hours

BUICK TO SPONSOR
THREE MORE FIGHTS

Coincident with announcement
that the bout between Joe Louis,
heavyweight champion of the
world, and Tommy Farr, British
challenger, on Aug. 26, will be
broadcast by all 136 stations in
NBC’s combined Red and Blue
networks, with the Buick Motor
Co. again sponsoring the blow-by-
blow description of the battle, it
was learned that NBC had ob-
tained from Mike Jacobs, fight pro-
moter, the exclusive radio rights
to not only this but the next two
heavyweight championship fights
as well.

Buick is said to have options on
these bouts too, but this could not
be verified. Network and agency
officials also refused to comment
on the price paid for the broad-
casting rights. From informed
sources it was learned, however,
that the three championship broad-
casts cost NBC $100,000, of which
Buick is paying $35,000 for the
present fight. If this rate is main-
tained for each of the three events,
NBC will have regained one-third
of the $15,000 it charged off to
prestige on the Braddock-Louis
fight, according to the same
sources who state that the network
paid 850,000 for the exclusive
broadcast but collected only $35,000
from Buick.

As the event was signed so
shortly beforehand it was impos-
sible for Buick to merchandise it
through boxes in the regular news-
paper advertising of the concern.
Window posters announcing the
event and tieing in with the slogan
“It’s Buick Again” have been sent
to all dealers, however. Arthur
Kudner Inc., New York, Buick
agency, handled the details.

less than Tuesday’s gain. The in-
crease in the use of electricity on
these occasions is not due to the
use of the radio alone, but to in-
creased illumination in the homes.”

Buick, as is well known, broad-
cast the two fights above referred
to.

As a result of the Braddock-
Louis broadcast, the Buick division
of General Motors has received fan
mail numbering thousands of let-
ters and telegrams, predominantly
commenting upon the excellence of
the broadcast and commending
Buick on keeping its commercials
short and unobstrusive. These let-
ters also complimented Buick on
the selection of Clem MecCarthy
and Edwin C. Hill as broadcasters
of the event.

Another advantage of the fight
broadcasts is that it has so hap-
pened that the fight broadcasts so
far sponsored by Buick have been
timely from the standpoint of sales
strategy. The events have allowed
us to capitalize through our deal-
ers by means of various sales pro-
motion activities in connection
with the fights. Dealers like-
wise have been able to capitalize
on local coverage by taking local
time immediately behind the broad-
casts. A great many dealers did
this and found it well worth while.

The whole sponsorship has
linked Buick with a wanted broad-
cast. We, of course, have no defi-
nite means of ascertaining the ac-
tual number of car sales resulting
from the broadcasts, although it
might be of interest to know that
we are sure of at least two! James
Braddock and Joe Louis, both
bought new Buicks and are now
driving and enjoying them.

BROADCASTING ¢ Broadcast Advertising
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2 Stage line amplifier

Incorporates Western Electric system of Stabilized Feedback.
Impedances: input 600 or bridging (10,000); output 600.
Frequency response: flat within = 1 db from 30 to 10,000
cycles. Gain: approximately 45 db. Gain Control:

range 38 db. Power supply: completely self-
contained, operating from 105-125 volts,
50-60 cycle AC. Distortion level: less
than 17 at 400 cycles for 20 db output.
Noise level: 60 db unweighted, -75 db
weighted (as the ear would hear it} at
maximum gain. Occupies only 7" of
standard rack space.

Western
Speech

3 Stage, high gain unit

Stabilized Feedback. Impedances:30 and 600 ohms input, 600
ohms output. Frequencyresponse: flat within +1 db from 30 to
10,000 cycles. Gain:approximately 70 db. Gain Control:range
38 db. Power supply: completely self-contained,
operating from 105-125 volts, 50-60 cycle, AC.
Distortion level: less than 19 at 400 cycles
for 20 db output. Noise level: =55 db
unweighted, ~65 db weighted (as the
ear would hear it) at maximum gain.
Includes v. i. and plate meters. Occu-
pies only 1015 "of standard rack space.

Electric
Input

Amplifiers

High level amplifier

The 94C gives remarkable performance as a bridging am-
plifier due to Stabilized Feedback. Gain: approximately 45
db. Output power stage for driving permanent magnet or
other loud speakers to a volume adequate for any normal
service. Noise level: better than =40 db unweighted, zero
level being 6 milliwatts. Impedances: 600 ohms or bridging
(25,000) input, 8 or 500 ohms output. Frequency response:
flat within + 1 db from 401010,000cycles. Power supply:com-
pletely self-contained, operating from 105-123 volts, 45-65
cycles, AC.Either metal or glass tubes. Dimensions: 19x 7x7%;.

Single stage pre-amplifier

A high quality, low cost, fixed gain unit—extremely compact
and economical to operate. Gain: approximately 29 db. Fre-
quency response: flat within 1 db from 30 to 10,000 cycles.
Impedances: 30 or 250 ohms input, 30jor 500 ohms output.
Dimensions: 5} x 4% x 634.

Three 104A’ on 998 type mounting plate (as shown)
occupy only 514" space on standard relay rack.

For details: Graybar Electric, Graybar Bldg., N.Y.

Western Eleciric

Distributed by GRAYBAR Electric Co.

RADIO TELEPHONE

BROADCASTING e Broadcast Advertising

BROADCASTING

in Canada: Northern Electric Co., Ltd. :
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August 15, 1937 o Page

www americanradiohistorv com



www.americanradiohistory.com

Rate Card of CBS
Has 105 Stations

Cleveland Switch and Increase
In Louisville Rate Noted

LISTING 1056 stations in 104 cities
as against 91 stations in 90 cities,
CBS on Aug. 12 announced a new
rate card to become effective Sept.
1. The card (No. 23) supersedes
one which became effective last
January.

For the complete nationwide fa-
cilities of the network covering
104 cities, a full-hour evening rate
of $21,770 is quoted as against
$19,920 under the current rate
card. The half-hour rate is quoted
at $13,070 as against $11,960, and
the quarter - hour at $8,720 as
against $7,980. Daytime and late
night rates are substantially one-
half of the night rates, being $11,-

004, $6,622 and $4,400 respectively.

The only impending change
noted on the new card is the Cleve-
land switch, effective Sept. 26, at
which time WGAR, present NBC
Blue outlet, replaces WHK on
CBS while WHK becomes the NBC
basic Blue station.

Forr the basic network of 21
cities plus three out of five op-
tional basic cities, a $50 increase
is noted on the one-hour rate.
Under the current rate card. the
total for 24 cities is $8,475 as
against $8,525 on the new rate
card. The $50 increase is absorbed
entirely by an increase in rate for
WHAS, Louisville, from $400 to
$450. The half-hour night rate
for WHAS was increased from
$240 to $270. and the quarter-hour
rate from $160 to $180.

With the addition of WGBI,
Seranton, and WEOA, Evansville,
the basic supplementary group is
increased from 14 to 16 cities, with

Nelson-Woodman Shifted

A. E. NELSON, since 1934 general
manager of KOA, Denver, and for-
mer owner of WIBO, Chicago, has
been appointed to the same posi-
tion at KDKA, Pittsburgh, where
he will take charge on Sept. 1. On
the same day, H. A. Woodman,
present KDKA general manager,
will report at NBC’s New York
headquarters for an executive as-
signment. Robert H. Owen, chief
engineer of KOA, will succeed Nel-
son as station manager.

each station individually available
with the basic network. The ag-
gregate one-hour night rate for
the basic supplementary group
thereby is increased from $1,975
to $2,250.

The Southeastern group of seven
cities, quoted at an aggregate of
$1,150, is increased to 12 cities
quoted at $1,800. New stations

WitHIN THE WOWO one-half millivolt area

there are more than 300 towns of 1000 population

and over—a radio main street 100 miles long.

—and the 517,003 families who shop along that
main street spend $520,300.000 annually for all

manner of merchandise.

To these 517,003 families, 417,500 of whom

own radios, WOWOQO is their home town station.

1-99489

““ﬂ“@{e HOOSIER STATION

E. KATZ SPECIAL ADVERTISING AGENCY

WesTINGHOUSE Rapio STaTions, Inc.
Fort WayYNE, IND.
10,000 Watts — NBC Basic Blue
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listed in this group are WAIM,
Anderson, S. C.; WCHS, Charles-
ton, W. Va.; WMAZ, Macon, Ga.;
WPAR, Parkersburg, W. Va., and
WJINO, West Palm Beach, Fla.

In the Southcentral group, an
increase from 10 to 12 cities is
noted, with KLRA, Little Rock,
shifted from the Soutwestern
group and WCOC, Meridian, Miss.,
added to it. A new rate of $1,950
per night-hour is quoted as against
$1,675 under the old rate.

The Southwestern group is re-
duced from 10 to eight cities, with
one of the deletions accounted for
by the KLRA shift. In addition,
KNOW, Austin, quoted separately
on the current rate card, is quoted
along with KTSA, San Antonio, on
the new card as a single station
offering. The present card rate for
the Southwestern group is $1,750
for a night-hour and $1,600 under
the new rate card. The Florida
group of four cities and the Ca-
nadian group of two cities remain
the same. The present Northwest-
ern group of four cities, however,
is increased to nine cities with the
addition of the following stations:
WKBB, Dubuque; KDAL, Duluth;
WTAQ, Green Bay; WKBH, La-
Crosse, Wis.; KGLO, Mason City.
The Northwestern group rate of
$875 per basic night-hour was
doubled to $1,500.

The Mountain group of six cities
was increased with the addition of
KOY, Phoenix, and the rate in-
cregsed from $1,000 to $1,125, the
entire increase being absorbed by
the rate quoted for KOY.

_The Pacific Coast group of five
cities remains the same. No men-
‘ion is made in the rate card of
*he projected switch in the Seattle
outlet from KOL to KIRO, KOL
still being named as the Seattle
outlet along with KVI, Tacoma.

United Biscuit May Add

UNITED BISCUIT Co., compris-
ing independents in various cities
and now on 13 stations, may add
other outlets this fall. Quarter-
hour Man-in-the-Street programs
broadcast six times weekly are cur-
rently being used on seven sta-
tions in addition to a chain pro-
gram over six stations of the
Michigan Network. Stations are
WGN, WWJ, WTAM, WDAY.
WTMJ, WIRE, KMOX. Michigan
Network list includes WELL,
WKZ0O, WFDF, WOOD-WASH,
WBCM, WJIM. Neisser-Meyerhoff
Inc., Chicago, is agency.

Sheaffer Pen Net Spots

SHEAFFER PEN Co., Fqrt Madi-
son, Ia. (pens) on Aug. 27 will start
weekly musical program over three
MBS stations. The program will
feature the orchestra of Harold
Stokes, WGN musical director, and
will be broadcast over WG N,
WOR, and CKLW. Baggaley, Hor-
ton & Hoyt:F Chicago, is agency.
* * 5

Sheaffer Pen will also start spot
announcements on a long list of
stations Aug. 16, included among
which are WFBR, WBEN, WHO,
KTRH, KHJ, WAVE, WREC,
WWL, KSTP, KSL, KOA, WOW,
KFRC, KOMO, WNAX.

KINGS COUNTY Communist Party
will sponsor a half-hour broadeast on
four New York stations the evening
of Aug. 26. Talks by Earl Browder,
candidate for president on the Com-
munist ticket last year. and other
speakers will comprise the program.
which will originate on WINS and be
fed to WMCA, WNEW and WQXR.
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AS YE SOW - -

DO, MI, SOL—DOUGH ! Between
the lines of the musical score of
“Frigidaire Frolics” lies sales appeal
that has brought cash results to the
sponsor. Program just renewed for
third time over WHEC by Harold J.
Weisberg, Pres., Chapin-Owen Co.,
Ine., Frigidaire distributor, pictured
going over the score with J, Gordon
Baldwin, Musical Director, WIEC,

SAFE AT HOME—in the Rochester territory are Soceny sales, thanks
in good part to good will created by “Socony Sport Review” over WHISC.
Ray Blades (in uniform), Mgr., Rochester Red Wings, has dashed from
the haseball stadium to take part in a broadecast. Others (froin left):
(. V. Swendeman and Charles G. Thayer of Socony, Lowell MaeMillan,
WHEC Sports Aunouncer.

MORNING PROGRAM CATCH-
138 “BARLY BIRDS”! Rochester
I’acking Co. entertains early birds
with “Musical Cloek” program daily
at 8:30 a. m. over WHEC. Edward
Iarrison, Adv. Mgr., Rochester Pack-

ing Co., and Francis Owens, WHIIC
Program Aunnouncer, inspect with
amusement a symbolie gift presented
by one of the program’s fans.

THREE WISE MEN from
Rochester’s advertising agencies W /
cooperate with WHEC in judging

a contest to determine the number
of people in WHEC's audience at
various hours on different days of
the week. Left to right: E. C. Rog-
ers. E. C. Rogers, Advertising; H.
Lyman Hart, Pres., Hart-Conway
Co., Ine.; and Albert T. Rtewart,
Pres., Stewart. Hanford and Froh-
man, Inec.

UP, AND OUT, AND INTO more homes in the Rochester territory go
the programs of WIIEC, thanks to the new high fidelity R.C.A. transmitter p
and Blaw Knox vertical radiator antenna recently purchased. The increased : 1t 2
coverage amounts to 100 per cent, daytime, and 76 per cent, night time. N
—And it’s all “bonus” because WHEC has not increased its rates. New BoCHESTER9 N‘ Y’ BASIC CBS
market and coverage data now available, Write for folder. Representatives: Paul H. Raymer Co.; New York, Chicago, Detroit, San Francisco
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M-G-M Appoints Ford
Assistant to Sydney:;

May Go to Hollywood

TENTATIVE plans of Metro-
Goldwyn-Mayer to launch a large-
scale projeet for use of its name
talent in radio are going forward,
it has been indicated in company
circles.

The latest development is the
transfer of Gene Ford, manager of
the Loew’s Capitol Theater in
Washington, to WHN, New York,
in an executive production capa-
city under Louis K. Sidney, direc-
tor of the M-G-M station. Mr. Sid-
ney is expected to go to Hollywood
shortly to handle M-G-M radio
productions, and negotiations have
been in progress with several im-
portant national accounts in con-
nection with sponsorship of pro-
grams starring M-G-M talent. Mr.
Ford may accompany Mr. Sydney
to Hollywood as his chief produc-
tion assistant. Mr. Ford for four
years was identified with the Capi-
tol Theater in New York and in
his capacity there handled the per-
sonal appearances of M-G-M stars
over WHN.

Associate director and commer-
eial manager of WHN is Herbert
L. Pettey, former FCC secretary.
He is now in his second year at
the station, having resigned from
the FCC in May, 1936, to accept
the post. During that period WHN
has become an increasingly im-
portant outlet in the New York
area.

A SALE THAT RADIO SOLD

San Francisco’s Largest Department Store Uses

Air Waves and Breaks Records for Event

A UNIQUE sales campaign by
San Francisco’s largest depart-
ment store, in which only radio ad-
vertising was used, has won ac-
claim because of its results. The
plan was conceived by Maurice H.
Hyde, advertising director of the
Emporium Downstairs Store, to
promote the 26th anniversary sale.

The only newspaper space used
was that employed to call atten-
tion to the intensive broadcast ap-
peal, which ran through two days
on KJBS (July 31 and Aug. 1),
climaxing with a big birthday
party broadcast on the afternoon
of the second day over KJBS and
its sister station, KQW in San
Jose—b0 miles away.

The blast was accompanied by
widespread distribution of 250,000
copies of a 12-page sales circular.
The front page of the circular
was devoted to flash copy and a
color reproduction of the new
KJBS studio and tower, the latter
highlighted with red neon-like
coloring down the sides.

The first day’s receipts in the
sale substantially exceeded last
year’s opening receipts, according
to Mr. Hyde, despite the fact the
sales circular was eight pages
smaller, no newspaper advertising
was used and the costly three-
month hotel strike had just closed.

“The results far exceeded our
original estimates and more than
vindicated our radio campaign,”
Mr. Hyde declared.

Spot announcements were used
every half-hour on July 31 and
Aug. 1. Two half-hour programs
were presented on July 31—Con-
cert Masters, a transcribed feature
at 10:30 a. m. and Cocktail Hour,
a transcription, at 4:30 p. m.

On Aug. 1 two quarter-hour re-
corded programs were presented.
Rhythm Revue at 9:15 a. m. and
This Rhythmic Age at 11:45 a. m.
The campaign was topped off Aug.
1 with a 60-minute birthday party
from 3 to 4 p. m. over KJBS and
KQW.

Kellogg Football

CONTINUING the intensive sport
schedule begun in Chicago last
spring, the Kellogg Co., Battle

reek, Mich., has signed for spon-
sorship of the Northwestern home
and away games this fall over
WBBM. Although merchandising
plans for the football games have
not been completed, it is possible
that they may be almost on as
great a scale as the company’s pro-
motional work in conjunction with
the current baseball broadcasts on
WJJD, which included car cards,
full page newspaper ads and bill-
boards. in addition to presenting
famous sports personalities on the
broadcasts. John Harrington, reg-

ular WBBM announcer, now
broadcasting the baseball games
over WJJD, will announce the

games. N. W. Ayer & Son Inc.,
Philadelphia, is agency.

ALL NEW ORLEANS
PHONED BY WDSU

PERSONAL telephone calls to
every residential telephone in New
Orleans were resorted to by
WDSU, Aug. 1 as a means of in-
forming housewives or heads of
families that the station was join-
ing the NBC Blue Network. De-
nied the customary newspaper co-
operation on such matters, because
radio news is restricted in all local
papers, Joseph H. Uhalt resorted
to the telephone notification
method.

One of ten Southern stations
which joined NBC on Aug. 1,
WDSU used many novel promotion
methods to acquaint the audience
with its affiliation. Flags and bunt-
ing used in decorating the main
street for the Mardi Gras were or-
dered out by Mr. Uhalt a week in
advance of the opening day. Hugh
blue lettering on white banners
carried the legend “Welcome to
NBC Blue Network over WDSU”.
Street cars carried the same mess-
age and banners were placed in
many stores and all windows. The
new NBC “Blue Gown” [see page
47] was displayed in a large de-
partment store and special broad-
casts were made from the store.

Mr. Uhalt explained he resorted
to this manner of promotion after
one of the local newspapers re-
fused a special tabloid section by
WDSU on the ground that its re-
quest for a small amount of news
space in the 22-page section being
used for pictures of WDSU and of
NBC stars was in conflict with its
policy.

N AVAILABLE ...
- THREE
SURE-HIT

KFYR
WSCASTS

BROADCASTING COMPANY

MEYER
BISMARCK,

NORTH DAKOTA- &=
*FURGASON & ASTON National/ Feptesentalive
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Milwaukee is an up-and-stirring
industrial community not addicted
to late sleeping. At least 70.39, of
Milwaukee’s male population is at
work between 7:30 and 8:00 a. m.
The other 29.79, dash for desks not later
than 8:30. And of the 209 of Milwaukee
women who work, the great majority meet
an 8 o’clock deadline. A comparative few
(lucky gals!) hit the deck at 9:30.

Which proves that the use of early morning
time on WTM] is both productive and
profitable. Not because Milwaukee hands
turn off alarm clocks in the wee hours. But
because these same hands turn on radios
almost as soon as the alarm is stifled!

Researchers discovered that of the 185,514
radios in Greater Milwaukee, nearly 75,000
were in operation between 7:00 and 8:00

PERIOD

SV

8:30 and H a.m.

URNED ON
]

oF TIME JJ sers T

CENT

a. m. Between 8:00 and 8:30, the sets tuned On
in soared to 103,887. And from 8:30 to 9:00, new gy 25 WT ,
the number reached the astonishing total tdlatw The Ater ttch
O-rey € fo)) ti ver ¢o

of 109,453' M” Lad O e cal 04:0 its

y . . list waukee, ié'smlt}." 553ge from 7o Ia-
Here, certainly, is a numerical market that ., Cher eact;, ¥pica) ,,” 298 Mijleg harq.
even top flight space buyers can’t afford to Oy .20d wp, n the idespiro’"
laugh off! Here’s a vast listener audience andn1WSC°nu 7 the supy -
whose a.m. tuning habits are largely a re- 20 /Joe ;’d 7 rs 7e in :}'Ia ade
sult of WTM]J’s morning program menu! ver uf nd ,tota.“o ZE} beeclearer'
Here are more ears for less money than can -l envabelt n the Idapo‘?slble ,on:a’-d
be bought at any other time of the day! az,‘o,,es - Zar i p;‘;?,’); buyg :;‘:’

7 Tt

Action, advertisers! ¢ impr OVGH{eZOz‘Zj.}."

WimJ--
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SUBSCRIBERS

ALABAMA
WSGN Birmingham
WMFO Decatur
ARIZONA i
ROY Phoenix

AREANSAS
KUOA Siloam Springs
KFPW Ft. Smith

CALIFORNIA

(o] Bakersfield
KIEM Eureka
KGER Long Beach

Los Angeles
Oakland

San Diego
San Francisco
Santa Barbara

COLORADO
Denver
KFKA Greeley
KGHF Pueblo
CONNECTICUT
WTIC Hartford
WELI New Haven
DISTRICT OF COLUMBIA
wJisv Washington
FLORIDA
WRUF Gainesville
WMBR Jacksonville
WLAK Lakeland
WQAM Miami
WDBO Orlando
WFOY St. Augqustine
WSUN St. Petersburg
WTAL Tallahassee
WINO West Palm Beach
GEORGIA
WAGA Atlanta
WRDW Augusta
WMAZ Macon
WTOC Savannah
WAYX Waycross
IDAHO
KIDO Boise
KID 1daho Falls
KRLC Lewiston
ILLINOIS
WGN Chicago
WIJBL Decatur
WTAX Springfield
INDIANA
Elkhart
Muncie
IOWA
Cedar Rapids
Davenport
Dubuque
KANSAS
Abilene
KVGB Great Bend
KWBG Hutchinson
KENTUCKY
WLAP Lexington
LOUISIANA
WIJIBO Baton Rouge
KMLB Monroe
WDSU New Orleans
KRMD Shreveport

MAINE
WCSH Portland
MARYLAND
R Baltimore
Cumberland
Frederick
MASSACHUSETTS
EEI Boston
WCoP Boston
WTAG Worcester
MICHIGAN
WHDF Calumet
WJR Detroit
MINNESOTA
KATE Albert Lea
WEBC Duluth
RROC Rochestar
KSTP St. Paul-
Minneapolis
MISSISSIPPI
WAML Laurel
WQBC Vicksburg
MISSOURI
KMBC Kansas City
KWK St. Louis
KGBX-KWTO Springfield
NEBRASKA
KFAB Lincoln
KOIL Omaha
NEW MEXICO
Albuquerque

WOR New York City
WQXR New York City
WHDL Olean
WHAM Rochester
WEFBL Syracuse
NORTH CAROLINA
WBIG Greensboro
WAIR Winston-Salem
NORTH DAKOTA
M

Minot

OHIO
Akron
Canton
Cincinnati
Cleveland
Columbus
Dayton
Toledo
Youngstown
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"SOUND PICTURE"

o Whether sustaining or sponsored—whether for local, regional or national
advertising—your program is “a perfect portrait in sound” when recorded
by World’s modern Wide Range Vertical method. Your listeners hear the
individual artists exactly as they are—music, drama and commercials as
true-to-life as the most candid camera print.

Here’s the picture:

1. Transcription Headquarters. with complete recording facilities, in

New York, Chicago and Hollywood.

2. A thoroughly-coordinated service organization operating in close

teamwork with radio stations and advertising agencies.

=

3. Selective Broadcasting—uniform, high-quality programs in markets

of the advertiser’'s own unrestricted choice.
And remember—the W B S method of Vertical Recording and Repro-
duction is Selective Broadcasting at its best! . . . For full information, write

Transcription Headquarters, 711 Fifth Avenue, New York.

Ask to see the new W B S sound motion picture
“On the Air with World”"—now showing at Tran-

scription Headquarters in New York and Chicago

WORLD

BROADCASTING SYSTEM

ATLANTA o CHICAGO o NEW YORK ¢ LOS ANGELES ¢« SAN FRANCISCO ¢« WASHINGTON

S www americanradiohistorv com

SUBSCRIBERS

OKLAHOMA
KADA Ade
KVSO Ardmore
KCRC Enid
KBIX Muskogee
KVOO Tulsa

OREGON
KFJI Klamath Falls
KOIN Portland
PENNSYLVANIA
WCBA-WSAN Allentown
WLEU Erie
WKBO Harrisburg
WCAU Philadelphia
WIP Philadelphia
WGBI Scranten
RHODE ISLAND
WIAR Providence
SOUTH DAKOTA
BR Aberdeen

TENNESSEE
WOPI Bristol
WDOD Chattancoga
WREC Memphis
WLAC Nashville

TEXAS
KFDM Begumont
KGF1 Brownsvllle
KRIS Corpus Christi
WBAP Ft. Worth
KTSM El Pase
KXYZ Houston
KFRO Longview
KRLH Midland
WOAI San Antonio
KCMC Texarkana
KGKO Wichita Falls
UTAH
KDYL Salt Lake City -
VERMONT
WCAX Burlington |
WNBX Springfield
VIRGINIA
WSVA Harrisonburg
WRVA Richmond
WDB] Roanoke
WASHINGTON
KXRO Aberdeen
KVOS Bellingham
KGY Olympia
KOL Seattle
KMO Tacoma
KU]) Walla Walla
KPQ Wenatchee
KIT Yakima
WEST VIRGINIA
WHIS Bluefleld

WISCONSIN
WEAU Eau Clalre
WHBY Green Bay
WKBH La Crosse .
WIBA Madison
WOMT Manitowoc
WHBL Sheboeygan
WSAU Wausau

WYOMING
KDFN Casper
KWYO Sheridan

HAWAI
KGMB Honolulu
CANADA
Alberta
CFAC Calgary
CICA Edmeonton
British Columbia
CJAT Trafl
CKWX Vancouver
Manitoba .
CIRC Winnipeg
New Brunswick
CHS] Saint John
CKCW Moncton
Nova Scetia
CHNS Halifax
Ontario =
CKPC Brantiord
CRCO Ottawa
CKCL Toronte
CKLW Windsor
Province of Quebec
CKAC Montreal
CKCV Quebes
HLT Sherbrooke
Saskatchewan
Regina
FOREIGN !
Australia
5 DN Adelaide
4 BC Brisbane
3 KZ Melbourne
2 GB Sidney

New Zealand
1 ZB Auckland
3 ZB Christchurch
4 ZB Dunedin
2 ZB Woellington

France
Radio-Toulouse Parts
Mexico
XEW Mexice City

Union of South Africa
South African Broadcast-
ing Corporation (Cape-
town, Durban, Grahams-

town, Johannesburg}
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MARTIN CODEL, Publisher
SOL TAISHOFF, Editor
F. G. TAYLOR, Advertising Manager

BROADCASTING
PUBLICATIONS, Inc.

Executive and Editorial Offices:

National Press Bldg. @ Washington, D. C.
Telephone—MEtropolitan 1022

Subscription Price: $3.00 per year-15¢ a copy—Copyright, 1937, by Broadcasting Publications, Inc.

J. FRANK BEATTY, Managing Editor @ BERNARD PLATT, Circulation Manager
NORMAN R. GOLDMAN, Advertising Representative

NEW YORK OFFICE: 1270 Sixth Ave., Rockefeller Center, Telephone - COlumbus 5-3815
BRUCE ROBERTSON, Editorial @ MAURY LONG, Advertising
CHICAGO OFFICE: 360 N. Michigan Ave., Telephone - CENtral 4115 ® HAL TATE
HOLLYWOOD OFFICE: 6331 Hollywood Blvd., Telephone GLadstone 7353 ® DAVID H. GLICKMAN

Cycles and Kilocycles

LOTS of things run in cycles, besides radio
waves. Among them is the pastime of making
the broadcast medium Target No. 1 of the ad-
vertising field.

Of late there has been a deluge of pot-shot-
ting at broadcasting, particularly from agen-
cies. Perhaps Arthur Pryor Jr. and Ned
Midgley have been as vehement as any of the
critics in their suggestions to the industry,
although both are known to be friendly to ra-
dio advertising.

Now the cycle seems to be going the other
way, judging by the literary output of two
broadcasters who contribute to this issue of
BroADCASTING. Curiously, both chose dramatic
literary devices to tell their stories. Walter
Damm, of WTMJ, one of radio’s pioneers, uses
a letter-telegram exchange to implant several
friendly suggestions in the skyscraper offices
of metropolitan time buyers. Maurice C. Cole-
man, manager of WATL, Atlanta, obviously a
bit skeptical of the sincerity of some agency
promises, chose the fable method of telling
his story, and he tops it off with an authentic
premium offer with no box tops required.

Both sides, in their more candid moments,
will admit that honest criticism is healthy and
beneficial to all, since all are interested in the
spending of the same dollars. To date the
criticism has been honest and apparently is
exerting a helpful influence. Here's to more
and better verbal battles, and may both sides
win!

Into The Disca