
WKRC's Transfer 
Approved by FCC 
Cincinnati Station Sold to 
Newspaper for $320,000 
SALE of WKRC, Cincinnati, by 
CBS to the Cincinnati Times -Star 
for $320,000, was approved Nov. 
27 by the FCC. The station has 
been an MBS outlet since Sept. 24, 
at which time CBS, despite its 
ownership of WKRC, switched to 
WCKY, Cincinnati. 

With approval of the transfer, 
Hulbert Taft Jr., son of the pub- 
lisher of the newspaper, becomes 
general manager, succeeding Wil- 
liam A. Schudt Jr., CBS executive 
who is expected to return to New 
York headquarters of the network. 
Commercial manager of the sta- 
tion is H. E. Fast, with Ruth Lyons 
as program director, Harold Coulter 
as promotion and merchandising 
director, and J. F. Tiffany as chief 
engineer. Weed & Co. succeeds Ra- 
dio Sales as national representa- 
tive. 

General Manager Taft, a Yale 
graduate who also studied at Cam- 
bridge in England, has been an 
editorial writer for the newspaper 
for the last eight years. Comment- 
ing on the acquition, Mr. Taft said: 

Previous Attempts 
"The Cincinnati Times -Star has 

been interested in radio for years. 
We have made several attempts to 
purchase a radio station and this 
transfer is the culmination of those 
hopes and attempts. As a newspa- 
per station, one of our primary in- 
terests will be to broaden and im- 
prove the news coverage wherever 
possible. To this end we have set up 
a studio and control room in the 
Times -Star Bldg. in downtown Cin- 
cinnati where the full service of the 
Associated Press and the local 
news -gathering facilities of the 
Times -Star will be available. We 
are adding several news periods to 
our daily schedule and have em- 
ployed an additional news announc- 
er and editor. 

"It has been the policy of the 
Times -Star particularly during the 
war crisis of the past several 
months, to do its readers the com- 
pliment of giving them uncolored 
facts and letting them draw their 
own conclusions. In the operation 
of WKRC, we shall attempt to ex- 
tend this policy to radio. Our gen- 
eral programming will place more 
emphasis on special events of local 
interest and educational programs. 

"As far as business policies are 
concerned, we shall continue to en- 
force, in the main, those of CBS. 
Several vacancies on the staff have 
been filled in the past weeks by 
CBS and the same staff now em- 
ployed at the station will be con- 
tinued." 

WHB Asks 50 Kw. 
WHB, Kansas City, now operating 
daytime only on the 860 kc. clear 
channel on which WABC, CBS key 
in New York, is the dominant out- 
let, Nov. 22 filed with the FCC an 
application for an increase in pow- 
er from 1,000 watts to 60,000 watts 
on that channel. No request was 
made for fulltime operation. Si- 
multaneously, the station withdrew 
an application, pending since June, 
1938, seeking fulltime on 860 kc. 
with 10,000 watts. 

THE SMILE FLUSH recorded here may not win the chips, but it appears 
NBC President Lenox R. Lohr (center) was spinning a tall yarn when 
this group was caught in Pittsburgh recently -(1 to r) Allen Billingsley, 
president of Fuller & Smith & Ross, and president of the American Asso- 
ciation of Advertising Agencies; William S. Hedges, NBC stations vice - 
president; Major Lohr; Marvin W. Smith, vice -president of Westing- 
house, and Walter C. Evans, vice -president of Westinghouse Radio Sta- 
tions Inc., and manager of its radio division. 

Morris Plan Bank Likes Radio 
(Continued from Page 94) 

in Philadelphia the cost of adequate 
display newspaper advertisements 
appearing daily is prohibitive, ex- 
cept in a very large advertising 
budget. On account of this high 
cost, (justified by large circula- 
tion), the newspapers have not 
made a favorable showing in our 
survey based on comparative dol- 
lar costs. 

"Have we found that radio brings 
in business that other media do not 
ordinarily reach ?" That's a rather 
difficult query to answer in de- 
tail, but from my observation, I 
would say there's no doubt about it. 

Please remember this salient 
point. Up to the time we went on 
the air in Philadelphia, no bank 
had used radio regularly. This 
meant that we were sailing in un- 
charted seas, with no rudder at 
our command other than our judg- 
ment. There was no precedent to 
go by; we traveled our own lanes. 

Word -of -Mouth Bonus 
Interesting, too, is the fact that 

with our radio -brought increases, 
our personal recommendation busi- 
ness has also increased. We attrib- 
ute a great deal of the latter to 
our broadcasting series and a con- 
current carefully designed direct - 
by -mail program; a general word - 
of -mouth build -up, although not di- 
rectly traceable to radio entirely, 
is, however, another factor not to 
be lightly dealt with in any sum- 
mary of the success of our cam- 
paign. 

Thanks mainly to our radio se- 
ries, The Morris Plan Bank of 
Philadelphia is showing its heels 
to many similar institutions in the 
country in percentage of increased 
business. Already, we have received 
any number of inquiries from other 
banks requesting full information 
on our radio campaign. 

There are several points about 
radio broadcasting that have es- 
pecially appealed to us. Previously 
with our newspaper, billboard, and 
car -card advertising we had to go 
through an entire routine with ar- 
tists, lay -out men, copy men; then 
proofs, corrections, more proofs, 
perhaps further corrections before 

the ads could hit print. With radio, 
I've been amazed at the ease and 
dispatch with which we could get 
just what we want, on a few hour's 
notice. Yes, and in several cases 
of emergency, in 15 minutes. The 
extreme elasticity of radio broad- 
casting is one of its outstanding 
features as an advertising medium. 

A Code of Action 

We laid a solid foundation for 
our radio campaign. We prepared 
a code of planned action which we 
felt would be equitable, completely 
in the listeners' interest, and at the 
same time successful for us. We 
have adhered to this standard from 
the first evening our program sailed 
through the ether. It clicked, I be- 
lieve, because of the superb ma- 
chine -like cooperation from all con- 
cerned. However, in the first and 
final analysis, I believe the reason 
for its main success was that we 
gave listeners something they 
wanted to hear, the way they want- 
ed to hear it. 

In the months to come, we shall 
carry on serving King Public. We 
trust, in so doing, we shall merit 
its continued approbation and 
trust. 

Cigar Series Extended 
CONSOLIDATED CIGAR Corp., 
New York, on Nov. 21 started Fort 
Pearson's news program Ten Head- 
lines at Ten on WMAQ, Chicago, 
Tuesdays, Wednesdays and Thurs- 
days, 10 -10:15 p.m., as an addition 
to its campaign for Harvester 
cigars of news programs on sta- 
tions throughout the country. Er- 
win, Wasey & Co., New York, is 
agency. 

Pillsbury Serial 
PILLSBURY FLOUR MILLS Co., 
Minneapolis, on Nov 13 started a 
quarter -hour Italian dramatic se- 
rial Nurse Maria Milano on WOV, 
New York, starring Alba Luongo, 
Mondays, Wednesdays and Fridays 
at 11 a.m. Arthur Ashley Adv., 
New York, places the account. 

Europe Adhering 
To Usual Waves 
Few Deviations Are Shown; 
Montreux Plan in Doubt 
DESPITE war hysteria in Europe, 
practically all nations, both bellig- 
erent and neutral, are observing 
their wavelength assignments, and 
there has been a minimum of up- 
setting of normal broadcast op- 
erations, according to a communi- 
cation received in Washington Nov. 
27 by Louis G. Caldwell, attorney, 
from Raymond Braillard, director 
of the Control Center of the Inter- 
national Broadcasting Union in 
Brussels. 

Dated Nov. 10, the letter from 
Mr. Braillard stated that his or- 
ganization has been able to main- 
tain activity "in a reasonable man- 
ner and we continue, as in the past, 
to control European emissions on 
medium and long waves and emis- 
sions of a world -wide character on 
shortwaves." 

With a minimum of exceptions, 
he added, all of the European na- 
tions continue to observe wave- 
length assignments. In case of ac- 
cidental deviation, they take imme- 
diate note of the Control Center's 
observations, which are telegraphed. 

Montreux Plan a Problem 
Mr. Braillard said difficulty is 

arising in connection with placing 
in effect the Montreux Plan for re- 
alignment of European assignments 
next March 4 as scheduled. Diverg- 
ent opinions have developed regard- 
ing effectuation of the plan at the 
scheduled date or its postpone- 
ment. He said it might be possible 
to place it in effect with a delay of 
a few months so it will coincide 
with the summer period. 

"As for the domain of short- 
waves," Mr. Braillard observed, "it 
is, as you know, being increasingly 
invaded by new stations, not to 
mention the large increase in the 
power of existing stations. In the 
absence of a world -wide plan, which 
it would be useless to attempt to 
establish now, we are making our 
best efforts, through a series of 
individual arrangements, to bring 
about an assignment of the differ- 
ent stations on channels with a 10 
kc. separation in order that at 
least the emissions of the principal 
stations may be protected. 

"We do not know what the future 
holds for us but we continue our 
work as well as we can." 

Express Spots 
RAILWAY EXPRESS AGENCY, 
New York, on Nov. 27 started its 
annual Christmas campaign for its 
express services using spot an- 
nouncements three to five times 
weekly on 50 stations throughout 
the country. Final spots in the 
campaign on Dec. 24 will feature 
L. O. Head, president of the com- 
pany, expressing Christmas greet- 
ings to his employes, and will con- 
tain no commercials. Caples Co., 
New York, handles the account. 

New Wheatena Series 
WHEATENA Corp., Rahway, N. J. 
(cereal), on Nov. 20 started The 
Wheaten Radio Playhouse, a Jew- 
ish dramatic program, on WBNX, 
New York, Mondays, Wednesdays 
and Fridays, 5:30 -5:45 p.m., and on 
WEVD, New York, Tuesdays, 
Thursdays and Saturdays, 2:15- 
2:30 p.m. Compton Adv., New York, 
is the agency in charge. 
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