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Western Electric
Sound Reproducing System
for Radio Stations

The Biggest Step Forward
in Radio Advertising

EADING radio stations in principal cities have
recognized that high excellence of broadcast
from records or “Electrical Transcriptions” requires
reproducing equipment such as is best exemplified
by the Western Electric Sound System.

This equipment has now been installed in stations
(regardless of chain affiliations) to permit excellent
national coverage. Many additions are being
made weekly. Others promise this installation
upon receipt of time orders.

Now, advertisers may be assured perfect broad-
casting of their programs—whether music or talk
—if the records are properly made.

Write, wire or'phone our nearest office for detailed
and unbiased information on this subject.

Scott HOwE BOWEN Ik
RADIO STATION HEADQUARTERS

CHICAGO NEW YORK DETROIT
180 N. MichiganAve. 274 Madison Ave.  7-242 General Motors Bldg.
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| $..-the
Radio Audience
speaking about---

KSTP

ECENTLY, in this space, we presented evidence showing
an over-whelming preference of advertisers for KSTP
as the station best fitted to reach profitably the great radio
audience of the Twin Cities and adjacent Northwest markets.

‘ We now present the testimony of the radio audience itself—
| 68% for KSTP as shown by a survey just completed. This
| survey, conducted by an accredited agency, shows that |
| 56.22% of radio listeners voted for KSTP (as
against 17.12% for the station made sec-
ond choice) which, with half of those
indicating no preference, gives KSTP
68% of the audience.

The diagram graphically tells the
story of the “preferred” audience
you get on KSTP — the North-
west’s leading radio station.

KSTP gives the advertiser most

service because it has the largest
technical staff — the only full-time
staff orchestra — the largest musical
library — the most complete research,

merchandising, sales, program, publicity,
continuity, music and dramatic departments.

(224)

17.12%

KSTP, as the Northwest representative of the NBC, fur- STUDIO ‘

nishes principal entertainment and service features on hoth  St. Paul Hotel

the Red and Blue networks. St. Paul
Executive Offices: STUDIO

St. Paul Hotel, St. Paul, Minnesota

NORTHWEST’S
LEADING RADIO STATION

April, 1930 1

Hotel Radisson
Minneapolis
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BUILT LIKE A NEWSPAPER
\l N

WMAQ's programs present something for every one all day
H long. And like The Chicago Daily News—the newspaper that

owns and controls it—WMAQ is the medium for some of the
most successful Chicago advertising schedules!

Boston Store lllinois Coal Bureau

Bunte Candy Company Los Angeles Chamber of Commerce
C. D. Peacock Nunn-Bush Weldon Shoe Co.
Endicott-Johnson Corp. Packard Motor Car Company

Pepsodent Company (Amos ‘n Andy)
Premier Malt Sales Co.

The Quaker Oats Company
Wieboldt Stores, Inc.
Willys-Overland, Inc.

Nahigian Brothers

Calsodent Company
Chicago Board of Trade
The Davis Company

Elgin National Watch Co.
Eskimo Pie Corp.

Freeman Shoe Manufacturing Co. National Heel Mfrs. Assn.
O'Connor & Goldberg Ten Bruin & Sons

Gordon Baking Co. Thos. J. Webb Coffee Co.
Hinckley & Schmitt The Hub

Kaempfer's Vaughn's Seed Store

In addition to C. B. S. Chain advertisers

WMAQ is The Chicago Daily News of the air, holding for broad-
cast advertisers the prestige of Chicago's Home Newspaper and
leading daily advertising medium—an ideal channel for your
broadcast message. Address

WMAQ, Inc.
The Chicago Daily News Broadcasting Station

400 WEST MADISON STREET CHICAGO, ILLINOIS

: Broadcast Advertising
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440 South Dearborn Street, Chicago, Il

Subscription, $2.00 a year. Single copies, 20c. Issued monthly on the 15th. G. W. Stamm, Publisher and General Manager;
R. B. Robertson, Editor; E. J. Van, Circulation manager. Eastern Representative: C. A. Larson, 254 W. 31st St, New York City.

Pacific Coast Representative: R. M. McDonald, 703 Market St., San Francisco, California

Entry as second class matter applied for at the post office at Chicago, Illinois, under the Act of March 3, 1879.
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When You Say That—
SMILE!

Advises M. M. Wilson

T HE real trouble with advertis-
ing over the radio is just that—
advertising.

If Henry Q. Setowner had his
way, his investment in a receiving
set would bring him daily dividends
of jazz music or baseball games or
symphony concerts or whatever
happens to be his favorite form of
entertainment. But—decidedly but

no advertising would be included.

And if John J. Sponsor had his
way, every purchaser of a radio
would be required by law to listen
to every one of his (Sponsor's)
broadcasts. These programs would
be devoted entirely to describing his
marvelous product, its uses, and the
reasons why each listener should
run—not walk-—to the nearest deal-
er. But—even more decidedly but
—none of the time should be wasted
on mere unenlightening, purposeless
entertainment.

As things are today, neither one
can have his way entirely and most
programs are compromises. The
advertiser gives his listeners the en-
tertainment they want (as nearly as
he can guess what it is) and be-
tween numbers sandwiches in as
much selling talk as he thinks he
can get away with without being
tuned out.

But—Ilike all compromises—no
one is really satisfied. Henry and
April, 1930

Norman Brokenshire tells Charlie—and the radio audience-—all about the superiority
of Quaker State Oil

Hannah Setowner want more and
better entertainment. And hard-
hearted ol’ man Sponsor wants more
and better advertising.

NOW we come to the bright idea
of this tale of grief. If the
advertiser could only find some way
to translate his advertising into en-
tertainment—without losing its ad-
vertising punch—then both he and
his audience would be satisfied.

Easier said than done? Not at all.

Where the product is of itself en-
tertaining, this method is now being
used to a considerable extent. The
R-K-O and True Detective Mys-
teries broadcasts are 'food examples.

But this takes in only a few ad-
vertisers.  What about the great
number of advertised articles that
are extremely useful but not at all
entertaining ?

Before I answer your question,
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let me ask one of my own. What is
the most popular form of entertain-
ment? The answer to that one is:
Comedy. (If you don't believe me,
buy a seat at any theater presenting
a Shakespearean revival. Then try
to buy one at any theater featuring
Ed Wynn or Eddie Cantor—just
try to.)

Returning now to your question,
all the advertiser has to do is to
forget his dignity and translate his
sober sales talk into comedian’s pat-
ter. Then, without losing a single
listener, he can put over as long a
story as he wishes. More than that,
it will stay put, for—and any gray-
bearded psychologist will verify this
—enjoyable things are the most
easily remembered.

Now this would be good even if
it were only an untried idea. But
it isn’t. Some time ago WMAQ'S
popular sustaining feature, the
Three Doctors, went on the air for
a local baking firm on just that
basis. Each week they advertised
one kind of pie. They described it
at length, sang songs about if,
cracked jokes and recited poems
about that pie; even acted pie
dramas. And the listeners literally
ate it up.

More recently a national adver-
tiser has taken the idea for his week-
ly broadcasts over the Columbia net-
work. Let me quote from a typical
script.

Following the theme song, the an-
nouncer, Norman Brokenshire,
opens with:

How do you do, ladies and gen-
tlemen? How do you do? Not that
it's going to stop me, but it makes
conversation. This evening you are going
to hear radio history in the making. This
is going to be the dullest half hour of
your lives. Other programs may have
unconsciously tried for this record in the
past, but—ha ha—we've got it in the
bag.

Charlie: What have you got in that
bundle, Mr. Brokenshire?

Brokenshire: Words, Charlie—thou-
sands of words. If the words in this
manuscript were: laid end to end (pause),
it would be terrible.

Charlie: Where'd you get it?

Brokenshire: It was prepared for me
to read this evening by the Quaker State
Oil Refining Company of Qil City, Pa.—
and it’s called “The History of Petro-
leum Through the Ages,” or “Oil's Well
That Ends Well!”

Charlie: What are you going to do
with it, Mr. Brokenshire?

Brokenshire: Observe me,  Charles—
I'm going to tear it up—right now.
(Sound of paper tearing.)
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ETWEEN 15,000,000 and 20,

000,000 persons in the United
Siates are unable to read with un-
derstanding, says Ray Lyman Wil
bur, Secretary of the Intenor. This
vast percentage of our population,
not to be reached by any form of
printed advertising, offers a virgin
market to the advertiser wise
enough to address it through the
microphone and loud speaker. Not
a good field for grand pianos, per-
haps, but well worth going after
by a manufacturer of—for instance
—chewing gum.

Charlie: Goody—we're going to have
a paper chase.

Brokenshire: Ladies and gentlemen—
I've changed our minds. This is not
going to be the dullest half hour of your
lives—not while Dave Mendoza’s good
right arm can still wave a baton over the
26-piece Green and White Quaker State
Orchestra. Shuffle the cards, Dave—
what do you draw?

Dave: “Queen high.” . . .

Brokenshire: Let's go. . . .

2. Selections from “Queen High.”

Orchestra

Brokenshire: There now,
isn’t that better than oil through the
ages? Hereafter I am going to devote
my life to eradicating advertising from
the programs of the Quaker State Qil
Refining Company.

Charlie: Oh, Mr. Brokenshire, can't
I help?

Brokenshire: Why of course, Charlie.
Do you see this? (Blows whistle.)

Charlie: Oh, goody—a drum. Gimme.

Brokenshire: Not a drum, Charlie—
it's a whistle. (Blows police whistle
once.) Sce?

Charlie: Let me—let me.
it once—laughs.)

Brokenshire: That's it. Now listen,
if I break down and mention one word
of advertising—if, for example, I. say
“There’s an extra quart in every gallon
of Quaker State Motor Oil,” blow your
whistle. How do you like the idea?

Charlie: Swell.

Brokenshire: Now—see if I can catch
you—(rapidly) Quaker State Motor Oil
is made from 100 per cent pure Pennsyl-
vania crude " (Whistle blows).
That's the idea, Charlie. Now, Dave,
while Charlie’s recovering from the blow
—earn your salary, . .

Get the idea? All right. Let’s
skip a bit and quote only two more

Charlie—

(He blows

parts, particularly devoted to sales:

talks :

Brokenshire: Charfie! Where'd he go?
Aha—he’s over playing with the kettle
drum again. (Whispers, very confiden-

tially) Ladies and gentlem haps 1
had better tell you—just en our-
sclves—that this unusual cast 18
made possible through the osity and
sense of humor of the Quaker State Oil
Refining Company, its distributors and
dealers everywhere. Quaker State Motor
Oil is really the most desir, lubricant
for your automobile, airplane, tractor,
bus, or what have you. . . &

Charlie: (Away) Hey. . &

Brokenshire: (Whispers) Don't let on
I told you.

Charlie: What are you up to?

Brokenshire: Why, we're just up to
the place where Leonard Stokes is going
to sing “Soon.”

* * % 1

Brokenshire: What are you looking
for, Charlie?

Charlie: My whistle—I've lost it.

Brokenshire: Lost it? Ah-HAH—
then 1 can speak freely. I can tell you
just what we mean when we say, “There's
an extra quart in every gallon of Quaker
State Motor Oil.”

You see, it's this way. Ordinary re-
fining leaves about 25 per cent of waste
matter in the finished motor oil—that’s
about a quart in every gallon.

But Quaker State—ah, Quaker State
is not refined in.the ordinary way. Never,
never, never! Quaker State is refined by
an exclusive process which removes tl.mt
25 per cent of waste and replaces it with
fine, full-bodied lubricant.

Found the whistle, Charlie?

Charlie: Not yet.

Brokenshire: Ah ha—so you see, you
get four full quarts of lubricant in every
gallon of Quaker State Motor Oil. You
really do get an extra quart.

Found the whistle yet, Charlie?

Charlie: 1 haven't found it, but I
know where it is.

Brokenshire: Where?

Charlie: 1 s—swallowed it.

Brokenshire: What an appetite—what
an appetite. Let's have a little dinner
music for Charlie, boys.

And that’s the way it goes. I
don’t believe any moral is necessary,
but if you must have one, remember
the advice passed out by Mr. Owen
Wister’s Virginian:

“When you say that—smile!”

Adds Recording Division
ARADIO recording division has been

established by the Wilding Picture
Productions, Inc., Detroit, to be devoted
exclusively to the production of electric-
ally transcribed radio programs, says a
recent announcement issued by N. E.
Wilding, president.

Thrift Urged Over KGKO

HE listeners to station KGKO,

Wichita Falls, Texas, must be a
thrifty lot, or at least they soon will be,
for the Wichita Falls Building and Loan,
the North Texas Building and Loan and
the William Dwyer Insurance Company
have recently begun broadcasting over
that station,

Broadcast Advertising




AN.A.Strviy RepLETE WiTH ERRORS

“The Advertiser Looks at Radio” — A Report
Issued by the Association of National Advertisers

F YOU are fond of diagrams

and graphs and charts and plans

and lists and all the other para-
phernalia of the statistician, then
you will enjoy the 98-page report of
Crossley, Inc. (a research organiza-
tion having no connection with the
radio receiving set manufacturer),
prepared for and published by the
Association of National Advertisers
under the title, “The Advertiser
Looks at Radio.”

If, however, you really want to
find out something definite about the
advertising end of radio you will
probably be disappointed. The plan
and purpose of the survey are ex-
cellent, but the execution seems ex-
traordinarily inefficient.

Undoubtedly, the most valid way
of testing a station’s or program’s
popularity is by interviewing owners
of receiving sets within reach of the
station. But when the most popu-
lar stations with the listeners of
Richmond, Va., to take a typical ex-
ample, are graded from the first
choices of 65 persons, the results
mean little if anything.

And so, all through the book, con-
clusions are drawn from entirely in-
adequate research or from the not
always timely opinions of more or
less biased authorities. For instance

-but let us begin at the beginning.

In the introduction eight ques-
tions are given as representative of
what the advertiser wants to know.
The title, incidentally, really should
read “National Advertiser,” as only
chain programs are considered, ex-
cept for a superficial discussion of
recorded programs. The remainder
of the study claims to “present such
answers as now exist. They should,
however, be regarded as indicative
rather than conclusive.”

First of all, the advertiser wants
to know what is his potential
audience. The opening paragraph
is so illustrative of the method fol-
lowed throughout the survey that
we are quofing it complete:

April, 1930

Reviewed by R. B. Robertson

Editor, BROADCAST ADVERTISING

“One is impressed not so much
by the magnitude of the network
claims as by the wide variation in
estimates. On the one hand is a
company which estimates the num-
ber of receiving sets in the United
States at 12,656,400 and the num-
ber of listeners at 63,282,000. On
the other is a company which fixes
the number of sets at 9,250,000 and
determines the potential audience by
adopting as a multiplier the 1920
census figure for number of persons
to a family (which is 4.3).”

Being so impressed by the wide
variation, one would naturally ex-
pect the true number to lie between
the variants. But no! The answer,
taken from still another source, is
9,000,000 receiving sets with three
listeners each. The reviewer hap-
pens to be familiar with this last
authority and may add that this fig-
ure of 9,000,000 sets was as of Jan-
vary 1, 1929. The first day of 1930,
the same source estimates the num-
ber of receivers in use in this coun-
try as 11,800,000. Perhaps if the
other estimates were dated, the
“wide variation” might disappear.
The three listeners are awarded to
each set because “any figure in ex-
cess of three regular listeners per
set seems high.”

ISCUSSING station popular-
ity, ‘the survey points out that
frequently “remote stations are far
more popular in a city than the sta-
tion located in the city itself.”” Then,
only a few pages farther along, sev-
eral authorities are quoted to prove
that 5,000 watt stations have a nor-
mal service range of from 30 to 50
miles. But the interviewers found
WMAQ, 5,000 watt Chicago sta-
tion, to be the most popular in
Grand Rapids, Mich., 125 miles
away on any radio wave. Whom
are we to believe, the authorities or
the investigators ?
The charts illustrating the relative
popularity of radio stations in 42

cities investigated in 1929 are inter-
esting, of course, but the informa-
tion on which the percentages are
‘based is extremely limited. The per-
centage of first-choice mentions, or,
in a few cases, of total mentions;
the number of personal interviews,
ranging from 1,401 in Boston to 43
in Houston ; and the month in which
the interviews were given—that is
all. Were housewives interviewed?
Or business men? Or advertising
men? Or radio editors? Where
the total mentions were used, were
they weighted (so much for first
place, less for second, still less for
third, etc.), or were all given equal
value? These questions are not an-
swered.

The next section compares the
popularity of the three major net-
works—National Broadcasting Com-
pany’s Red and Blue, and the Co-
lumbia Broadcasting System. The
method used is to take one station
for each network in each city and,
by measuring its popularity, to judge
that of the chain. In Chicago, the
Red chain is represented by WGN,
which carries about five hours a
week of chain programs. Obvious-
ly, the popularity of this station de-
pends mainly on its local programs,
and the popularity of the Red net-
work cannot be measured by that of
WGN. To anyone at all familiar
with actual radio conditions, the re-
sulting chart is absurd.

If further illustration is needed,
again consider Grand Rapids. Its
most popular station, we have just
heen told, is WMAQ), a member of
the Columbia System. Yet Colum-
bia is given only 6 per cent of
Grand Rapids popularity on this
graph, the remaining 94 per cent
being divided between the Red and
Blue chains.

IN THE chapter on program pop-
ularity much space is devoted to
the poll of the New York Telegram,

(Continued on page 38)



Clem F. Wade

LA TELY there has been a great

deal of talk about television.
Some stations are already sending
out pictures over the air. Others
are building special studios or plan-
ning to build them, and a consider-
able wumber of television applica-
tions are now awaiting action by the
Federal Radio Commission. The
new studios of the Radio Home-
makers Club are built like a model
apartment, fully equipped, in antici-
pation of using television. Know-
ing that cvery advertiser and adver-
tising man wants to know something
about tiis new medinm, its present
condition aud its future possibilities
“Broadcast Advertising” asked Mr.
Wade to tell us what i's all about.
The follozving article is his reply.

OUR true research man can no

more confine his efforts to reg-

ulated working periods than he
can get along without food. Time
after time during the intense ex-
perimental periods of the past our
engineers worked far into the night
and into early morning hours of five
and six and enjoyed it. The goal
was television for the home and now
it is reached.

Quite by accident, during one of
these protracted periods, we became
convinced of the efficiency of tele-
vision as an advertising medium.
For testing purposes on this par-
ticular night it became necessary for
one of the engineers to double be-
fore the television camera. As he
seated himself he lighted a cigarette
and a cloud of smoke bathed his
face, which, by the way, expressed
utmost satisfaction. Within a few
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WHAT ABOUT
T ELEVISIONT?

By Clem F. Wade

President, WESTERN TeLEVISION Corroration, Chicago

seconds every man in the laboratory
who smoked was puffing contentedly
on a cigarette of his own.

The positive power of suggestion
by television was demonstrated that
night, and a new medium of adver-
tising evolved for the merchandiser.
The satisfaction expressed in the
face of one smoker was sufficient to
induce action. If this crude dem-
onstration is any criterion, does it
not seem that even more effective
results would follow the broadcast
of specially prepared programs, de-
liberately planned to provoke ac-
tion ?

Television pictures by themselves
are not especially entertaining un-
less written messages appear on the
screen, the same as in the silent
movies. But when pictures are
viewed with a synchronized accom-
paniment of sound, it is an entirely
different matter!

Aside from talking moving pic-
tures, the cormbination of television
with sound is the nearest approach
to life itself, and its value to an ad-
vertiser lies in that fact. Imagine
what it is going to mean to you per-
sonally to sit at home and view on
a screen across the room the person
or persons who are appearing be-
fore the microphone! Think what
it will mean when each radio listener
is also a television observer!

There are, at present, limitations
as to what may be-broadcast. It is
not yet possible to broadcast a base-
ball game or a football game. Ap-
paratus to make this possible has
not yet been perfected. Generally
speaking, it is present practice to
locate the television pick-up appa-
ratus within the radio studio,
although this will not be the case
with. the installation at WMAQ,
Chicago.

This station has just completed a
special television studio from which
it is planned to broadcast all of
their synchronized sight and sound

productions. The microphone is the
only reminder of radio in the studio.
The amplifying equipment and the
television transmitter will be erected
in separate rooms nearby.

For the present, broadcasters are
making no attempt to locate tele-
vision studios at points remote from
the actual transmitter. Technical
problems, which have not yet re-
ceived sufficient study, enter into the
situation, but such practice may be-
come ordinary as tinie goes on.

For this reason radio fans will
have to content themselves with
happenings within the television
studio, and more exactly those
which take place within the field of
sensitive photo electric cells.

For many months the Western
Television station, W9XAO, and
the Nelson Brothers Bond & Mort-
gage station, WIBO. have broad-
cast sight and sound twice daily,
afternoons and evening.

A three-quarter length picture is
ordinarily to be expected in tele-
vision, but larger pictures can and
will be produced regularly. For ex-
perimental purposes the engineers.
on several occasions, have utilized
laboratory space as a large studio,
and broadcast, exceedingly well, a
boxing match between two young-
sters of the neighborhood, a ballet
dancer in full length, and an in-
strumental trio. The equipment be-
ing furnished the Chicago Daily
News and the Ohio Television Corp.
of Cincinnati, which will operate a
television station in conjunction with
WKRC, will permit pictures of this
quality.

The size and arrangement of ex-
isting studios decides whether or not
television is to be broadcast from
the regular sound studio. - The ques-
tion does not concern studio excel-
lence, but is rather one of avail-
ability of space and picture detail
which the management desires to
transmit.

Broadcast Advertising



Compared to radio, the audience
which an advertiser can reach by
television today is pitifully small.
The audience, however, is there and
waiting for the production of re-
ceivers in quantity, and at a fair
price. The situation, as far as the
broadcasting of television is con-
cerned, might well be compared to
the early days of KDKA, when it
was the only station on the air and
people desired radio but did not
have the means for reception.

Then radio fans had to build their
own sets from mediocre parts. Re-
sults were not entirely satisfactory,
and many thinking radio men are of
the belief that the advance of radio
has been retarded. several years be-
cause manufacturers were thus hur-
ried into production by impatient
fans long before their product was
ready for them.

This is not the case with tele-
vision. While no claim is made that
perfection has been attained in the
television receivers of our manufac-
ture, it is believed that a high state
of initial development in the new
art has been attained.

A finished piece of apparatus to
provide commercial “fool proof”

The television console shown here holds two receiving
sets, one for sight and one for sound, a loud speaker and
a televisor, also a screen on which the picture appears.

April, 1930

words

many people, an announcer

of radio programs seems to have
the easiest job on record. But it’s
really harder than it sounds. A
reporter recently posed as an ap-
plicant for a post at the mike and
was given an audition. He gave
up when asked to read this aloud:

“The sea ceaseth and it suffices

us‘”

television for the home constantly
has been the aim of the engineers.
The result of their labors should be
in the hands of the trade within a
few weeks, four or five at the out-
side.

A de luxe console will contain the
entire equipment for the reception
of sight and sound broadcasting.
This includes the ordinary radio re-
ceiver and loud speaker, a short
wave receiver for television, and the
televisor. A second console model
will contain only the televisor and
short wave receiver. A smaller
model contains only
the televisor, housed
in a cabinet. In this
instrument the pic-
ture, instead of being
projected on a screen
placed in front of the
televisor as in the case
of the two console
models, is seen by
looking directly into a
larger aperture located
in front.

The 50,000 persons
who annuvally attend
Northwestern Univer-
sity’s “Circus” at Ev-
anston, IlI., one of
Northwestern’s most
popular traditional
events, will this year
be offered the oppor-
tunity to view tele-
vision.

For twelve continu-
ous hours on Friday
(May 2) and an equal
period on Saturday, a
synchronized sight
and sound program,
broadcast by WI9XAO
in Chicago, will be re-

ceived on a battery of televisors in
University buildings on the Evans-
ton campus. The climax will occur
in Patten gymnasium, during the
Television Ball, on Saturday night,
when a (television) picture of
heroic proportions will be put on
the screen.

The efficacy of radio broadcasting
does not now offer field for debate,
Favorable results obtained in this
field will carry over into television,
to eliminate the long period of in-
decision which characterized radio
advertising.

That a commercial television con-
tract has already been signed by one
of the leaders in its field, now broad-
casting over a national network,
lends substance to this conclusion.
Certainly the new art is so pregnant
with. possibilities -that study of its
progress, only touched upon in this
article, is suggested.

Radio Committees Will Stand-
ardize Practices

AJOINT meeting of the radio com-
. A mittee of the American Association
of Advertising Agencies and the com-
mercial committee of the National Asso-
ciation of Broadcasters will be held in
New York, April 25, for the purpose of
further standardizing broadcast adver-
tising practices.

Among the topics to be discussed as
suggested by John Benson, of the A, A.
A, A. are the following :

1. Abrupt withdrawal of local sta-
tions in national chain programs.

2. Differential between national and
local rates.

3. Agency contract and relations.

5. Jobbing time on the air.

6. Standard conditions and forms for
information.

7. Spot and record broadcasting.

8. Function of the spccial representa-
tive.

H. K. Carpenter, chairman of the com-
mercial committee of the N. A. B. sug-
gested the following :

1. Basis for advertising rates.

2. Variation in rates between stations.

3. Agency and Selling commissions.

4. Broadcasting medicinal prepara-
tions and Radio cure-alls.

5. Selection of talent.

6. Form of continuity and amount of
advertising copy.

7. Electrical transcriptions.

8. Time and Cash discounts.

9. Length of contracts and guarantee
of specific time (standard contract).

10. Bases for estimating coverage.

11. Local and foreign rates.

12. Local tie-ins on chain' commercial
programs.

The executive committee of the N. A.
B. as well as members of the commercial
committee will meet at the New York
offices of the association April 24.
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M AKING AFTERNOONS PAy

One Station Manager Finds that
Any Time Is Good Time—

It the Feature Fits

HEN commercial broadcast-

ing had its beginnings five

or six years ago advertisers
who timidly and largely out of
curiosity began to experiment with
it countenanced no other time than
that between 8 P. M. and 10 P. M.
In fact, at that early time many sta-
tions, confined their schedules to the
better evening hours. Even at this
late day the majority of air adver-
tisers, or practically all whose ap-
peal must reach general rather than
specialized audiences, battle for
these preferred periods.

However, it did not take long for
the evening hours to fill up, or for
the station managers to invent pro-
grams of appeal to women for the
mornings. Mornings were selected
rather than afternoons because it
was common sense to realize that
women had work to do in the morn-
ings and were more apt to be within
ear shot of the radio, although there
was later proved a decided and em-
phatic reversal of this opinion in the
case of rural audiences.

At the end of several years, sta-
tion managers invariably found their
evening and morning time in de-
mand, but the problem of popular-
izing the afternoons to a point at-
tractive to sponsors still remained
unsolved. Time will undoubtedly
prove a remedy. The evenings with
larger audiences came first and the
mornings followed as the second
best bet, and as the medium ad-
vances in importance and general ac-
ceptance, the afternoon hours will
fall into line of their own accord.

But why wait for time? This
was the conclusion of Louis Was-
mer, owner of KHQ, Spokane. Mr.
Wasmer’s station has always had an
abundant commercial schedule and a
constant waiting list for preferred
hours. He wanted to convert some
of the advertisers waiting for eve-
ning and morning time to afternoon
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Air-minded in more ways than one, Louis Wasmer, KHQ’s progressive owner, at the
right, is an enthusiastic aviator as well.

sponsors, and he went at the task in
a business-like and logical way.

First he realized that the after-
noons offered primarily specialized
audiences and that the advertising
would have to fit. Women’s shoes
yes. Men’s shoes, no, and so on.
His second step was to emulate the
example of other media such as
newspapers and periodicals. When
they launched new departments to

fit the needs of specialized adver-

tisers, these departments were built
around some definite feature or gen-
eral classification of interest. Recipe
columns, household exchanges, and
the like, are generally found on
food pages.

Mr. Wasmer looked for a pro-
gram that would focus the right
kind of attention. He analyzed
listener mail, and from the analysis
was able to size up his audience ac-
curately.  Then he considered the
utilitarian angles of the program
along with the problems of the
women most apt to be home in the
afternoons. The chief problem was

the children when they came home
from school. He decided that the
feature he wanted must appeal to
both women and children. Comedy
was what he decided to get.

But comedy is undoubtedly the
most difficult program material to
secure. Mr. . Wasmer wrote to sev-
eral firms syndigating features to
stations. He continued to move cau-
tiously. When various offerings
were received he studied them for
appeal and their fitness for the spe-
cialized audience he confronted.
Then he studied their use and the
results achieved on other stations.

He found one that was recorded
and required no preparation or pro-
gram overhead other than the flat
cost of the service from the syndi-
cate. The feature was a happy char-
acterization of two normal young
Americans who get into all the
scrapes and adventures of youth
common to every home, but who at
the same time are absolutely clean
and free of any kind of prejudice.

(Continued on page 38)
Broadcast Advertising



HITCHING A S7TAR
TO THEIR PROGRAM

Gave SILENT GLOW a4
Strong Direct Mail Tie-up

COUNTRY newspaper, built

around the radio activities of

fictitious inhabitants of the
town of Jonesport, Me., has proven
to be a highly profitable form of
direct-by-mail advertising recently
adopted by the Silent Glow Oil
Burner Corporation of Hartford,
Conn.

The “Jonesport Star” is the off-
spring of the weekly radio broadcast
over Station WTIC, Hartford,
which is devoted to the doings of
the Seth Parker Singin’ School.
This school consists of a group of
convincingly rural and highly amus-
ing Jonesporters who meet weekly
at the Parker home for a “sing.”

The first programs f{eatured the
newspaper only incidentally, Seth
Parker, the editor, reading excerpts
from it. The company, however,

was looking for some form of out-
side tie-up with the broadcast and
decided to actually publish the paper
weekly, correlating the news items
in it with Seth’s discussion of town
It was an instant success,

doin’s.

the list of subscribers mounting to
5,000 in seven weeks.

In inaugurating this campaign,
the Silent Glow Company worked
on the theory that while it is not
difficult to interest a prospect tem-
porarily, this sporadic interest does
not usually result in sales. Some
arrangement must be worked out
whereby interest is sustained over
an extended period of time.

Before hitting upon the idea of
the “Star,” the company considered
the use of booklets and similar
media, but recognized the essential
weakness of a piece of propaganda
that held the attention for a mo-
ment, only to be forgotten. They
were also looking for some form of
advertising that would effectively
combine with the radio, utilizing the
opening wedge made by the broad-
cast to get into the prospect’s hands
a fuller, more detailed sales mes-
sage.

The two forms of advertising
work admirably together. The same
entertainment feature that made the

The Seth Parker Singin’ School in action, with Seth keeping time and Ma Parker
at the piano

April, 1930

Phillips Lord, creator of Seth Parker and
the “Jonesport Stur”

prospect listen to the radio program
is given to him regularly by mail,
and this in turn keeps up the inter-
est in the program. It also ties in
with the newspaper and the radio
broadcast, as frequent references
are made in the Star to the radio
broadcast, and vice-versa. At the
same time, every “subscriber” to the
Star is followed up by a represent-
ative of the country.

The Silent Glow organization, by
this sustained advertising, becomes
identified with a weekly event that
brings amusement and entertain-
ment to the homes of the prospects,
and that is eagerly anticipated. The
listeners become intimately acquaint-
ed with the lives, private and public,
of the Jonesport characters. The
accident to Ludica Getchet's cow is
common concern. Friction in the
Unitarian choir, and the great check-
er tournament between the Repub-
licans and the Democrats (conduct-
ed without hard feelings, according
to the Star) are followed with close
attention and some partisanship.

The paper is cleverly edited so
that each issue ties up with the pre-

(Continued on page 40)
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Are Sponsored Broadcasts

DOLLAR WASTING?

. {RTICLE

RADIO A FAILURE IN
PROMOTING SALE

Colorado Springs Store Makes Test of
Its Pulling Power, Then Returns
to Newspaper Space

By T. W. Ross

An interesting comparison of the results of local radio
and newspaper advertising was obtained recently in an
experiment in Colorado Springs, Colo. One of the large
men’s stores, The Robbins Clothing Company, decided to
advertise its annual clearance sale by radio, as a test. No
newspaper copy was used to announce it, only store
window cards and banners supplementing a daily bali-
hour radiec broadcast by a local station.

For three days clerks were instructed to ask shoppers
where they learned about the sale. Not one buyer had
heard of the sale over the radio, the majority having seen
the store windows only. The management then went
into the local newspapers with small copy calling atten-
tion to the radio programs which would give details of
the sale. Still the response was without a single result.

Finally the store abandoned the radio and resumed its
advertising with large copy in the newspapers. Imme-
diately the clerks noted a difference and the sale went
on as usual.

Advertising men watched the experiment with much
interest and also heard the radio station’s manager’s
retort:

“Well, one of our advertisers has been on the air for
six months without a direct return”—with additional
interest.

It was also pointed out that the Robbins program on
the air was not the customary phonograph record music,
but was furnished by an organist of ability.

OMPLETE refuting of an attack on broadcasting

as an advertising medium has been the result of

an investigation following the appearance oi a
partially true news story and denunciatory editorial in
a periodical which seems to fear that radio will put the
newspapers out of business.

The March 8th issue of Editor & Publisher carried
a story from Colorado Springs, signed by T. W. Ross,
and headlined “Radio a Failure in Promoting Sale,”
which is reproduced on this page. In brief, it told how
a clothing company used radio to advertise a sale “with-
out a single result.” “Not one buyer had heard of the
sale over the radio.”

The same number contained an editorial entitled
“Dollar Wasting,” also reproduced herewith, which
retold the story with the addion of a moral: “The
money local advertisers are wasting today on this un-
proved broadcast medium is chargeable directly to per-
sonal vanity or curiosity.” The assumption is that
using the radio is vanity, but using the newspaper is
wisdom.
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Newspaper-Owned Stations
Deny Editorial Attack of
“Editor & Publisher”

Slightly disgusted, considerably amused at this bitter
attack, “Broadcast Advertising” decided to find out the
facts and wrote to those concerned. " Their answers,
printed on the opposite page, give a slightly different
account from that of Mr. Ross, who is news dlrectqr
of the Colorado Springs Gasctte-Telegraph. He is
either naturally exuberant over the failure of a rival
medium, or a victim of misinformation, or both.

“While the broadcast in question did not produce the
desired results, neither Mr. Robbins nor this agency
have expressed themselves further than to that effect.
We hardly believe that such a statement could be con-
strued as condemning either radio or the station broad-
casting the program.” :

So says the agency that handled the campaign, and
“Broadcast Advertising” is inclined to agree with them.
But perhaps this publication is wrong and Editor &
Publisher right when it condemns all sponsored broad-
casts as “‘dollar wasting.” In an attempt to get aryabso-
lutely unbiased answer, letters were sent to the man-
agers of newspaper-owned broadcasting stations, ask-
ing them, as representatives of both broadcasting and
the press, to give their views on the matter.

Of the more than a dozen replies received to date,
not one agrees with Editor & Publisher. Some express
surprise at the editorial statements of that publication.
Other answers verge on the profanely vitriolic. But

T/, [ [T O R [ ——

DOLLAR WASTING

Some of the local merchants who are fascinated by the
novelty of radio advertising, in various cities, will be
interested in the experience reported in our news columns
of a Colorado Springs clothing house. It was decided to
use a half-hour broadcast to aid an annual clearance sale
instead of the usual newspaper space and the merchant
instructed his clerks to inquire from customers whether
they had learned of the sale from the radio announcement,
the store window display or banners in the street. None
admitted having heard the radio announcement.

Still convinced that radio must be a selling instrument
the merchant used small space in the local press to call
attention to his radio announcements, but this also was
without result. Finally the store abandoned radic and
resumed large copy in the newspapers and the sale imme-
diately met success. The money local advertisers are
wasting today on this unproved broadcast medium is
chargeable directly to personal vanity or curiosity. How
remarkable that a business man will put up money to have
some tiresome business generality read over the air on
the theory that it will be vitalized by a phonograph record
or an amateur musician’s humdrum performance!

e
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Or Are They

(GOOD ADVERTISING?

all are emphatic in their belief in the efficacy of broad-
casting as an advertising mediumi. The general feeling
is well expressed by William S. Hedges, president of
station \VMAQ, a subsidiary of the Chicago Daily
News:

“Having been associated for many years with a
newspaper which has had the vision to regard
broadcasting as another vehicle of service to the
public and having seen the development of news-
paper and radio go hand in hand, I cannot join in
the opinion of some newspaper publishers that
radio is a dangerous competitor. Of all advertis-
ing media there are none closer to the public nor
more responsive to the market than the newspaper
and radio. The intelligent use of both is certain
to be profitable.”

Other comments on Editor & Publisher s conclusions
are:

“As far as seriously setting out to answer the
editorial, it would make one teel rather foolish to
accord such absurdity any consideration. If radio
were not profitable, then the charitable activities of
the largest advertisers in the United States are cer-
tainly enormous.”—Ingham S. Roberts, sales man-
ager, KPRC-Houston Post Dispatch.

“As far as this editorial being an effective argu-
ment for newspaper advertising, we feel it is just
a little unsound. We believe that in order for a
merchant to get the most from advertising ke

The STAT[ON

Hathawag; Adyerhising Service
ﬂ{_ )'(?-}uw 213 .
Bortiivan

Colorado Springs
Colorado

March 28, 1930.
To the Editor:

Mr. Robbins of Robbins on the Corner has given us
your letter of March 20 regarding the article in “Editor
and Publisher” about his recent radio advertising.

As the article stated a daily half hour of organ music
was used to announce Robbins’ Semi-Annual Clearance
Sale. The broadcast period was from 12:15 P. M. till
12:45 P. M. for six consecutive days and organ music was
used—remote control from a local theatre. Announce-
ments were prepared by this agency.

We regard the article written by Mr. Ross, who, inci-
dentally, is news director of the Colorado Springs
Gazette-Telegraph, as an expression of natural exuber-
ance which the personnel of any medium that has been
successful in an advertising campsign might feel over a
rival medium that had failed in any degree.

While the radio broadcast in question did not produce
the desired results, neither Mr. Robbins nor this agency
have expressed themselves further than to that effect. We
hardly believe that such a statement could be construed
as condemning either radio or the station broadcasting
the program.

Respectfully yours,
(Signed) GIFFORD GILLASPY,

The Hathaway Advertising Service.

iy

e e eem——————
April, 1930
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Cravr~s WK-Fe M2 =T

The Corley Mountain Highway Station
Colorado Springs-Manifou

March 27, 1930.

To the Editor:

Do you believe it to the interest of radio advertising
to answer the article edited by Mr. Ross, one of the
hirelings of our local newspaper? The entire fact is that
radio advertising in this region is cutting into the news-
paper’s revenue and gaining rapidly. We are not saying
much but we are gradually adding new subscribers to
our long list of clients.

We know that Mr. Ross is either a liar or must have
been badly informed. Quite a number ‘of our clients
have been consistently using the facilities of KFUM ever
since this station has taken on commercial advertising. Of
course, they are getting good results or they would not
continue spending money throughout the ertire year with
us . . ..and we would not want them to continue using
KFUM if they were not getting good results.

In fact, we have obtained many new accounts within the
past month since the local sheet has taken an open stand
agaiest us. It has made many local merchants realize
more than ever that we are giving the newspaper some
real competition.

Tharking you for your letter and for the interest shown
in the matter.

Very truly yours,
(Signed) J. J. MAY,

Manager KFUM.

should use both newspaper and radio.””—Richard
O. Lewis, general manager, KTAR-Arisona Re-
publican.

“Such an illustration is about as near zero in the
matter of evidence as anything could be. We have
had similar experiences. We have had advertisers
on the air that got no results and got good results
in the paper. Then we have had advertisers that
obtained good results on the air and none through
the paper. Then again we have had them get good
results both through the paper and radio and poor
results through both.,”—C. W. Corkhill, manager,
KSC]J-Stoux City Journal.

“In our opinion, Editor & Publisher was quite
correct in the line, ‘How remarkable that a busi-
ness man will put up money to have some tiresome
business generality read over the air on the theory
that it will be vitalized by a phonograph record or
an amateur musician’s humdrum performance.’
However, are they fair when they do not qualify
this statement, but let it stand as an editorial com-
ment without remarking that 4t 4is just as remark-
able for business men to put their mohey into
printed advertising and fill up space with pictures
of themselves and their plants, and expect re-
sults?”—\W. ], Damm, promotion manager,
WTM]-Milwaunkee Journal.
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“It has been the experience of the Times that its
radio station has, through its programs, added ad-
vertising linage to the paper in greater quantity
than it has taken linage from the paper.”—R. B.
Lum, general manager, WDAE-Tampa Daily
Times:.

“Our experience in radio advertising has been
that the advertiser gets the best result by tying in
radio with his white space, but we have had no
clients on the radio, even though they did not use
white space, who were dissatisfied.”—Credo Har-
ris, general manager, WHAS-Courier Journal and
Lowisville Times.

“The Atlanta Jowrnal has maintained its broad-
casting station for eight years with no definite,
tangible or conclusive proof that we are doing the
right thing, yet we are more sold than ever on its
usefulness to us and the community.”—Lambdin
Kay, director, WSB-Atlanta Journal.

“The success of advertising over the air is being
brought to mind almost daily in reports from our
local and national advertisers who skeptically ven-
ture into the medium only to become enthusiastic
and regular users.”—H. D. Burke, station man-
ager, WJAG-Norfolk (Neb.) Daily News.
Possible explanations for the campaign’s failure are

advanced by two writers. C. R. Hunt, general man-
ager, KOIN-Portland Ncws, says:

“It is only too bad that a town like Colorado
Springs, which is not a commercial city, but a
tourist city, should be picked on to make a test of
this kind. Any test made in that city would not

This article tells in detail just how

convingce the writer that it would ho

other part of the United States. I

had the opportunity of making a te

in Portland ; results would be just the opposite.”

The organ is blamed by J. W. Laughlin, manag
director, KPO-San Francisco Chruni(‘lcl, who calls it
“fill-in activity” and continues:

“So far as we know, we were the first station in.
the United States to install a pipe n in our
studios ; that was over eight years ago. Experience
has taught us that this instrument can only be used
in the background and as a unit it attracts very
little attention. To illustrate my point, I consider
it would Be just as fair to measure the results ob-
tained from an advertisement inserted in the classi-
fied columns as against the results obtained from
an outstanding diversified program.”

Nearly every letter contained examples of successf
campaigns. One, mentioned by James W. Clark, sa
promotion manager, WKY-Daily Obklahoman a
Oklahoma City Times, closely parallels the Colora
Springs case. The station did not know it was bei
tested until the advertiser wrote them as follows:

“We are well pleased with our advertising over
WKY, which we used for the first time in Decem-
ber. Between Christmas and New Year's we had
a special sale of suits and overcoats. We did not
announce this in the newspaper, but we did an-
nounce it over the radio, to prove to ourselves that
radio was a good advertising medium. The result™
of the sale was far beyond our expectations. \We
herewith renew our contract.”

WOLF! WOLF!

An Editonial 6y J. Leslie Fox

Director KFH, Wichita, Kansas

Publisher of March 8th in whi

J. Leslie Fox

“Tuwice the shepherd boy called wolf
when there was no wolf.”

f I ‘HIS old story came to my
mind as I sat at my desk today

reading a news story from
Colorado Springs, Colo., which tells
how a local merchant tried the
“great experiment”’—radio—to pro-
mote a sale. Needless to say, the
“experiment” was a complete fail-
ure. Otherwise there would have
been no story.
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radio was given every “break” by
this merchant and in true melo-
dramatic style places the poor, help-
less sale on the table in front of the
whirling saw of circumstances—but
just before the death dealing instru-
ment bit into the trembling fiesh of
the victim, in rushed the hero in the
form of the local newspaper and
saved our darling Nell.

Knowing as I do the situation in
Colorado Springs — knowing the
earnest, hard working bunch of boys
who are struggling to make a- suc-
cess of the local station, and having
been told by them how the local
papers delight in every opportunity
to slip a gleaming stiletto between
their ribs, | am not surprised at the
story which appeared under the sig-
nature of one T. W. Ross.

Here, however, is where I got my
real, honest-to-goodness surprise.
Accompanying this story is an edi-
torial comment from Editor and

this good journal quite lustily sou
the tocsin and to unsuspecting vi
tims of radio cries “Wolf! Wolf
in the following words:

“The money local advertisers
are wasting today on this un-
proved broadcast medium is
chargeable directly to personal
vanity or curiosity. How re-
markable that a business man
will put up money to have some
tiresome business generality
read over the air on the theory
that it will be vitalized by a
phonograph record or an ama-
teur musician’s humdrum per-
formance.”

N THE first place, I have an id
that the news story from Co
rado Springs was written purely f{
local consumption. I have an id
that the complete story of why t
radio campaign failed was forg

(Continued on page 39)
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Putr ONE CAKE on the Air

and 1t Will Put

"1 HOUSANDS
in the Oven

Says Elizabeth Carter

Home Economics Expert, Rapio HoUuseHoLp INSTITUTE

WO and a half years ago, the Radio Household

Institute sent its first morning broadcast over the

Red network of the National Broadcasting Com-
pany at 11:15 in the morning, Eastern Standard Time.
The response to that broadcast, a few hundred letters
from women who had listened in and enjoyed the pro-
gram, was considered most encouraging. Two and a
half weeks ago, a single fifteen-minute broadcast re-
ceived a response of nearly 20,000 letters!

The reason for this tremendous growth is plainly
apparent. The Radio Household Institute gives women
actual, practical, definite help on every sort of problem
connected with homemaking. This help is authorita-
tive. It is compiled by people who know what they’re
talking about, and is sponsored by the Institute as a
whole. Guesswork has nothing to do with these pro-
grams. Every recipe given over the air, or sent out to
the listeners in the daily free offers, has been tested
and re-tested and is known to be perfect. Any infor-
mation given out about menus, or diet, or child health
and welfare, or any of the numerous subjects covered
in the programs, has been received from authorities and
is absolutely reliable.

The set-up of the Radio Household Institute stresses
its institutional quality. Composed of a group of ex-
perts on various phases of homemaking, the personality
of the Institute is something more than the total of the
personalities of its staff. Individuals may be added or
dropped from time to time without in any way affect-
ing the Institute itself.

THE DAILY programs present an interesting variety
—no two are just alike, but every one contains
definite information on homemaking problems. This
variety in presentation is one of the most interesting
features of the Institute, and one vital reason for its
popularity. Although the program is different every
week, it might be interesting to describe a typical week’s
talks :

On Monday Miss Carter, home economics expert,
talked ahout making chocolate cake. She gave recipes
and general information on cake baking, and Mr. Bren-
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Elizabeth Carter

ton, in the role of a young husband, took part in the
dialogue, making the program conversational and lively
instead of a straight, one-voice cooking talk, which is
so apt to be dull and monotonous.

On Tuesday Mrs. Milton discussed the question,
“Shall we let our children eat between meals?” Mrs.
Milton is an authority on child health and training.
She gave recipes and menus, and quoted medical author-
ities who have expressed opinions on this much-argued
subject.

On Wednesday Miss Byrnes, usually cast as an un-
sophisticated young bride whose intentions are better
than her housewifely ability, acted out an amusing little
domestic sketch with Mr. Brenton. In these sketches
the advertised product, of course, plays an important
part in solving some domestic difficulty. The product
1s always brought in very naturally, and there is in-
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cluded general homemaking infor-
mation.

On Thursday Mr. Thomas con-
tributed a piano solo, which added
color and variety to the program.
Mr. Thomas is program director as
well as musician. And on Saturday
(the Institute does not broadcast
Friday) a well-known guest speaker
—the chef of one of New York’s
largest hotels—talked about his fa-
vorite dessert recipes.

This variety of program keeps the
listeners interested. They never
know what to expect, but they do
know that whatever the program, it
will be full of practical homemaking
help.

In the Institute programs the
story of the product is told simply
and effectively, in a way that can
and will be remembered. But it is
not done by direct selling talk, ex-
panded to cover fifteen minutes.
Rather, it is done by suggesting and
by showing the product in actual
use. In this way the listener be-
comes interested in the product. The
various selling points are brought to
her attention subtly during the same
time that she is being entertained or
helped with her own special prob-
lems.

ACH program is planned to
build up sympathetic acceptance
in the mind of the individual
listener. She must feel always that
her interests are paramount—that
the Institute is on the air primarily
to help her in her own individual
problems. The advertising in each
broadcast is never thrust down the
listener’s throat, but is given in such
a way that it is of definite help to
the listener, and thus of greatly in-
creased value to the advertiser.
Every broadcast contains enough
actual substance so that the women
will turn from their radio sets at
the end of fifteen minutes feeling
well repaid for the time they have
spent listening in. A recent broad-
cast on the subject of cakes fur-
nishes an example. The advertised
product was a specialized cake flour,
but the broadcast contained little
stereotyped selling talk. Miss Car-
ter devoted the program to cakes
made with only one egg, because at
that season eggs were yery high
priced. She read a tested recipe for
Orange Tea Cakes, stressing the
point that with this recipe, calling
for only one egg, eighteen delicious
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little cakes could be made. In addi-
tion to giving the recipe, she actual-
ly demonstrated the way to make
these cakes, describing in detail each
step in the process and giving her
listeners many general suggestions
in regard to cake baking at the same
time.

These baking suggestions covered
such points as measuring, creaming
the shortening, sifting, and also
gave hints on frosting cakes, how to
tint frosting, and so on. As Miss
Carter went ahead with the demon-
stration of how to make eighteen
cakes with only one egg, she ex-
plained that the reason for the
recipe’s amazing economy was the
special cake flour, which is so light
and delicate that it takes the place
of extra eggs and more shortening.
She pointed out that it is naturally
impossible to get the same results
with any other flour, because this
cake flour is especially milled from
selected wheat, which contains just
the right amount of delicate gluten
to give cakes a marvelous tender-
ness and flavor.

In addition to the recipe for the
tea cakes, Miss Carter offered to
send her listeners three other recipes
for unusual one-egg cakes and the
frostings to go with them, as well
as a detailed bulletin, prepared in
the Institute kitchen, and called
“How to Frost Your Cakes.”

More than 4,000 women respond-
ed to this broadcast, writing in to
ask for the cake recipes and the
bulletin. Their feeling was not that
they had been listening to an adver-
tisement—rather, they felt that for
fiftegn minutes they had been re-

television

ATELEVISION theatre, whose

performances were broadcast
over two wave lengths, through
two stations, was opened on April
7, at Lincoln Park, N. ]J. The sound
was transmitted by WRNY, New
York, the television by W2XER,
station of the Jenkins Television
Corporation. An audience of 20,
000 is estimated to have seen and
heard the opening broadcast at 50
special receivers, set up in clubs
and theatres throughout the Jer-
sey City district.

t
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ceiving important \ p with the
problems of baking, sent to them
over the air by a real friend—the
Radio Household Institute. They
were delighted to hear about the de-
licious cakes that could be made
with just one egg because of the
special cake flour used. They felt
that the Institute had done them a
real favor; and the Institute knew
that many more customers had been
created for the flour.

THIS is only one example of
what happens every day. One
morning Mrs. Milton discussed the
problem of child health. Of course,
she had time only to touch on a few
highlights, but she offered her
listeners a comprehensive booklet
called “Child Health” which had
been compiled by authorities on the
subject. Over 6,000 women wrote
in for a copy of the booklet and
their letters were tremendously en-
thusiastic and grateful. The com-
pany that sponsored the program
had obtained a splendid new hearing
for its product, which had been in-
troduced into the talk in a perfectly
natural way.

These free booklets, recipes,
menus, and so on, which the Insti-
tute offers its listeners in connection
with each daily program, are, of
great help in interesting the audi-
ence. The free material sent out
covers a wide range of subjects. If
the program has been devoted to
rooking, it is composed of recipes,
menus, all sorts of baking bulletins,
and so on. If the program deals
with the subject of silverware and
table setting, the free material may
cover anything from detailed hints
on entertaining to the latest rules
for Auction Bridge or directions for
giving a Fortune Telling Party!

A talk which discusses the quick-
est and easiest way to wash clothes
may be followed with an offer of a
complete bulletin on the new spring
curtains—how to select 'them, hang
them, and, of course, how to wash
them. The free material always ties
in directly with the advertised prod-
uct and is always accompanied by a
letter which re-states, in friendly
phrasing, the selling story of the
product.

One of the most interesting fea-
tures of the Institute is the Special
Answer Department, which has
grown up as a natural development
of the increasing audience and

Broadcast Advertising



bulging mail bag. The women who
regularly listen in have come to re-
gard the Radio Household Institute
as a personal friend and adviser,
and they write in with every imagin-
able problem. These letters range
all the way from “How can I make
Bobby drink milk?” to questions on
table etiquette, interior decorating,
making pin money, giving parties,
and even pleas for advice on affairs
of the heart!

Every one of these letters re-
ceives an individual answer, written
by one of the specially qualified
writers on the Institute staff. The
desired information is tracked down,
no matter how difficult this may be,
for no letter is allowed to go un-
answered. In this way thousands
of new friends are made—and kept!

And these letters have given the
Institute a new idea—to draw
listeners close enough so that they
will write in their own suggestions,
to be tested, accepted, and then
shared with the rest of the vast
audience. In other words, the
listeners will come to think of the
Institute as a sort of clearing house
for good homemaking ideas—a
woman'’s club of the air, without
dues or duties.

In thus closely identifying each
listener with the Institute a most re-
ceptive audience is being created—
friendly toward the Institute and
toward its products. And in this
way the Institute cannot only hold
its present audience, but can in-
crease that audience almost in-
definitely.

The aim of the Radio Household
Institute is to be of definite service
to the listener-in; to give her actual
daily help with her homemaking
problems, and to be regarded by her
as a real friend. In so doing, the
advertised product and the selling
talk must be presented always inter-
estingly, always helpfully, both to
the listener and the sponsor; and
the programs must have that endless
variety which is the essence of effec-
tive radio advertising.

For one cake on the air—present-
ed in an interesting program—puts
a thousand in the oven; perhaps ten
thousand !

Presby Opens Radio Department
THE Frank Presby Company, adver-
tising agency of New York City,
has recently established a radio depart-
ment, with Fulton Dent in charge.
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bug killer

LICENSE to use radio waves

to kill fruit insects has been
granted to the Electro-Spray Cor-
poration of Wenatchee, Wash,, by
the Federal Radio Commission,
over the opposition of its short
wave engineer, E. K. Jett, who tes-
tified that the damped waves would
cause interference and, so far as
he knew, had no special killing
power.

International Harvester Uses
WDAY
HE International Harvester Company
of America has decided to test broad-
cast advertising and has selected WDAY
at Fargo. N. D, for the trial station
Other recent long time contractors for
WDAY time include: Stone-Ordean-
Wells (Empress coffec); J. C. Pemny
Company; The Wander Company;
Skelly Oil Company; American Maize
Products Company; I. G. A. Stores;
Semesen-Bayer Company; Atwood and
Company (coffee), and- Mantle ILamp
Company.

New Advertisers at KFWI

ADIO station KFWI, San Francisco,

has recently added the following
firms to the list of advertisers using its
facilities: Del Monte Creamery, Na-
tional Permanent Wave Company, Gal-
lenkamp Shoes, Rosenthal Shoes, Walk-
over Shoe Stores, Lo-Fare Cab Company
and J. T. Casey.

Food Account to Doremus

EIGHTON INDUSTRIES, opera-

tors of thirty-six lunch rooms and
cafeterias and seventeen retail bakeries
on the Pacific coast, have appointed
Doremus and Company, advertising
agency, to nandle their advertising.
Broadcasting, newspapers and car cards
will be used.

New Zenith Campaign
ROADCASTING, newspapers,

magazines, outdoor advertising, car
cards, business and export papers, direct
mail and dealer helps will all be included
4in the 1930 advertising campaign of the
Zenith Radio Corporation of Chicago, to
begin in May. The Peck Advertising
Agency, New York City, will direct the
campaign,

Detroit Times on Air
THE Detroit Times is sponsoring a
daily broadcast over station WJR,
called “Today's Best Story.” For the
initial broadcast, the microphone was
taken into the hospital for an interview
with a wounded bandit.

Station WMAQ Incorporates
ADIO station WMAQ, Chicago,
formerly owned by the Chicago Daily

News, is now owned by a subsidiary cor-
poration, WMAQ, Inc. The transfer of
the license has been authorized by the
Federal Radio Commission. The officers
of the new corporation are: Walter A.
Strong, publisher of the Daily News,
chairman of the board; William 8.
Hedges, president; Judith C. Waller, vice-
president and ‘station manager, Donald J:
Walsh, secretary; L. E. Aldrich, treas-
urer, and Arthur E. Hall, assistant treas-
urer. Bill Hay, chief announcer, is sales
director of WMAQ and Walter R.
Lindsay is chief engineer.

Raleigh Begins Series on N. B. C.

HE Brown & Williamson Tobacco

Corporation, Louisville, Ky., makers
of Raleigh cigarettes, have recently gone
on the air with a weekly series featuring
the reincarnation of Sir Walter Raleigh
as master of ceremonies, over a coast-to-
coast hook-up of the National Broadcast-

ing Company.

Davis Baking Powder Goes
on Air
NEW series of broadcasts over sta-
tions WLW, Cincinnati, and WOR,
Newark, featuring Judge J. Ezra But-
ternut of New Hampshire, self-styled
authority on everything, is sponsored by
the Davis Baking Powder Company.

Van Allen Directs National
Pectin Products Account
HE National Pectin Products Com-
pany, Chicago, has appointed the Van
Allen Company, advertising agency in
that city, to direct its advertising. Broad-
casting, newspapers and business papers
are the present media.

Glare-Eze Lenses on WIL

HE manufacturers of Glare-Eze

lenses, designed to relieve eyestrain
caused by artificial light, are sponsoring
an extensive broadcast campaign over
station WIL. St. Louis. Many local ad-
vertisers are also using this station for
their spring advertising.

New WHEC Accounts

HE Rochester Gas and Eleetric Cor-
poration, Sperry Gerard Milling,
Brewster Gordon & Company, Theronoid
of Rochester, Sergeant Motors and the
Underwriters’ Roard of Rochester are
new users of time over radio station

WHEC, Rochester, N. Y.

Ball & Davidson Handle These

Broadcast Accounts
ALL & DAVIDSON, Inc, Denver

advertising agency, is directing the
broadcast activities of the following
firms : National Tire Stores, Morey Mer-
cantile Company, Kuner-Empson Com-
pany, Kilpatrick Baking Company, Kin-
del Bedding and Furniture Company and
Robert F. Clark Company.
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Malted Milks on Air
OINING the large number of food

products now on the air, the manufac-
turers of two brands of malted milks
have given broadcasting a prominent place
in their new advertising programs.

The campaign for Thompson's Malted
Milk, a weekly series over the C. B. S.
network, is being handled by Carroll
Dean Murphey, Inc., and will also include
newspapers, magazines, business papers
and direct mail. The Niana Pure Food
company has named the Van Allen Com-
pany to direct the campaign on its Polly
Ann -chocolate malted milk, which will
use newspapers and business papers as
well as radio. Both manufacturers are
located in Waukesha, Wis., both agencies
in Chicago.

Washington Baker Begins
Broadcasting
ROADCASTING, newspapers and
billboards are being used through-
out the state of Washington in an adver-
tising campaign featuring the new bread
of the Wessel Baking Company of Seat-
tlee. The lzzard Company of that city
is conducting the campaign.

Van Allen to Handle Railway
Advertising
BROADCAST campaign, backed
up with newspaper advertising, is
being planned to advertise the Litchfield
& Madison Railway, which has appointed
the Van Allen Company Chicago agency
to direct the campaign.

MacManus Directs Canners’
Campaign
HE nation-wide broadcasting cam-
paign of the National Canners’ Asso-
ciation, announced last month, will be
carried on under the direction of Mac-
Manus, Inc., Detroit advertising agency.

Chain Stores on Air-Over
KTAB

THE J. C. Penny Company, operating
a chain of dry goods stores, has re-
cently gone on the air over the Pickwick
station, KTAB, San Francisco.

Form Radio Agency
HE Radio Advertising Agency, with
offices in the Metropolitan building,
Boston, has recently been organized by
Roy Marks and Joe Jacobs, local adver-
tising men.

Music Account to Barthe

ADIOQ, direct-mail and newspapers

will be used in the advertising cam-
paign of the Clarke Music Company of
Syracuse, N. Y., which has appointed G.
F. Barthe & Company, advertising agency
of that city, to direct the account.

New Advertisers at WSPD
THE Lakeside Biscuit Company, To-

ledo, and the Mona Motor Qil Com-
pany of that city have recently begun

broadcast campaigns over radio station
WSPD, Toledo.
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vernacular

BROADCASTING has its own

language, a few words of
which are quoted here from the
glossary that is running serially in
the “Voice of Columbia.”

“Hot Mike”—A microphone in
operation.

“Nemo”—A program originat-
ing elsewhere than in the studios
of the key station.

“On the Nose!”—Concluding a
program cxactly on time—a factor
of importance in a business where
seconds are split into fractions!

“Blasting” — Distortion  caused
by overload of the microphone.

“Squawker”—A singer, good or
bad, high or low.

Curiosity Builds Audience For
Radio Advertisement

N adaptation of the “Watch this

space” idea as used on billboards,
car cards and in newspaper display space
has been introduced into radio by the
Bott Advertising Agency, Little Rock,
Ark.

The solemn tolling of a bell came to
listeners to a Little Rock station recently,
followed by the announcement that this
was the Liberty Bell. Then came a few
quotations about Liberty. This continued
for several nights, when the formation of
a new co-operative association, the Lib-
erty Home Stores, was announced and
the listeners were told that the next
day’s papers would give them full details,

Carrying out the Liberty Bell idea, the
printed advertisement explained that this
organization had been formed to fight the
chain stores and listed bargains availa-
ble at the members’ stores.

Motor Equipment Association to
Begin Broadcasting

FEATURING the slogan, “Care Will
Save Your Car,” the Motor Equip-
ment  Association, Chicago, is preparing
a radio campaign to teach car owners the
value of keeping their machines in good
condition. The broadcasts will be backed
up by the association banner, displayed
in the printed advertisements of member
manufacturers and jobbers.

Canadian Pacific Sponsors

International Broadcasts

ROADCASTING two programs a

week over an international network
of the National Broadcasting Company,
the Canadian Pacific Railways are be-
ginning a campaign advertising summer
travel. The broadcasts, although both
popular, are of different types. Both
programs originate in the studios of
CKGW, Toronto, Canada.

Palmer Agency Devoted
Exclusively to Radio

THE recently formed Palmer Com-
pany, handling broadeast accounts ex-
clusively, moved from 307 to 520 North
Michigan avenue, early in April.

Prior to founding his own company,
P. O. Paliner, manager, was with the
Thomas Cusack Company, outdoor ad-
vertising, for 17 years, and more recently
he was connected with Bailey, Walker &
Tuttle, Chicago.

Among the accounts handled by the
company are the Grennan Bakeries, The
Martin-Senour Company, Purity Baker-
ies, Martin Varnish Company, and the
Olson Rug Company.

F. R. Steel Now With Critchfield

R. STEEL, formerly of the F. R.

o Steel Company, advertising agency,
is now with Critchfield & Company as
head of the radio department.

The accounts brought to the Critchfield
agency by Mr. Steel include American
Farming Magazine, Popular Mechanics
Magazine, Gatzert Company, Snyder &
Company, Haywood Eguipment Com-
pany, J. W. Jung Seed Company, Photo-
play Magazine, Vaporite Valve Co., H.
0. Stone & Co., National Watch &
Jewelry Co, W. D. Boyce Co., Farm
Mechanics Magazine, North American
Institute, National Salesmen's Training
Ass'n, Field & Stream Magazine, and
Black Mask Magazine.

Squibb Sponsors Broadcast
Series Featuring
Will Rogers
SERIES of thirteen Sunday even-
ing broadcasts, featuring one of
radio’s highest paid artists, Will Rogers,
is being presented over the Columbia
coast-to-coast network, under the spon-
sorship of E. R. Squibb & Son, drug
manufacturers:

Refineries Sponsor Historical
Broadcasts

HE Barnsdall Refineries, Inc., Tulsa,

Okla., America’s oldest refinery, is
celebrating its scventieth birthday by be-
ginning a series of broadcasts over a net-
work of midwest Columbia stations. The
programs will feature famous events in
the country’s industrial history.

Associated Oil Sponsors
Baseball Broadcasts

HE Associated Oil Company will

sponsor broadcasts of this year's
Pacific Coast League baseball games at
Recreation Park, San Francisco, over
station KPO, San Francisco. This is
KPO's sixth consecutive year of sports
broadcasting.

Joe Grein to Broadcast
RADIO will be used by C. Wendall

Muench & Co., Chicago advertising
agency, in its new campaign for Joe
Grein and J. Pahls, manufacturers of
malt and hop extracts. Other media are
newspapers, magazines and direct mail.

Broadcast Advertising



BrOADCAST PERSONALITIES

Stanley E. Hubbard, KSTP, St. Paul

Frederick R. Huber, WBAL, Baltimore

H. H. Johnson, KMMJ, Clay Center, Neb. C. O. Chatterton, KGW, Portland, Ore. Ira R. Nelson, WAAM, Newark, N. J.
April, 1930 ¥




COMMERCIAL RADIO STATIONS
AND THEIR TIME ON THE AIR

This list of broadcasting stations accepting advertising accounts has been prepared for the use

of advertisers and advertising agencies in planning local and spot campaigns.
from all other such lists in two important ways.

First:

This list differs

it shows the exact time each station is

actually on the air. This does not mean, of course, that all of the time shown is available, but

it does mean that no other time can be had from .that station.

Second:

instead of a number of

station officials, only one is named, the man to whom all correspondence regarding the purchase

k of time should be addressed.

ALABAMA
WBRC—2200 5th Ave., Birmingham. 100y
watts daytime, B00 watts nighttime: 930
kic. J. C. Bell, general manager. Full
time.

ARIZONA,

KFXY—Flagstatf. 100 watts; 1420 ke, Ben
Fidler, station manager. No other data
up to press time.
KOY-—-621-623 North Central Ave., Phoe-
nix. 500 watts; 1390 ke. Earl A. Nieison,
station manager. Full time.
KTAR-—Heard Bldg., Phoenix. 1000 watts
daytlme. 500 watts nighttime; 620
R. O. Icwls, manager. Time uched-
ule Every day A. M., 7-1; P. M,, 2-11:15,
KPJM—Prescott. 100 watts; 1500 kc. No
other data up to press time.

KGAR—6th Ave. and 12th St., Tucson, 250
watts daytime, 100 watts nighttime; 1370
kc. Frank Z. Howe, manager. Time
schedule: Week days A. M., 8-10, 11:30-
18 JPL M 12:01-1:30, 4: 30—10 Sunday A.
M., 11-12; P. M., 3:30-4:30, 6-10.
KVOA—Tquon 500 watts; 1260 ke. Ldeut.
Robert M. Riculfi, owner. No other data
up to press time.

ARKANSAS

KTHS—Chamber of Commerce Bldg., Hot
Springs. 10,000 watts; 1040 kc. Campbell
Arnoux. commercial manager. Ime
schedule: Monday A, M., 8-9, 10-11, 11:30-
12:30; P. M., 3—4. 56, 7-9:30, Tuesday A.
M., $-9. 10-i1. 11:30-12:30; P. M, 34, 5
6:30, 7-8, 9:30-11, Wedneudu) A. \1 8-9,
10-11, 11:30-12:36; P, M., 34, 5-6, 1:30-8,
9-10, 11-12. 'l‘hursdny A, M., 8-9, 10-11.
11:30-12:30; P. M., 34, 5-6. 7-8, 9-12. Fri-
day A. M., 89, 10-11, 11:30-12:30; P. M.,
1:30-2, 3-4. 5-6. 7:30-8, 9-10. 11-12. Sat-
urday A. M.. 89, 10-11, 11:30-12:30; P. M..
1:30-2, 3-4, 5-6:30, 7-9, Sunday A. M., 11-
12:30; P. M., i-8, 8-11,

KGHI—% Hotel Marion, Little Rock. 100
watts; 1200 ke. F, E. Bolls, commercial
manager. Time schedule;: Week days A.
M., 9:45-11; P. M., Monda) Wednesdny.
’l'hun-dn) and Friday, 12-2, 6:30~-10;
Tuesday. 12-2:30, 6:30~10; P. M., Salurda)
12-2, 4-5, 6:30-10; 8undav A, M, 11-12;
P. M., 12-4, 6:30-9.

KGJF—Sth and Battery Sts., Little Rock.
250 watts; 890 ke. K. W. Gritith, director.
No other data up to press time.

KLRA—A. O. U. W. Bldg., Little Rock.
1000 watts; 1390 ke, Ray Winters. direc-
tor. No olher data up to press time.

CALIFORNIA

KMPC—1625 Wilshire Blvd., Beverly Hills,
500 watts; 710 ke. Glen Rice, manager.
Time schedule: Week days except Friday.
7A. M.—6P. M.9 P M-1A. M Friday,
7T A \I—G P. M., 9 P, M. -midnight, Sun-
day, 8 A:M.-10:30 P. M.
KELW-—Burbank. 500 watts; 780 kc. P.
D. Allen, manager. Full time,

KFVD—Hal Roach Motion Picture Studio.
Culver City. 250 watts; 1000 ke, John W.
Swallow, general manager. Time schedule:
Week‘days, T A. M.-12 noon; 12 noon-sun-
dowp. Monday, Wednesday and Friday,
8:40 P. M.-1 A.'M. Tdesday. Thuruda)
and Saturday, 8 P.«M.-1 A. M. Sunday
8 A. M.-12 noon, 12 noon-sundown, 8:30.
M.-1 A. M.

KMJ—Van Ness, Fresno.
ke. Ed 8. Riggins, business manager.
Time schedule: A, M., Sunday, 11-12, Mon-
day and Friday. 8-8:30. Tuesday and
Thursday, 9:30-12; P. M., every day, 3-11.
KFWB—6425 Hollywood Bivd., Hollywood.
1000 watts; 950 ke. Gerald 'King, man-
ager. Time schedule: Monday, Tuesday
Wednesday and Thursday, 8 A. M.-mid-
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night. Friday and Saturdny. 8 A. M-2P.
M. Friday, 4+ P. M.-12:40 A. M.. Satur-
day, P. M., 4~11. Sunday, 8:30 A. M.-2:30
P.AM.; P At 6:30-11.

KNX-—5566 Marathon Blvd.. Hollywood.
5000 watts; 1050 kc. Naylor Rogers. man—
ager. Time schedule: Week days. 6:45 A.
M.-1 A. M. Sunday, 9 A.-M.~10:30 P. M

KFQU—Hon City. 100 watts; 1420 kc.
Chet E. Boone. manager. Time schedule:
Week days, 11:30 A, M.—4:30 P. M. Mon-
day and Saturday, P. M., 7-8. 11-1 A, M.
Tuesday and Friday, P. M., 7-8, 10-1 A.
M. Wednesday and Thursday, P, M., 7-
12-2 A. M. Sunday, 10 A. M.Z1 P. M.; P
M.. 10-11.
KMIC—219 N. Market St., Inglewood. 500
watts; 1120 ke. Frank N. Bull, director.
Time schedule: Monday and Tuesduy. A,
M., 8-10, 12 noon-7 A. M. Wednesday and
P‘rldny. A M, 810, 12 noon-2 P, M., 5-7
A M Thursduy A. M., 810, 12 noon-2
. 5-7:30, 10:30-7 A, M, Sat-
A. M.. 8-10, 12 noon-7:30 P. M.,
10:30 P. M.-7 A. M. Sunday, P. M..*12:30-
2:30, 4:30-6:30.
KFOX -— 220 East Anaheim 8t., Long
Beach, 1000 watts; 1250 kc. Hal G. Nich-
ols, manager. Time schedule: Every ‘day
(22 hours), 5 A. M.-3 A. M.
KGER—435 Pine Ave., Long Beach. 1000
watts; 1360 ke. H. R. Conner, manager.
'l‘lme schedule Week days, except Tues-—
day M., 8-12 noon; P. M., 12-12:15.
12506, 6:30212 midnight. Tuesday. A M.,
7:30-12;, P. M., 12-12:156, 12:30-§, 630—1"
mldnlgl'n Sunday, 8:30 A. M.-12 mldnlght
except for time iven KPSN on first, sec—
ond and fourth Sunday of the month.

KECA—1000 South Hope St.. Los Angeles.
1000 watts; 1430 kc. arl Haverlin, com-
mercial manager, Time schedule: Daily,
P. M., 3-11.

KF1—1000 South Hope St.. Los Angeles.
5000 watts; 640 kec. Carl Haverlin, com-
mercial manager. Full time,

KFQZ—Los Angeles. 250 watts; 860 ke.
Monroe Manning, manager. No other data
up to press time.

KGFJ — Washington and Oak Sts., Los
Angeles, 100 watts; 1200 kc. Ben 8. Mc-
Glashan, manager., No other data up to
press tlme,

KHJ—7th and Bixel Sts.,
1000 watts; 900 ke. C. M
commercial director.
to press time.

KMTR—1025 North Highland Ave.. Los
Angeles. 500 watts: 670 kc. Time sched-
ule: Week days, A. M., 6-12 noon, 12
noon-1 A. M. 'Sunday, A. M,, 6-12 noon,
12 noon-11 P. M.
KTM—3636 Beveriy Blvd.,, Los Angeles.
10600 watts daytime, 500 watts nighttime;
780 kc. Henry A. Hohman, manager.
Time schedule Week days, A. M., 6-10;
P. M., 1-5. 8-1 A. M. Sunday, A. M., 8-10;
P. M, 1-5, 8—m|dnlght.
KFWM — 1520 8th Ave., Oakland. 1000
watts; 930 ke. W. Gleeson, general
manager. Time schedule: Monday, Wed-
nesday and Friday, A. M., 8-9. P. M.
1:30-6, 7:30-8. Tuesday and Saturday.
A. M. 8—9. 11-12; P. M., 1:30-6. 7:3
11. Thursday, A. M., 8-9 11-12: P. M.
130—6. 7:30-11. Sunday, A. M, 9-12; P.
, 12 noon-2:30, 6-7:45, 9:15-12 mldnlxht
KLX—Oakland 500 watts, 880 ke, Pres-
ton D. Alien, manager. No other data dp
to press time.
KPSN—Pasadena. 1000 watts; 1360 kc.
No other data up to press time.
KFBK — % The Bee. Sacramento. 100
watts; 1310 ke. G. C. Hamilton, manager.
Time schedule: Tuasday, 10 A, M.-1:30 P.

Los Angeles.
. C. Raymond,
No other data up

information will be of J

M. Friday, 9 A, M.-1:30 P. M. Dally, P.
M., 5-10.

KFXM—5th and E Sts.. San Bernardino.
100 watts; 1210 ke, J. C. Lee. commercial
manager. Time schedule: Week days. 8 A.
M.-1:30 P. M. Monday, Tuesday, Thurs-
day and Friday, P. M,, 5-11. Wednesday,
P, M.. 5-7. Snturday.P M., 5-12. Sunday
silent.

KFSD—Roof of U. 8. Grant Hotei. San
Diego. 1000 watts daytime, 500 watts
nlghtume. 600 ke. Walter B. Neill, com-
mercial manaxer Tlme schedule: Mon-
day, 8:45 A, M. M. Tuesday, Wed-
nesdav. Thumdam l-‘ﬂduy and Saturday,

n

8:46 A. ' M.<12 m ight. Sunday, 9:30 A.
M'-lo P
KGB Plckwlck Terminal Holel San

Diego. 250 watts; 1330 k. Robert G. Bin-
yon, manager. Full time.

KFRC—1000 Van Ness Ave., San Francis-
co. 1000 watts; 610 kc. Edwin W. Wilson,
commercial manager. Full time.

KFWI—1182 Market St., San Francisco.
500 watts; 930 kc. Joseph Kiein, com—
mercial manager, Time schedule Mon-
day, \Vedhesda) and Friday, A, M., 7-8,
9-1:30 P. M.; P, M., 6-¢: 30 '8:30-1 A M.
Tuesday, Thurudny and Saturday, A. M.,
7-8, 9-11; P. . 12-1:30, 6-7:30, 11-1 A. M.
Sunday. A. \l Usllent; P. M., 2:30-6, 7:45—
9:15.

KGO—I111 Sutter St., San Francisco. 7500
watts; 790 ke. Harry F. Anderson, sales
manager. 8§ A. M.-midnight dally.
KJBS—1380 Bush St., San Francisco. 100
watts; 1070 ke, Ralph R. Brunton, man-
ager. Time schedule: Week days, 6:45 A.
M.-local sunset time. Sunday, 8:30 A, M-
local sunset time.

KPO—901 Market St , San Francisco. 5000
watts; 680 ke. J. W, Laughlin, managing
director. Futil ume

KTAB—5th and Mission 8Sts., San Fran-
cisco. 1000 watts: 560 ke. M. E. Roberts
managing director. Full time.

KYA-—988 Market St.. San Francisco. 1000
watts; 1230 ke. Clair E. Morrison. man-
ager. Full time.

KQW-—387 E. San Antonio St., San Jose.
500 watts: 1010 ke. Ira L. Smith, com-
mercial director. Full time.

KDB — Faulding Hotel. Santa Barbara.
100 watts; 1500 ke. Dwight Faulding. gen-
eral manager. No other data up to press
time.

KWG—Corner Sutter and Miner Aves.,
Stockton. 100 watts; 1200 ke. Hal White,
manager, Time schedule: Week days, A.
M., 9=10:30;: P. M.. 12 noon-2, 4:30-10. Sun-
day silent.

COLORADO

KFUM—12 8. Nevada, Colorado Springs.
1000 watts; 1270 ke. Jack May, manager.
Time schedule: Week days, A. M., full
time: P. M., 6-10. Sunday, 8 A. M.Z12:30.
KFEL — Argonaut Hotel, Denver, 500
watts; 920 ke, Frank L. Bishop, commer-
cial manager. Time schedule: Week days.
A, M. 5:30-8:30, 10-12:30 noon. Monday.
“'ednesdny and Saturday, P. M., 3—4:30.
6-7:30." Tuesday, Thursday and Friday.
P. M., 3-4:30, 6~7:30, 9-midnight. Sunday,
A, M, 9-12; P. M, 1:30-7.

KFXF-—202 Continental Oil Bldg.., Denver,
500 watts; 920 ke. C. Ekrem, manager.
Time schedule: Week days. A. M., 8:30-10.
Monday. Wednesday and Saturday, P. M.,
9-12 midnight. Tuesday, Thursday and
Friday. P. M., 12:30-3, 4:30-6, 7:20-9. Sun-
day, A. M., 9%10; P. M., 12:30-1:30, 7-12
midnight.

(Continued on page 22)
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Johnson & Johnson Give Time
on Air to “Hospital Day”
E E. DICKSON, advertising man-

» ager of Johnson & Johnson,
makers of surgical supplies, talcum pow-
ders, etc., has announced that this com-
pany will devote radio time on the even-
ing of May 6 to advertise National Hos-
pital Day, May 12. This day is set aside
as “open house” by many hospitals in
the U. S. and Canada, for the better
acquaintance of the public and the
hospitals.

Publishes

Radio

N attractive and interesting booklet

entitled “Radio—Will It Pay for
Me?” has recently been issued by Critch-
field & Company, Chicago advertising
agency for distribution to its clients and
prospects who are interested in broadcast-
ing.

Agency Booklet on

Millers and Bakers at WBRC

THE H. C. Cole Milling Company,
Ward Baking Company and Donovan
Provision Company are now broadcasting
over station WBRC, Birmingham, Ala.
Other new advertisers at this station are
Dosters, Inc, PRark’s Air College and
W. G. Patterson, Inc:

KYA Gets New Advertisers

THE San Francisco Mining Exchange,
Metropolitan Guarantee Building-
Loan Association, Scientific Laboratories
of America and several strictly local ac-
counts have recently begun broadcasting
over station KYA, San Francisco.

Eastman Broadcasts Twice
Weekly

THE Eastman Kodak €ompany is now
on the air twice each week. On
Thursday nights the Columbia Broad-
casting System carries the Kodak “Mid-
Week” hour and on Friday the National
network features the Eastman “Week
End” programs.

Ferguson Advanced at WLW

THE appointment of R. L. Ferguson
as commercial manager of stations
WLW and WSALI, Cincinnati, to succeed
John L. Clark, who is now general man-
ager of the two stations, has been an-
nounced by Powell Crosley, Jr., president
of the Crosley Radio Corpotation, which
operates the stations.

Stove Campaign Qver
Northwest Stations

HE Montag Stove Works is spon-

soring a series of weekly programs
over the stations of the Northwest Broad-
casting System and also KSL, Salt Lake
City. This campaign, which features air
heaters and furnaces, is handled by Ger-
ber and Crossley, Inc, Portland, Ore.,
advertising agency, and also includes
newspaper and outdoor advertising.
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A RADIO MAP
of the UNITED STATES
(See Pages 20 and 21)

OR a long time the need for

a good radio map has made

itself felt. Anyone buying ad-
vertising time over more than one
station frequently wants to know
how far apart two stations are,
what their power is, how many
radio sets in their territory, and sim-
ilar information.

Heretofore the only maps avail-
able were those prepared by indi-
vidual stations, which naturally fea-
tured these and excluded other sta-
tions or pushed them into the back-
ground. Now “Broadcast Adver-
tising” has had prepared a Radio
Map of the United States, which
occupies pages 20 and 21 of this
issue.

In addition to station informa-
tion, the number of receiving sets
in each state is shown, estimated as
of the first of the year. For ready
reference, those figures are repro-
duced below.

The figures were obtained as fol-
lows: A year ago, the analytical
department of Radio Retailing, a
McGraw-Hill publication, obtained
from manufacturers and distrib-
utors all over the country the num-
ber of receiving sets sold in each
territdry. These figures, incideittal-
ly, were considered exact enough to
be used by the United States De-
partment of Commerce and cited by
them as the best available,

In 1930, Radio Retailing pub-
lished only the estimated total num-
ber of sets in use in the whole coun-
try. As this magazine is published
for retail radio dealers and is con-
tinually pointing out to them the
large number of homes still un-
equipped with receiving sets, its
estimates are not likely to exag-
gerate the sets already in use. In
fact, the figure of 11,800,000, given
by Radio Retailing as the total sets
in use on January 1, 1930, is con-
siderably smaller than any other
estimate.

As no other authoritative source
was available, “Broadcast Advertis-
ing” took the state figures for 1929
and increased each one proportion-
ately, so that the total for the coun-

try equals 11,800,000. In this way
it is reasonably sure that there is no

overstatement.
Alabama ..................... 114,700
ATIRIE S a7 . £ e ovr e . aBeE 20 23,600
AckAnsas ... .00 ceev. Dol 129,800
Califormia’ .. ....cocvvanps-om= 847.830
Colar®8do &.....ou.0: 5.8 alm-e 103,840
Connecticut .................. 197,650
DelaWiire, |, . oo v v puine 16,520
District of Columbia.......... 67,260
Florida .......ccovveeeniennn. 196,700
GEOTRI s oon i poeennw: fonumien 154,820
NARGEN v 4.0 wam 7. e b TN 19,820
Iinois  ......ovvverieenennnns 915,440
TAAIAGR.| 5% s 5. oo 16+ maE 5 selme 302,900
i, (i w5 O MR H o o 282,850
JEBRSAS b v it meene sichies 186,440
Kentucky ......... il AR 142,190
T DO "y s g & 15 e ooin - AN 112,690
Maine .........covviiiiininnnn 69,620
Maryland ... .coonece.ocioh-2 195,290
Massachusetts ................ 486,750
Michigan ............ qmboik. 509,760
Minnesota ..........cco0eennn 283,440
Mississippi .......cooonvienennn 73,390
Missouri ..oovviiiiiiie e 350,460
N OIMCHTIR R, 5 7. < - oo b sbde omm - et I 25370
Nebraska ...........cooninnen 150,100
Nevada .....ccoovvviiennnn. 4,130
New Hampshire ............. 27,730
New Jersey ...........c.c..e. 467,280
New Mexico ................ 21,240
NN YORK | B L5t s Bt bl T D 1,506,630
North Carolina .............. 168,150
North Dakota ............... 54,870
(B0 |, o, = g PUCe s 733,370
OkIaOmA ... .%¢s.c. .50 5800 58 197,060
(G5 7o, PRl A B 99,360
Pennsylvania ................. 967,600
Rhode Island ................ 53,100
South Carolina ............... 90,270
South Dakota ............... 55,100
Tennessee . .......coc.ooevenn- 137,120
TR gy o i ¥e + « + v etk - 421,500
LU 1 iy o ool SR ol 30,330
Vermont ......ccovivieeuniann 19,700
Virgimia .....oooveennnnnnnnns 153,990
Washington .................. 207,330
West Virginia ............... 107,020
Wisconsin  ................... 308,800
Wyoming ......coovvniennanen 9,090
Totll [.,.. .0 ol g 11,800,000

Chewing Gum to Broadcast
ROADCASTING occupies a promi-
nent place in the advertising plans

of the Clark Brothers Chewing Gum
Company, Pittsburgh. The advertising is
directed by Edward M. Power Company,
Inc., of that city.

Del Monte on Air

HE California Packing Corporation,

San Francisco, is sponsoring a series
of weekly broadcasts over the N. B. C.
network. Del Monte Coffee, a new prod-
uct, is being featured.
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(Continued from page 18)

KLZ—Shirley-Savoy Hotel, Denver. 1000
watts; 560 ke. F. W. Meyer, commercial
manager. Full time.

KOA—712 Security Bldg.,, Denver. 12,500
watts; 830 ke. R. Merritt Baker, commer—
cial manager. Time schedule: Monday, 7
A. M.-1 P. M., 2:30 P. M.~midnight. Tues-
day, 7T A. M.-2 P. M, 3:15 P. M.-midnight.
Wednesday., 7 A. M.-3:46 P. M., 4:55 P.
M-midnight. Thursday, full time. Fri-
day, T A. M.-3 P. M., 4 P. M.-midnight.
Saturday, 9:45 A. M.-12:16 P, M., 4:30 P.
M-mldnlgh( Sunday, 10:55 A. M.-mid-
night.

KFKA—Greeley. 1000 watts daytime, 500
watts nighttime; 380 ke. Charles F, Val-
entine, director. No other data up to
press time.
KGHF—113 Broadway, Pueblo.
daytime, 250 watts nighttime:
C. P. Ritchie, manager. Full time.
KGIW—Trinidad. 100 watts; 1420 ke. No
other data up to presrs time.

CONNECTICUT

WICC—1044 Main St.,, Bridgeport. 500
watts; 1190 ke. Ed. W. all, general
manager, Time schedule: Daily, A. M.,
8-12; P. M., 12 noon-17.30. Appllcatlon
made for nighttime broadeasting.

WTIC—Hartford, Conn, 50,000 watis; 1060
ke, P. W, Morency, manager. Time
schedule: Monda), yednesday and Fri-
ay, P. . Tuesday., Thursday and
Saturday, 7 A. M7 P. M. Sunday, P. M.,

WDRC — Hotel Taft. New MHaven. 500
watts; 1330 ke. Franklin M. Doolittle, sta—
tion manager. No other data up to press

time.
DELAWARE

WDE L8922 Shlrley 8t., Wilmington, 350
watts until local sunset, 250 watts there-
after; 1120 ke, E. W. Smith, buxiness
manager. Time schedule: Monday, 12
noon-11:30 P. M. Tuesday and Thursday,
11 A, M.-12:30 mldnlght Wednesgday,
11:20 A. M.-10:30 P. N

WILM—1217 Market St Wilmington, 100
watts; 1420 kc. Joseph H. Martin, prexi-
dent. Full time,

DISTRICT OF COLUMBIA
WJSV—339 Pennsylvania Ave., Washing-
ton. 10,000 watts; 1460 kc. Ira W, Hender-
son, commercial manager. Full time.
WMAL—T712 11th St., Washington. 250
watts; 630 ke. M. A. Leese. manager.
Full time.

WOL-—Annapolls Hotel, Washington. 100
watts; 1310 ke. LeRoy Mark, business
manager. Time schedule: Week days, A.
M., 7:30-8 P. M. Sunday, 10 A. M.-1 P. M.
WRC—Natlonal Press Bldg., Washington,
500 watts: 950 ke. Vincent F, Callahan,
commercial mnml%v Time schedule:
Monday, Tuesday ednesday, Thursday,
Friday, 6:46 A. M.-midnight. Saturday,

> A . Sunday, A. M., 8-10,
11 A. M.-midnight.

FLORIDA
WFLA—Clearwater. 2500 watts daytime,
1000 wattx nighttime; 620 kc. W. Walter
Tison, director, Time schedule: \1ondav,
Wednesday and Friday. 10 A. M-2 P. M.;
g’.ﬁ. 5 , 1:30-1 A. M. Sunday, P. M.,

WRUF—Gainesville, 5000 watts; 830 kc.
Gnaeland Powell, manager, Time schedule:
Week days. 10 A, M.-8:08 P. M. (sunset in
. Sunday, A, M., 10:65-12:05;
M., 3:30-5:00,
WQAM—2!9 McAllister Hotel, Miami. 1000
watts; 560 ke. Norman MacKay. commer—
cial manager. Time schedule: Week days,
full time. Sunday, A. M., 9-12 noon; P.
M., 2:30-9.

WIi0D—Miami Beach. 1000 watts; 1300 ke.
Jesse H. Jay, manager. No other data up
to press tim

WDBO—Fort Gatlin Hotel, Orange Ave.,
Ortando. 1000 watts daytime, 500 watts
nighttime; 1120 ke. K. W. Skelton, man-
ager. Time schedule: Week days. 11 A.
M-2P. M.; P. M, 4-11. Sunday, 11 A, M.,
church service; P. M., ’

WCOA—City Huli, Box 1407, Pensacola.
500 watts: 1340 ke, J. E. Frenkel, direc-
tor. Time schedule: Week days, A. M.,
10:30-11, Monday, Wednesday and l"rlday,
P. M., 12 noon-1, 8-10. Tuesday, P. M., 12
noon-1. Thursday, P. M., 12-noon-1, 10012,
Saturday, P. M., 12-1, 1621 AL M. Sunday,
12 noon-12:30,

WSUN—Chamber of Commerce.. St. Pet-
ersburg. 2500 watts daytime, 1000 watts
nighttime: 620 kc. Eddie Squlren. man-
ager. Time schedule: Tuesday. Thursday
and Saturday, 10 A, M-1 P. M; 'P. M.,
2 4. 7:30-midnight.

WMBR—907 Florlda Ave., Tampa. 100
watts; 1370 ke. F. J. Reynold manager
Time schedule: Week days, 6 M.-12
noon; P. M., 12 noon-10. Sunda), A. M,
gilent; P. M., 12 noon-6,

500 watts
1320 ke.
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WDAE—201-209 Allled Bld{ Tampa. 1000
watts; 1220 ke. R, um, manager,
Time schedule: Weeék da‘ys full  time.
Sunday, P. M, 1-3, 5:30-8

GEORGIA

WGST—Atlanta. 500 watts; 890 ke. C. J.
Straub, advertising director. Time sched-
ule: Week days. A, M. 9-11:30; P M.,
2:30-6, 3-midnight. Sunday, A. M., 7-11:30;
P. M., 3:30-5. 6-7:30, 9%-midnight.
WSB—Atlanta. 5000 watts; 740 ke, Lamb-
din Kay. director. No other data up to
press time.
WMAZ—-Second 8t., Macon.
830 kc. Edward K. Cargill,
ule: Week days, A. M.,

500 watts;
Time sched-
7-8, 11:30-2:30 P,

M.; P. M., 6-8, Sunday, 11:30 A, M.-3:30
P. M.; P. M., 5-6, 7:30-9.
WTOC—Savannah., 500 watts: 1260 ke.

Harold P. Danforth, director. Full time.
WTFI—Toccoa. 500 watts;, 148 ke, W.

T. Hamilton, station manager. No other
data up to press time,

IDAHO
KIDO—Elks' Temple, Bolse. 1000 watts;

1250 ke, C. G. Phillips, manager. Full
time.

KID—Second floor, J. C. Penney Bld

ldaho Falls, 500 watts; 1320 kc. Jack
Duckworth, manager. Time ache@ule
Week days, 8 A. M-4 P. M. Monday,

Wednesday and Friday, P. M., 7:30-12.
Tuesday, Thursday and Saturday. P. M.,
6-7.30. Sunday, P. M., 7-8:30.
KGlQ—ZGZ 3rd St., \Veﬂl Twin Falls. 250
watts; 1320 kec. S M. Soule, manager,
Time xchedule Monday, Wednesday and
Friday, 6:30 A. M.=7:30 P. M. Tueaday,
Thursday and Saturday, 6:30 A, M.-12:30
A. M. Sunday, 10:30 A. M.-12:30 A. M.
ILLINOIS
KYW-KFKX—Chicago Herald & Exam-
iner, Chicago. 10,000 wattx; 1020 ke. Ho-
mer Hogan, manager. Full time.
WwBBM-—410 N. Michigan Ave., Chicago.

20,000 watts; 770 ke. Ralph 1. Atlass,
Time schedule Week days, T A, M.-12
noon. Monday, Wednesday, Friday and
Saturday, P. 12 noon-6, 8-10, 12 mid-

night-1 A. M. Tuesday and Thuxnda). P.
M., 12 noon-6, 8-12, 12 mldnight—l A M
Sunday, 9 A. M.-12 noon; P. M., 12 noon—
8, 6-12, 12 midnight-3:30 A.
WCFL—623 S. Wabash Ave., Chicago.
1500 watts; 970 ke. Franklin C. E. Lund-
quist, buslneus manager. Time schedule:
Week days, 7 A, M.-8:15 P. M. (continu-
ous). Sunday, 9 A. M.-8:15 P. M. (con-
tinuous).
WCHI—Chicago. 5000 watts; 1490 ke. Lee
Pastor, commerclal manager. Time sched-
ule: Week days, 10:30 A. M.—4 P, M. Mon-
day, Tuesday and Thursday, 10 P. M.-2
A. M. Wednesday, 8 P. M.-2 A. M. Fri-
day, 8:30 P. M.-2 A, M. Saturday, 9:30 P.
M.-2 A. M. Sunday, 10:30 A, M.=2 A. M,
WCRW-—Embassy Hotel, 27566 Pine Grove
Ave., Chicago. 100 watts; 1210 ke. Qlinton
- Whlte, owner. Time schedule: Week
days, 11:50 A. M.-1:30 P. M.: P. M, 6-7,
9-10. Sunday, P. M. 9-10.
WENR—310" 8. wchlgan Ave.. Chicago.
50,000 watts; 870 ke. Morgan L. Eastman,
manager. Time schedule: Week days, A.
M., 10:15-11:15; P. M., 3:30-7, Week days,
except Saturda o 8:30 P. M.-midnight.

Sunday, 8 A. M.-12:30; P. M., 3:30-6, 8-
midnight.
WGES—128 N. Crawford Ave., Chicago.

500 watts week days, 1000 watts Sundays;

1360 ke, Joseph R. Preston, commercial
manager. Time schedule: Week days, A.
M.. 911, Monday. Tuesday, Wednendny

and Saturday, P. M., 1-1:15, 3-3:15, 4-7,
9-10:30. Thursday and Prlday P. M., 1-
1:15, 3-3:15, 4-7, 9-10:30, 12-2 A. M. Sun-
day, P. M., 12 noon-1, 4-7:30, 9:40-10:45,

WGN — 435 N. Michigan Ave., Chicago.
25,000 watts; 720 ke, Vernon H. Pribble
manager, Time schedule: Week days, [
A. M.-12:30 midnight. Sunday, 11 A, N.—
12 midnight. i
WIBO — 6312 Broadway, Chicago. - 1500
watts: 580 ke, Jas. MacPherson, mani
'l‘lme schedule: Week days except Mon-
day, 6:30 A. M~5 P. M. onday, 6:30 A.
M-8 P. M. Monday and Saturday, 7 P.
M.-1:30 A. M. Tuesday and Wednesday,
6:30 . M.-1:30 A. M. Thursday and Fri-
dny. [ P M.-1:30 A. M. Sunday, 8 A. M.-
30 P. T7P. M-8 P. M.
WJJD - Palmer House, Chicago. 20.000
watts: 1130 kc. C. A. Howell, manager.
Time schedule: Dally, 7 A. M.-8:30 P. M.
wL$—1230 W. Washington_ Bilvd., Chi-
cago. 5000 watts; 870 ke, C. G. Gilbert,
commercial manager. Time schedule:
Week days, A. M., 6-10:15, 11:45-3:30 Ph
M. Week days, except Snturdny, TP M-~
8:30 P. M. Saturday. 7 _P. M .-midnight.
Sunday, A. M., silent; P. M., 12:30-3:30,

6-2,

WJKS—155 N. Clark St., Chicago. 1250
\\nttss—tl—aytlme, 500 watts nighttime; 1360
ke. M. F. Edelson, commercial manager.

Time scheduje: Week days, A. M., =8,
11-12 noon. Monday, Tuesday, Wed ay
and Saturday, P. M., 14, 7-9, 10:30=1 A.
M. Thursday and Friday, P. M., 14, 7-8,
10:30-midnight. Sunday, 10:45 A. M.=1 P.
MI.;hP. M., 1:30-4:30, 7:30-9:30, 10:30-mid-
night

WMAQ — 400 W. Madison St.,, Ch

5000 watts; 670 ke. Bill Hay, sales

tor. No other data up to press time.
wSBC—1241 S. Michigan Ave., Chicago.
100 watts; 1210 ke. N. Shalin, man‘e«r
Time schedule: Every day, A.

11:30; P, M., 1:30-3:30, 5-6. 8-9, 11 IA.M
WHFC - 6138 W. 22nd St. Cicero. 100
watts; 1420 ke. R. W. Hoffman, nmr-fa
Tine schedule: Week days, 8 A :30
P. M.; P. M, 6-8, 11-1 A. M. except Sat-
urday. Saturday, P. M., 6-2 A. M. Sun-
day, 9 A. M.-5 P. M, 8-1 A, M.
WJBL—134 S. Waler St., Decatur. 100
watts; 1200 ke. Martin Hansen, m.m.q:r.
Time schedule: Week days, A. M. 0-
12 noon; P. M., 12 noon-1, 2:30-4, '5:30-9.
Sundny. A.'M.,'9-12 noon; P. M.. 1:30-9.
WEMHS—Evanston. 100 watts; 1420 ke.
Time schedule: 4 P. M.-§:30 P. M., five
days per week.

WKBS—P. 0. Box 412, or 231 Duffield St.
Galesburg. 100 watts; 1310 kc. Paul
Palmquis manager. Time schedule:
Weék days, A. M., 10-11. Monday, Wed-
nesday and F‘rlday. P. M., 12-1, 410.
Tuesday, Thursday and Saturday, P. M.,
}(2)—1, 5-10. Sunday, 7:46 A. M.; P. M,,
wWJBC—2nd and Joliet St., LaSalle. 100
watts; 1200 ke. Mrs. G. Waltman, busi-
ness manager. Time schedule: Week
days, A. M., 7:30-8, 9-10. P. M., Monday,
Tuesday, ednesday, Thursday and Fri-
day, 12 noon-2, 6-8. P, M.. Saturday, 12
noon-2, 6-8, 12-1. Sunday, P. M., 12:30-2.
WMBD—115 N. Madlson St., Peoria. 1000
waltts daytime, 500 watts nlghttlme 1440
ke. Chas. C. Adams, manager. Time
schedule: Week days, A. M., 9-10; P. M.,
12 noon-1, 4-7, 9-12, Sunday, 11 A. M.-
noon, 12 noon-2 P. M.

WTAD—GO(] State St., Quincy. 500 watts;
1440 ke. W. J. Rothschlld manager. Time
schedule: Week days, 10 A. M.-1 P. M
) 3 \17. 3-4, 7=9. Sunday, 12 noon-1 P, M.,
3-4, 7-9.

KFLV—Hotel Faust, Rockford. 500 watts;
1410 kc. Peter MacArthur, manager.
Time schedule: Week days. except Sat-—
urday, A. M., 10:30-12:30 noon. P.

3-4, 5:30-6, 8-10. Saturday. 11:30 A, M.
12:30 noon; P. M., 5:30-6, s-lo Sundax_
A. M., 8:30-9, 10:40-12:15; P.

10.

WHBF—Rock Island. 100 watts; 1210 ke.
No other data up to press time.
WDZ—Star Store Bldg., Tuscola, 100
watts; 1070 ke. James I.. Bush, owner,
Time schedule: Week davu except Sat-
urday, 8:30 A. M.-2 P. Saturday, 8:30
A. M12:30 noon. Sunday, P. M., 14.

INDIANA

WHBU-—~Box 311, Anderson. 100 watts;
1210 kxé. A. McKee, manager. Time
schedule not available at time of going to

ress.

LVKBV-—BS? Eastern Ave.. Connersville,
150 watts daytime, 100 watts nighttime;
1500 ke. Wm. O. Knox, owner Time
schedule: Monday and Friday. . M., 9:30-
10: 30 Monday, Wednesday and Friday.
E. 7-9. Sunday, P. M., 7:30-8:30.
WGBF-—&]S‘& Main St., Evansville. 500
watts; 630 ke. J. F. Burton, director.
Time schedule: Week days, 7:15-12_noon.
Monday. Wednesday and Friday. P. M.,
12 noon-7. Tuesday and Thursday. P. M.,
12 noon-7, 8—10 Saturday, 12-noon-1 Al
M. Sunday, M., 9-12 noon; P. M., 2-11,
WOwOo--215 W Main St., Fort Wayne.
10,000 watts; 1160 ke. C. R. Durbin, man-
ager. TIime schedule: Full time until 6
P. M. Sunday. Monday, Wednesday and
Frida Full time until midnight Tues2
day. huuldny and Saturday
WFBM—Indianapolis. 1000 watts; 1230 ke.
Blythe Q. Hendricks, manager. No other
data lép to press time.

WKBF—640% N. Meridian 8t., Indlanapo-
Hs, 500 wattx; 1400 ke. W, C. Bussing,
manager. Time schedule: Week days, 7 A,
M.-1:30 P. M. Monday, P. M. 4-10:30.
Tuesday. P, M., 4-11. ednenday Thurs-
day and Friday, P. M., 4-12 midnight.
Saturday, P. M., 2-12 midnight. Sunday,
A. M. 811; P. M, 12 noon-10.
WRAF—719 Mlchlmn Ave., La Porte. 100
watts; 1200 ke. Chas. Middleton, owner.
Full time,

WBOW-—~—The Wabash Bldg., Terre Haute.
100 watts; 1310 ke. N. C: Ruddell, man—
ager. Time schedule: Week days, A. M.,
7:15~-12 noon. Monday. P. M., 12 noon-2,
5-7:30. Tuesday, P. M., 12 noon-2, 5-10:30.
Wednesday., P. M.. 12 noon-2, 5-9:30.
Thursday, P. M., 12 noon-2, 5-9. Frldge'.
P. M., 12 noon- -8 5-13., Saturday, P, M,
12 noon-1, 5-12:30 A. M. Sunda*. A
9:30-12 noon; P. M., 12 noon-3, 7-10:30.
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“CONTINENTAL”

Now Offers the Finest Array of
Talent in the United States as well as
the Finest Electrical Transcriptions

~Because Hollywood now has the finest of artists and actors from every part of the United States
for the purpose of recording talking pictures, as well as the cream of recording technicians due to
the requirements of the motion picture “talkie” industry. Continental operates its own recording
plant and thus provides transcriptions ranking first in quality.

CONTINENT AL now offers:

Boswcll Sisters programs Kenneth Gillum- “Sixty Smi!es

A trio of weil* known talking plicture stars. with a Minute” prograins
harmony perfectly blended. Produced in 15-min-

ute and haif-hour programs. Featurtng Kenneth Gillum and Duke Atterbury,

Orpheum stars known as the “Duke and the
Conunt.’”” soild comedy with music. Produced as

Aviation programs 15-minute or half-hour pregrams.
Prtl)du »d by :{Iemennm-lCommx;nder Roman Ji
Miller ], avy (Retired)., formerly pjiot e
Dirigible Los Angeles and Shenandoah. Produced Don Warner Feature programs
only us li-minute features. Offering DollI Warner. internationally famous
pilanist in single piuno numbers and two-piano ure
Jugheud and Sugarfoot Negro rangement with Ron Wtlson, prodyced 1a 15-

Dialogue programs minute and half-hour programs.

A very Interesting continulty releansed as dalily -

t3-minute prourun;i wltfh these two I?’vuhle %enio Jacques Jou-Jerv ille programs

charucters in a merlex of amusing incidents, ruly = .

an outstanding program as & daily feature. Fyaphony “‘,’l;ch,f:ll"_"ho:r""‘)m’:’r"‘";;':- proguced §n
Al Martin Hollywood Revue programs Badic Varieties prograans

Presenting different motlon picture stars on ench
program as masters-of-ceremonles and featured Male quartettes, trios, vocal and instrumental kpe-
artiste. produced by Al Martin, weil known writer cinities. ench produced with motion plcture celeb-
of humorous dialogue and motion picture titles. rities asx masters-of-ceremonies. produced in 15-
produced as 18-minute und half-hour programs. minute and half-hour programs.

Radio stations are invited to write in for sample recordings of the different programs outlined above, which are
now in production. Additional programs will be offered each month.

A very attractive brochure, descriptive of Continental talent offerings, has been prepared for your perusal. Write
| for your copy today. There is no charge or obligation. These programs are prepared as sustaining programs, and
also a number of additional programs are offered to National advertisers.

“When better electrical transcriptions are made—they will bear the name CONTINENTAL".

As for placement of your radio programs—Continental now offers
a complete coverage of the United States and Canada, with a selec-
tion from over 250 stations. We shall be pleased to submit further
particulars. Full co-operation to recognized advertising agencies.

_ rbora{io"r(‘

6425 HOLLYWOOD BLVD % N OLLYWOOD
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WSBT-—225 W. Colfax Ave., South Bend,
500 watts—1230 ke. Leslle C. Morehouse,
manager. Time schedule: Monday, Tues—
y. Thursday and_Friday, A. M., 9:30-
10, 11:156-12 noon. Wednesday, A. M., 9-
9:30, 11:15-12 noon. Monday, P. M., 3:30-
5, silent after 5. Tuesday, P. M., 3:30-5,
6-8. Wednesday, P. M, : ,  10-11,
Thursday, P. M., 3:30-5, 8:30-10, 11-12,
Friday, P. M., 3:30-5, 8-12. Saturday, P.
M., 12 noon-1., 7:30-8, 10-11. Sunday, A.
M., 10:45-12 noon; P. M., 12 noon-1:30.

IOWA

KWCR—Cedar Rapids. 100 watts;: 1310 ke.
Harry F. Paar, manager. No other data
up to prees time.
KSO—Berry Seed Co., Clarinda. 500
watts; 1380 kc. Joe Faassen, manager.
Time schedule: Week days, A. M., 6:30-8,
11:45-1:15 P. M.; P. M.. 3-4, 6:30-8, 9-10,
except Saturday. Saturday, P. M., 3-4.
Sunday, A. M., 11-12:15 noon.
WOC—Brady St., Palmer School of Chiro-
E\l;nﬂlc. Davenport, 5000 watts; 1000 ke.
ank W. Elliott, business manager. Time
schedule: Monday, Wednesday and Fri-
day, A. M., silent. Monday and Wednes-
day, P. ., 5-midnight. Friday, P. M.
4-midnight. Tuesday, Thursday and Sat-
urday, A. M., 7:16-noon. P. M., Tuesday
and Thursday, 12 noon-5. Friday, P. M.,
4-midnight. Saturday., P. M.. 12 noon-4.
Sunday. A. M., 8-12 noon (alternate). P.
M. .;-11130 (alternate), 12 noon-5 (alter-
nate).
WHO—Liberty Bldg., Des Moines, 5000
watts; 1000 ke. R. C. Wells, acting man-
ager. Time schedule: Monday, Wednesday
and Friday, A. M., 7-12 noon, Monday and
Wednexduy. P. M., 12 noon-5. Friday, P.
M,, 12 noon—4. Tuesday, Thursday and
Saturday, A. M., silent. Tuesday, Thurs-
day and Saturday, P. M.. 5-12 midnight.
Sunday, A. M., 8-12 (alternate); P. M.,
5-12 midnight (alternate).
KFJY—I1112 Central Ave., Fort Dodge. 100
watts; 1310 ke. C. 8. Tunwall, owner,
Time schedule: Week days, A. M., 9:30-11
P. M., 12:30-3, 6:30-8. Sunday, P. M,
1:30-2:30.
KFJB—1603 W. Main St., Marshalitown.
250 watts daytime. 100 watts nighttime:
1200 ke. Phit Hoffman., manager. Time
schedule: Week days, A. M., 2 hours; P.
M., 6 hours. Sunday, A. M., 1 hour; P. M.,
silent.
KTNT—800 E. Second 8t., Muscatine.
5000 watts; 1170 ke. 8. Baker, advertising

manager. Time schdule: Week days, ex-
cept Saturday, 6 A. M.-6:16 P. M., 11:05
P, M.-12:05 midnight. Sunday, A. M., 9
10; P. M., 12 noon-1, 2:30-4:30,

WIAS—218 E. Main St., Ottumwa. 100
watts; 1420 ke, M. W. Poling, manager.
Time schedule: Week days, A. M, silent.
Monday, Wednesday and Thursaday, P. M.,
12 noon-1, 2:30-3:30, 6-6, 7:30-9. Tuesday,
P. M., silent. Friday and Saturday, P. M.,
12 noon-1, 2:30-3:30, 5-6. Sunday, A. M.,
10:45-12 noon; P. M., 2:30-3:30.

KICK—Red Oak. 100 watts; 1420 ke, No
other data up to press time.

KFNF—407 Sycamore St., Shenandoah.
1000 watts dni')telme, 500 wattx nighttime;
890 ke. R. E. Dearmont, commercial man—
ager. Time schedule: Week days, A, M.,
6-8:30, 9-12 noon. Monday and Friday. P.
M., 12 noon-5, 6-7:30, 9-10:30. Tuesday,
P. M., 12 noon-5, 6-7:30, 8:30-10:30. Wed-
nesday, P. M., 12 noon-5, 6-7:30, 9=-11.
Thureday, P. M.. 12 noon-b, 6-7:30, 8:16—
10:30. Saturday, P. M., 12 noon-5, 6-7:30,
8-12. Sunday, A. M., 8-9:30, 10:45-12 noon:
P. M., 12 noon-12:15, 24, 5:30-9.
KS8CJ—415 Douglas., Sioux City. 1000
watts; 1330 ke. C. W. Corkhlll, manager.
Time schedule;: Week days, A. M., 8:]
12 noon. Monday, P. M., 12 noon-1, 3-7.
¥-11. Tuesday, Thursday and Friday, P.
M., 12 noon-i, 3-7, 8-9. Wednesday and
Saturday. P. M., 12 noon-1, 3-7, 8-10:30.
Sunday sllent.

WMT—Waterloo. 500 watts; 600 ke. Har-
ry Shaw, business manager., Time sched-
ule: Week days, 6 A. M.-11 P. M. Sunday,
BA M~4P M,6P M-10P M

KANSAS

WLBF—Huron Bldg.. Kansas City. 100
watts; 1420 ke. W. B. Finney, cominer-
cial maasger, Full time.
WREN—Lawrence. 1000 watts; 1220 kc.
Vernon H. Smith, manager. Time sched-
ule: Week days. A. M., 7-11; P. M.,
noon-1:15, 3-11. Sunday. A. M, 7-12; P.
M.. 2-11,

KFKB—Miiford. 5000 watts; 1050 ke. No
other data up to press time.

WI1BW—502 National Reserve Bldg., To—
peka, 1000 watts: 580 kc. Perce Harvey,
Jr.. commercial manager. Time schedule:
Week days, except Saturday. A. M, 6-8,
9-10, 10:30-12:30 noon; P -
5:30-11. Saturday. A. M., 6-8, P
noon; P. M., 1:30-11. Sunday, A. M., 8-10,
11:30 A. M.-10 P. M.

KFH—1241% 8. Market St ita. 1000

watts; 1300 ke, J. Lesile , manager.
Time schedule: Week days, A. M., 7-8,
8:30-11, 11:30-12 noon. Mon , P, M., 12
noon-2, 3-5:30, 6:30-7:30, § Tuesday.

P. M., 12 noon-2, 3-9, 10-11, Wednesday
and Friday, P. M., 12 noon-2, 3-6, 7-9, 10—
11.. Thursday, P. M. 12 n-2, 3-11.
Saturday, P. M., 12 noon 3-10, 11-1Z
midnight. Sunday, A. M., 8=10; P. M., 2-
5:30, 7-8, 8-9 aiternated with 9-10, 10-11.

KENTUCKY

WCKY—6th and Madison Aves.. Coving—
ton. 5000 watts; 1490 kc. lL.ee Goldsmith.
manager. Time schiedule: Week days, A.
M., 7-11; P. M, 7-11, Sunday, A. M., 8-9;
P, M., 7-10:15. |
WFIW—17th and Campbeil, Hopkinsville.
1000 watts; 940 ke. D. E. Kendrick, man—
ager. Full time.

WHAS—300 W, Liberty St
10,0600 watts; 820 ke, W. L. Co
mercial manager. Full time.

LOUISIANA

wDSU—Hotel DeSoto, 100 Baronne, New
Orfeans. 1000 watts; 1250 ke, J. H. Uhalt,
owner. Time schedule: Daily, 9:30 A. M.—
1:30 P. M., 3:30 P. M.-midnight.
wJBO—Orpheum Thenater, ew Orleans.
100 watts;, 1420 ke. Valdemar Jensen,
manager. Full time.
WWL—6363 St. Charles, New Orleans.
5000 watts; 850 kc. J. E. Parquet, man—
ager. Time schedule: Dally, full time to
6 P. M. Monday, Wednesday, Friday,
Saturday and Sunday, P. M., 6-9. Tues-
day and Thursday, P. M., 9=12
KTB8SDixie Gardens, Box 1642, Shreve~
port. 1000 watts: 1450 kc. J. M. Temple.
manager. Full time.
KWEA—Shreveport. 100 watts; 1210 kc.
No other data up to press time. 3
KWKH—Shreveport. 20,000 watts; 850 4c.
W. K. Henderson, owner. Time schedule:
Week days, A. M., 6-8. Monday, Wednes—
day. Friday and Saturday, P. M., 4-6, o~
midnight. Tuesday and Thursday. P. M.,
4-9. Sunday. P. M., 7:45-mnidnight.
MAINE

wLBZ—100 Main St.. Bangor. 500 watts:
6[20 ke. Henry C. Wing, manager. Full
time.

WCSH—Congress Square Hotel, Portiand.
500 watts now, 1000 watts after May 1;
940 ke, L. T. Pitman. commercial man—
ager. Time schedule: Week days, 8:15 A.
M -11 P. M. Sunday, ¥ A. M-11:15 P. M.
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Test Your RadioProgram

/_\ Here .

EWEngland

has long been
considered an ideal
“testing ground”
for preliminary ad-
vertising campaigns
as well as for new
products. You can
“test out’ a radio
program here; then
you can analyze and
check results accur-
ately.

WTIC offers you a
splendid opportun-
ity to test New
England because of
its ideal, new, high-
power transmitter, which serves New England
consistently. ‘With latest technical equipment,
WTIC gives absolute fidelity of reproduction
and delivers a strong signal of consistent vol-
ume. This 50,000 Watt station is doing a thor-
ough sales job for many national clients. We
will be glad to help you arrange programs.

5 09 0 0 0 Why not send for facts?
ATTS The Travelers Broadcasting Service"Corp.

/'”//////7 / /// ///// 4,. HARTFORD - CONNECTICUT
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- o g Consistent Coverage of New England
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MARYLAND

WBAL—Lexington Bldg., Baltimore, 10,000
watts; 1060 ke. Stanley W. Barnett, sta-
tlon manager. Time schedule: Monday,
Wednesday and Friday, 8 A. M.-7 P. M.
Sunday, 8 A. M.-8 P. M. Tuesday, Thurs-
day and Saturday, 7T P, M.-12 m“nlght.
WCAO—848 N. Howard S$t., Baltimore.
500 watts daytime, 250 watts nighttime;
600 ke. Jack Stewart, commercial man-
ager. Time schedule: Week days. 7 A, M.
12 midnight. Sunday, 10 A, M.—11 P, M.
WCBM—Keith Theater Bldg.., Baltimore.
250 watts to local sunset, 100 watts there-
after; 1370 ke. Chariey Schwarz, man—
ager. Full time.

WFBR—Baltimore. 250 watts: 1270 ke.
A. D. Wiliard, Jr., business manager. No
other data up to press time.

MASSACHUSETTS

WBIS—1 Winter Pl,, Boston. 1000 watts;
1230 ke. Claire Crawford, director. Time
schedule: Week days, A. M., 7:30-9; P. M,
1-2. Sunday, silent.

WBZ-w BZA-—Hotel Statler, Boston. 15,000
watts WBZ. 500 watts WBZA; 990 kc.
Time schedule: Monday, Tuesday, Wed-

“In the Land of the Sky”

WWNC

“The Voice That Speaks in the Home”

MEMBER

COLUMBIA
BROADCASTING
SYSTEM

X

HE ONLY

station in the
“playground of
Eastern America”
providing 16
hours of GOOD
program every
day ... with one

of the BEST
audiences in
America. Liked

by listeners be-
cause it does not
abuse their con-
fidence.

) X

CITIZEN
BROADCASTING CO.

INC.
815 Flatiron Building
ASHEVILLE, N. C.

Rate card on request—rates published in
STANDARD RATE AND DATA.

Ty
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nesday and Thursday, 8 A. M.-11:15 P. M,
Friday, 8 A. M.-11:30 P. M. Sunday, 10:30
A. M.-12 midnight.
WEE] — 39 Boylston S8t.,, Boston. 1000
watts; 590 ke. Charles W. Burton, man-
ager. Full time.
WLOE—Room 204, § Winthrop 8q., Bos-
ton. 250 watta to iocal sunset, 100 watts
thereafter; 1500 kc. John Weare, treas—
urer. Full time.
WNAC—1 Winter PL, Boston. 1000 watts;
tllz:w ke. R. L. Harlow, manager. Full
me,
WSAR—10 Bedford St.,, Fall River, 250
watgs; 1450 ke. William T. Welch, owner
Time schedule: Week- days, 9 A. M.-2 P.
M., 5 P. M.-9 P, M. Sunday, 10:45 A. M.-
2P N
WLEX—Lexington. 500 watts; 1410 ke.
Gerald Harrison, director. TIme schedule:
Monday, Tuesday, Wednesday, Thursday
and Saturday, P. M., 1-11. Friday, P. M.,
1-7:30. 9-11. Sunday, P. M., 1-2, 9-11.
WLEY—Lexington, 100 watts; 1370 ke.
Willilam E. Torrey, director of sales. No
other data up to press time,
WNBH-—New Bedford Hotel., New Bed-
ford. 100 watts; 1310 ke. Irving Vermilya,
owner. Fuli time.
WORC—6¢ Franklln St., Worcester. 100
watts; 1200 kc. Jas. E. Coyle, commer-
cial manager. Time schedule: Week days,
A. M, 10-11; P. M., 1-3, 6:30-10:30. Sun-
day, 10 A. M.—-noon; P. M., 2-4, 7-10:30.
WTAG_18 Franklin St.. Worcester. 250
watts; 580 ke. John J. Storey, manager.
Time schedule: Week days, A. M., 8:30-
12 noon. Monday. Friday and Saturday,
P. M, 12 noon-1:15, 6—11:I§. Tuesday, f;

M., 12 noon-1:15, 4:30-11:45. Wednesday.
P. M, 12 noon-1:15, 6-11:45. Thursday.
{'{. l\rll..nlz noon-1:15, 5-11:16. Sunday, P.

MICHIGAN
wBCM—Center and Water Sts., Bay City.
500 watts: 1410 ko o moreaux,
commercial manager. Time schedule:
Daily, 8 A. M.-12 midnight.
WHDF—Calumet. 250 watts daytime, 100
watts nighttime: 1370 ke. No other data
up to press time.

WGHP—Maccabee Bldg., Detroit. 1000
waltts; 1240 ke. Douglas F. Storer, gen-
eral manager. No other data up to press

time.

WJR—Fisher Bldg., Detroit. 5000 ‘watts;
750 ke. J. Patt, assistant manager.
Full time.

WMBC—LaSalle Hotel. Detroit. 250 watts
daytime. 100 watts nighttime; 1420 ke.
Thos. H. Ragan, manager. Time sched-
ule: Week days, full time. Sunday, 2 P.
M.-12 midnight.

WWJ — Second and Lafayette, Detroit.
1000 watts; 920 ke. R. L. Kelly. station
manager. Time schedule: Week days,
8:15 A, M.-12:03 midnight. Sunday, A. M.,
10:30-12 noon; P. M., 1-12:03 midnight.
WFDF—511% 8, Saginaw St., Flint. 100
watts; 1310 ke. Frank D. Fallain, gen-
eral manager, Full time.

WASH—154 Louis St., Peninsular Bldg
Grand Rapids. 500 watts: 1270 kc, 4
Doornink, manager. Time schedule: Week
days, 11:30 A, M.=3:30 P. M.; P, M., 6~6,
7-8. Sunday, A, M, 10-11:30; P. M., 1-4,
6:45-9, 10-11,

WO00D—217-19 Watson Bldg., Grand Rap~
ids. 500 watts; 1270 ke. Harold MacDon-
ald, manager. Time schedule: Week days,
A. M., 7:30-11:30; P. M., 6-7, 8-11:15.
Sunday, A, M., 9-10, 11:30-12 noon: P. M.,
12-1. 4-6:30, 9-10.

WIiBM—Jackson. 100 watts; 1370 ke. Dale
Robertson, manager. No other data up to
press time.

WJAC

Johnstown - Penna.

The only station that con-
sistently covers the Johnstown
area—center of the iron, steel
and coal industry—during day- |
light hours.

Owned and Operated by

Automobile Co. l

Write for Rate Card

Johnstown

.

MINNESOTA

WEBC — Spalding Hotel, Duluth. 2500
watts to local sunset, 1000 watts there—
after; 1290 ke. W, C. Brid manager.
Time schedule: Monday am ednesday.
A, M, 6:29-9:05, 10:15-10:80, 11:45-12
noon, Monday. P, M., 12 n 2:45, 5-11,
Wednesday, P. M., 12 nogn=2:45, 4-4:15,
f-11. Tuesday, A. M. 6:29-9:30, 10:15-
10:30, 11:45-12 noon; P. M., 12 noon-3:45,
5-11, Thursday. A. M., 6:20-8:05, 10:15:
10:30, 11:45-12 noon; P. M., 12 noon-2:45,
4-4:20, 8-11. Friday, A. M., §:20-9:30. 10—
10:30, 11:45~12 noon; P. M., 12 noon—2:_45.
4:15-4:30, 5-11. Saturday, A& M., 6229;
9:30, 10:15-10:30, 11-12 noon: P. M., 12
noon-3. 5-11. Sunday, A. M. $-12 noon:
P. M., 12 noon-10:20. . _
WwCCO—Nicollet Hotel, Minneapolis. 7500
watts; 810 ke, E. H. Gammons, vice—
president. Fuli time.

WDGY—309 West Broandway. Minneapolis.
1000 watts; 1180 ke. Dr. Geo. W. Young.
manager. Time schedule not avaiiable.
wHDI—818 Superior Blvd., Minneapolis.
500 watts; 1180 ke, M. R. Bass, manager.
Time schedule: Week days, A. M., 6:30-
9:30. Monday and Wednesday, P. M.. o-§.
Tuesday. Thursday, Friday and Saturday,
P. M., silent. Sunday, sllent, 3
WRHM-—Andrews Hotel, Minneapolis. 1000
watts: 1250 ke. No other data up to press
time.

KSTP—St. Paul Hotel, St. Paul. 10,000
watts; 1460 ke. E. D. Jencks, commercial
manager. Full time.

MISSISSIPPI

WRBQ—Greenville. 100 watts: 1210 ke.
No other data up to press time.
WGCM—GCreat Southern Hotel, Gulfport.
100 watts; 1210 ke, Frank J. Kroullk,
manager, Time schedule: Week days,
11:30 A. M.-12:30 noon. .\:londav. Wedgng“r;—
day, Thursday and Saturday, P. M., 2:30-
% Yhuesday and Friduy. P. M., 2:30-4,
10:30, Sunday, P. M., 3-6. .
WCOC—Great Southern Hotel. Meridian.
1000 watts daytime, 500 watts nighttime;
880 ke. T. C. Billups. station manager.
Full time.

wQBC—1717 Washington 8t., Vicksburg,
300 watts; 1360 ke. E. M. Pace, manager.
No other data up to press time.

MISSOURI
KFVS—Cape Gltardeau, 100 watts; 1210
ke. No other data up to press time.
WMBH—Joplin. 250 watts daytime, 100
watts nighttime; 1420 ke. Time schedule:
Week days, A. M., silent. Monday, Tues—
day, Wednesday, Thursday and Friday,
P."M., 12:15-1:30, 6-7:30, 8-9:30. Saturday,
P. M., 12:15-1, 6-7:30. _8Sunday, A =
10:50-12; P, M., 12-1:10, 7-9:30.
KMBC—Aladdin Hotel. Kansas City. 1000
waltts; 950 l§c. Arthur B. Church, man-—
ager. Full time.
KKWKC—\\'erby Bildg.. 3%th and Main Sts.,
Kansas City. 100 watts; 1370 ke, R. E.
Holbrook, manager. Time schedule: ‘Week
days, A. M., 8-11; . M., 2-11. Sunday, 12
noon-4.
WDAF — Star Bldg.. Kansas City. 1000
watts; 610 ke. H. Dean Fitzer. director.
No other data uP to press time.
W HB—Hotel Baltimore, Kansas City. 500
watts; 860 kc. John T. Schilling, director.
Time schedule: Dalily, 7 A. M.-6:30 P. M,
KFEQ—Hotel Robidoux, St. Joseph. 2500
watts; 680 ke. Clarence Koeh, manager.
Time schedule: Daily, 6 A. M.-sundown.
KGBX—1%th and Frederick Ave., St. Jo—
seph, 100 watts: 1310 ke. H, A. Jerry
Hall, program director. Time schedule:
Week days, A. M., 6:30-8, 11:30-12 noon.
Monday and Friday, P. M., 12 noon-1,
4:30-9. Tuesday, P. M., 12 noon-1, 4-10.
Wednesday and ‘I‘hursdny. P. M., 12 noon-—
1, 4:30-10. Saturday, P. M.. 12 noon-2,
4:30-10. Sunday. A; M., 11-12 noon; P. M.,
12 noon-1:30, 3-8:30.
KMOX — Hotel Mayvfair, St. Louis. 5000
watts; 1090 ke. J. H. Higgs, commercial
manager. Full time.
KW K-—~Hotel Chase, St. Louis. 1000 watts;
1350 ke. Thomas P. Convey, president.
Full time.
wIiL—Melbourne Hotel. St. Louls. 250
watts daytlme, 100 watts nighttime: 1200
ke. L. A Benson, general manager. Time
schedule: Dally except Thursday. 7 A. M.—
midnight. Thursda%'. T A M-i:4b P M.,
9 P. M.-mldnight. Sunday, noon-6 P. M.

MONTANA
KQHL—Billings. 500 watts: 950 ke. Eric
Thornton, manager. Full time.
KGIR — 121 W. Broadway, Butte. 500

. E, B. Craney, manager.
Full time

KF8B — Park Hotel. Great Falls. 2500
watts daytime, 1000 watts nighttime; 1280
ke. Jessie Jacobsen, manager. Full time.
KGEZ—Ruffalo Blk., Kalispell. 100 watts:
1310 ke. John E. Parker, manager. Time
schedule: Week days. A. M., 11-12 noon;
P. M., 12-2, 5:30-8.

Broadcast Advertising



W 4 5 First Station to Guarantee

Radio Advertising
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WLS, The Prairie Farmer Station, refuses to broadcast dishonest

advertising and positively guarantees its audience fair and
honest treatment in dealing with its advertisers.

WLS

THE PRAIRIE FARMER STATION - - CHICAGO
BURRIDGE D. BUTLER, PRES.
1230 W. WASHINGTON BLVD. ]
I

SEVERAL months ago WLS set a precedent in
the broadcasting field by announcing that the
same guarantee applicable to black and white
would govern all radio advertising contracts. This
forward step was taken in recognition of the fact
that radio advertising must have the confidence of
listeners if it would secure profitable returns.

Today, WLS enjoys an unparalled listener confidence.

It is such confidence that secured
410,375 letters during 1929 and
272,733 letters the first three months
of 1930.

It is such confidence that secured
for one manufacturer, with half
hour programs, more than 16,000
inquiries at the dealer’s stores, from
eight broadcasts, or an average of
2000 inquiries a program.

It is such confidence that secured
27,685 inquiries from a series of 22
half hour programs or an inquiry
cost of 26 cents each.

It is such confidence that secured
1,227 inquiries from 2 fifteen min-

ute daytime broadcasts for an ac-
count appealing to women.

It is such confidence, combined with -

the services of an experienced pro-
duction department including spe-
cialists in radio copy, music and
productions, a trained staff of an-
nouncers and modern mechanical
facilities, that will insure the suc-
cess of your radio advertising cam-
paign when broadcast by WLS.

You are invited to have the WLS
Production Department develop
your broadcast advertising plans.
This involves no obligation. Ad-

dress C. G. Gilbert,, Commercial
Manager.

I

The Prairi 1230
€ r'rairic W. Washington
Farmer Boulevard,
Station CHICAGO

April, 1930
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NEBRASKA

KMMJ—Clay Center. 1000 watts: 740 ke.
H. H. Johnson. Time schedule:. Week
da)'s.PS .»\\l. M.-5:45 P. M. Sunday, 5 A. M.~

KFAB — Lincoin. 5000 watts; 770 kc.
Diletrich Dirks, manager. Time schedule:
Dally, A. M., 6-12 noon. Monday, Wed-
nesday, Friday and Saturday, P. M., 12
noon-8, 10~12, Tuesday and Thursday, 12
noon-8, Sunday, 12 noon-6 P. M.
KFOR—136 S, Twelfth St., Lincoln, 250
watts daytime, 100 watts nighttime; 1210
ke. No other data up to press time.
WJAG—116 North 4th St., Norfolk, 1000
watts: 1060 ke. T. A. Bandelin, advertising
director. Time schedule: Week days, 7
A. M-7 P. M, Sunday, 11 A. M-6 P. M.
KOIL—Box 1214, Fontenelie Hotel, Oma-
ha. 1000 watts; 1260 kc. George Roesler,
commercial manager. Time schedule:
dally, A. M., 6-10:30, ll:30—mldnl§hl.
WAAW — 600 Omaha Grain Exchange
Bidg., Omaha. 500 watts; 660 kc. James
Tompson, advertising manager. Time
schedule: Daily, 6 A, M.-6 P, M.

WOW -— 14th and Farnam Sts, Omaha.
1000 watts; 590 kc. Marie Klieny, commer—
cial manager. Time schedule: Monday, A.
M., 7:15-10, 10:45~12 noon; P. M., 12 noon-
4:30, 5-12:15. Tuesday, A. M., 7:15-10,
10:45-12 noon; P. M. 12 noon—4:30, 3-8,
9-11:30. Wednesday, A. M, 7:15-10, 10:30-
12 noon; P. M., 12 noon-4:30, 5-9:30, 10:30-
11:30. Thursday, A. M., 7:15-10, 10:45-12
noon; P. M. 12 noon—4:30. 5-11:30. Fri-
day. A. M.. 7:15-12 noon; P. M.. 12 noon-
4:30, 5-11:30, Saturday. A, M., 7:15-10,
10:45-12 noon: P. M., 12 noon-11:45. Sun-
day. A, M., 7-8:30, 9-11:30; P. M., 12:30-5,
6-6:30, 7-11.

KGBZ—1715 Grant Ave., York. 1000 watts
daytime, 500 watts pighttime; 930 ke.
Geo. R, Miller, manager. Time schedule:
Week days, A. M., 5-6, 7:30-9:30, 11-12:30.
Monday, P. M., 2-3:30. 3-6:30. Tuesday
and Saturday, P. M., 2-3:20, 5-6:30, 8:30-
midnight. Wednesday and iday, P. M.,
2-3:30, 5-6:30, 8:30-10. Thursday. P. M.,
2-3:30. 5-6:30, 7-midnight. Sunday, A. M.,
9:15-11:15; P. M., 1:30-3, 4:30-6, 7-8:30.

NEVADA

KOH-—-38 W. First St.,, Reno. 100 watts:
1370 ke, Time schedule: Week days, A.
M., 8-12 noon; P. M., 12 noon-8. Sunday,
10 A. M-2 P. M.; P. M, 7-10.

NEW HAMPSHIRE

WBRL—Tiiton. 500 watts; 1430 kec. No
other data up to press time.

NEW JERSEY

WCAP—Asbury Park Chamber of Com-
; 1280 kc.
Thomas F. Burley, business manager.
Time schedule: Monday, A. M. 9-10:30;
P. M.. 5-8. Tuesday, A. M., 9-12 noon: P.
M., 6:30-midnight. Wednesday. A, M., 9
11; P. M., 4:30-8. Thursday, A, M., 9:30-
12 noon: P. M,, 5-midnight. Friday. A. M.,
9-12 noon; P. M., 6:45-9. Saturday, A. M.
10-10:30; P, M.. 3-midnight. Sunday. A.
M., 1-4: P. M, 5-6, 8-midnight,

— City Hall, Atlantic City. 5000
watts; 1100 ke. Edwin M. Spence, com-
mercial manager. Time schedule: Week
days. A. M., 11:30-12 noon: P. M, 12
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noon-2, -6, 8~-12 midnight. Sunday, P. M.,
4:30-6. 9:15-12.
WBMS — 6 Banta Pl., Hackensack. 250
watts; 1450 ke, W, W, West, managing
director. Time schedule: Monday, Wed-
nesday, Fridiy and Sunday. A. M., silent.
Tuesday and Saturday, A. M. 10, P. M.,
6-9. Wednesday, P. M., 3-6. Thursday, A.
M., 10-12; P, M., 9-12. Monday and Fri-
day., P. M., 12 noon-3. Sunday, P. M., 12
noon-2, 5:45-7:30,
WAAT — 91 Sip Ave., Jersey City. 300
watts; 1070 kc. D. D. Hollenback, man-
ager. Time schedule: Week days, 8:30 A.
M.-6 P. M. Sunday, 8:30 A. M.-3:15 P. M.;
P. M., 4:30-6.
wIiBS — Jersey Observer Bldg., Jersey
City. 250 watts: 1450 ke. H. J. Lepper.
managing director, Time schedule: Di-
vides time with statlons WBMS., WNJ and
WHKBO — Jersey Observer Bidg., Jersey
City. 250 watts: 1150 kc. Time schedule:
Divides time with stations WBMS, WNJI
and WIBS. Monday and Friday, A. M,
10-12 noon.” Wednesday, A. M.. 8-10. Mon_
day. P. M.. 9-12 midnight. Tuesday, P.
M., 3-6. Wednesday, P. M., 6-9, Thurs-
day, P. M., 12 noon-3, Friday, P. M., &-
10, Saturday. P, M., 3-6. Sunday, 2-3:30,
9:30~12 midnight.
WAAM — 1060 Broad St., Newark. 2000
watts; 1250 ke. Ira K. Nelson. manager.
Time schedule: Week days, A, M. 7-9,
10-12 noon. Monday, P. M., 10-1 A M.
Tuesday, Thursday and Saturday, P, M..
2—4:30. 6-9. Wednesday and Friday, P, M.,
2-4:30, 9-1 A. M. Sunday, A. M., 11-12:30
noon,
WNJ—Newark. 250 watts; 1450 ke. Her-
man Lubinsky, general manager. No other
data up to press time.
WOR--1440 Broadway, New York City.
Studio. Newark. 5000 watts; 710 ke, Wa
:fr J. Neff, commercial department. Full
me.
WPAP—Palisade. 250 watts; 1010 kc. No
other data up to press time.
WODA -— 115 Elllson St., Paterson. 1000
watts;: 1250 ke, Richard E. O'Dea, general
manager, No other data up to press time.
wJBI|—Red Bank. 100 watts; 1210 ke. No
other data up to press time.
WOAX~—600 Ingham Ave.,, Trenton. 500
watts: 1280 ke. F. J. Wolft, owner., Time
schedule: Monday, Tuesday, Thursday and
Friday, 11:30 A. M.-2 P, M. Wednesday
and Saturday, 11:30 A. M.-2 P. M.. § P.
M.—-midnight. Sunday, A. M., sllent; P.
M., 83-midnight.

NEW MEXICO

KGGM Franciscan Hotel, Albuquerque.
500 watts; 1230 kec. W. E. Whitmore
manager, Time schedule: Week days, A.
M.. 10-12 noon: P, M, 12 noon-2, 6-9,
Sunday, noon-2 P. M.

NEW YORK

WMBO — 9 Genesee St., Auburn. 100
walts; 1310 kc. George Stevens, manager.
Time schedule: Monday, Tuesday, Wed-
nesday and Thursday, 11:30 A. M.-1:30 P.
M.; P. M., 5-7:30. Friday. A. M, 11:30-2;
P. M. silent., Saturday, silent. Sunday,
. M., 9:30-11:15; P. M., 4-7:30.
wB8BC—Brooklyn. 500 watts; 1400 ke. No
other data up to press time.

WIBW

SSURES the advertiser thorough
coverage of the rich rural and
small town market of Kansas.

Member Columbia Chain
580 Kilocycles

The Capper Publications

TOPEKA, KANSAS

WLTH — 306 Washington St., Brooklyn.
500 watts; 1400 ke, S, J. Gellard, commer—
cial manager. Time schedule: Monday and
Friday, A. M., silent. Monday P, M., 1:30-
4. 9-10:30. Tuesday, A. M., 1E80-1:30 P.
M: P. M., i:30-9, Wednesday, A. M., si-
lent: P, M., 4-6, 10-1:30 A, Thursday,
A. M., 9-11:30. Saturday, A. MJ 11-1:30 P.
M. Thursday and Saturday, Po M., 6-7:30.
Friday, P. M, 1:30-4, 9-10. Sunday, P. M.,
1:30-3, 10:30-midnight.

WMBQ — Brooklyn. 100 watts; 1500 kc.
Lillian E. Kiefer, commercial manager.
No other data up to press time.

WSGH — Brooklyn. 500 watts; 1400 kc.
Charles L. Bennett, general manager. No
other data up to press tima.

WEBR—T735 Maln St,, Buffalo. 200 watts;
until local sunset, 100 watts thereafter;
li'HO ke. H. H. Howell, president. Full
time.

WGR—Rand Bidg., Butfalo. 1000 watts;
650 ke, Full time.

WKBW-—Rand Bldg., Buffalo. 5000 watts;
1480 ke, Full time.

WKEN—Rand Bldg.. Buffalo. 1000 watts;
1040 ke. C. M. Alien, manager. Time
schedule: Week days, 7:30 A, M.-6:69 P.
M. Sunday, 12 noon-6:59 P. M,
WMAK—Hand Bildg.. Buffalo. 750 watts;
900 ke. Time schedule Monday, Wednes-
dlny and Friday, full time, Sunday, half
time.

WCLB—Long Beach. 100 watts; 1500 ke.
Henry S. Nadelwelss. general manager.
Time schedule: Week days, A. M., silent.
Monday and Friday. P. M., 2-6, 8-10. Tues-
day, P. M., 2-6. Wednesday, P. M., 2-6,
10-midnight. Thursday, P. M.. 2-6, 6-8.
Salurdny“ P. M., 3-6, 6-9. Sunday, A. M.,
9-11; P. M., 11-midnight.

WBNY—New York City. 250 watts; 1350
ke. Dr. 8. N. Baruch, manager. No other
data up to press time.

WCDA—27 Cleveland Pi., New York City.
260 watts: 1350 ke, Time schedule: Dallg.
A. M., sllent. Saturday and Sun_da%'. g
M., 9-midnight. Monday, P. M., 3-6. Tues-
day, P. M., 6-9. Wednesday, P. M., noon-
3. Thursday, P. M., 5:30-8:30, Friday, P.
M.. noon-4:30.

WGBS—Hotel Lincoln. 44th St., New York
City. 500 watts daytime, 250 waggts night-
time; 600 kc. Dailey Paskman,”director.
Full time. { g
WHAP—Suite 112, 154 West b7th St.. New
York City. 1000 watts; 1300 ke. Franklin
Ford, director. Time schedule: Monday.
Wednesday., Friday and Sunday. A. M..
silent. Tuesday and Saturday. A. M., 8-12
noon. Thursday, 8 A. M.-1 P. M. Monday.
P. M., 4-8. Tuesday, P. M, 1-6. Wednes-
day. P M.; 12-4, 6-3. Friday, P. M., 12-2.
8-midnight,  Saturday. P. Ef. 1

11:30. Sunday, P. M., 9-10:45, )
WHN-—1340 Broadway, New York City.
250 watts: 1010 ke. No other data up to
press time.

WKBQ—New York City. 250 watts; 1350
ke. No other data up to press time.
WMCA—1697 Broadway, New York City.
500 watts; 570 ke, No other data up to
press time.

WMSG—New York City. 260 watts; 1354
ke. No other data up to press time.
WOV—New York City. 1000 watts; 1130
ke, John Iracl. general manager. No
other data up to press time.

.|||H|
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“We Never Miss a Single Episode”---

is the Predominating Comment in

CECIL#SALLY

—FAN MAIL—

HE constant and cumulative audience built by this recorded serial comic
strip of the air eliminates the guess work of broadcasting circulation. With
Cecil and Sally in “The Funniest Things” as a vehicle to carry the daily adver-
tising messages, the commercial manager of a station can assure the advertiser
proved circulation.

One station spotted Cecil and Sally A chain of grocery stores in the south
in the middle of the afternoon and presents Cecil and Sally at noon to ad-
made the time before and after casy vertise the daily specials to women.

‘o sell through proved audience. A milk company in the west tells
women every morning why they should
use more milk and gives twelve reasons
a week.

. : An electric power company used Cecil
A department store in the north ties and Sally nightly presentations to

An oil company with six products
ives each one a boost each week with
Cecil and Sally presentation nightly.

in the next day’s bargains with Cecil launich a new merchandizifig campaign
and Sally each night. for appliances. .
An automotive accessory manufacturer A chain of drug stores builds good will

with six key approaches devotes one and brings in trade by giving away
night each week to each of the six pictures.

with Cecil and Sally. .
A leading metropolitan newspaper
A radio magazine. sold 15000 extra found listener interest sufficient to

copies with a front cover of Cecil and warrant a Sunday Rotogravure full
Sally, page of Cecil and Sally.

Cecil and Sally insure focused attention and listener
concentration for the advertising message. The
advertiser who sponsors them gets more than the
privilege of providing background music for living
room chatter.

Exclusive to one station in each city
— Sample Recordings Available.

PATRICK axo COMPANY

865 Mission St. San Francisco

April, 1930



WRNY-—27 W. bith St., New York City.
250 walts; 1010 ke. R. T. Kiddle, presi-
dent. Time schedule: Divides time with
stations WQAO, WPAP, WHN. Monday,
Tuesday, Thursday and Saturday, 10 A.
M.-1 P. M. Sunday. P. M., 4:30-7:30. Mon-
day. P. M., 6-9. Tuesday. P. M., 5:30-11.
Thursday, P. M., 9:30-no late limit. Fri-
day, P. M., 3:30-9. Saturday, P. M., 8—no
Inte ltmit.

WOKO—Poughkeepsie. 500 watts: 1440
ke. H. C. Smith, manager. Time sched
ule: Week days, 10 A. M-7 P. M.; P. M,
8-9:30. Sunday, 10 A, M.-7 P. M.
WHAM—111 East Ave.. Rochester. 5000
watts; 1160 ke. Ben T. Weaver, commer-
cial manager. Time schedule; Monday and
Wednesday, 8 A, M.-2:30 P. M.; P. M., 5-
11:30. Tuesday, 8 A. M.-midnight. Thurs-
day, 8 A, M.=2:15 P. M.;. P. M., 4:20-11:45.
Friday, 8 A. M.-11:45 P. M. Saturday, 8
A . M-2P M,5 P M-midnight. Sunday,
9:30 A, M.~11 P. M,

WHEC—40 Franklin St., Rochester. 500
watts; 1440 ke. F. B. VanVechten, man-
ager, Time schedule: Monday, 7:30 A. M.~
8:30 P. M. Tuesday, Thursday and Fri-
day, 7:30 A. M.-10 P. M. Wednesday, 7:30
A. M.-10:30 P. M. Saturday, 7:30 A. M.-

On the Air
Since

1922

N”i/

HONOLL LU
We Radio Jervice of
e tiomolulu Averfiser

—1000 watts

—Crystal controlled

—75,000 radio auditors

—One Hundred Million
Dollar Market

KGU

HONOLULU
HAWAII

11:30 P. M. Sunday, A. M., 10:36-12 noon,;
P. M., 4-5:30, 7-8,

WGY-—Schenectady. 50,000 watts; 790 ke.
C‘Iyde Krime, commercial manager. Full
time

WFBL—Jefferson and Warren Sts,, Syra-
cuse. 1000 watts; 1360 ke. Charles F. Phil-
lips, manager. Full time.
WSYR—Syracuse. 250 watts; 570 ke. C.
B. Meredith. owner. Time scheduie: Week
gnl);s.;} A. M.-midnight. Sunday. 10 A. M.-

WWRL—4130 58th St., Woodside, Long
Island. 100 watts; 1500 ke. E. E. Haw-
ley, commercial director, No other data
up to press time.

NOHTH CAROLINA

WWNC — £15 Flatiron Bildg., Asheville.
1000 watts; 570 ke. C. H. Smith, commer-
cial manager. Full time.

W BT—Wiider Bldg., Charlotte. 5000 watts;
1080 ke. E. J. Qluck, general manager.
Time schedule: Week days, 8:15 A, M.-12
midnight. Sundag. 10 A, M.-11:30 P. M.
WNRC—Greenesboro.. 500 watts: 1440 ke.
Wayne M. Neison, manager. Time sched-
ule: Monday, Tuesday, Wednesday,
Thursday and Friday, A. M., 10-11. Mon-
day, Tuesday, Wedneaday and Thursday
P. M., 12:30-2:30. 6:30-9:30. Friday, P, M.
12:30-2:30, 6-9:30, Saturday. silent. Sun-
day, 11 A, M.-2:30 P, M.; P, M., 5:30-9:30.
WPTF Fayettevilie St., Raleigh. 1000
watts: 680 kc. Robert L. Bridger, com-
mercial manager. Time schedule: Week
days, 8:156 A. M.-sunset in San Franclsco.
Sunday, 9:45 A. M.-sunset in San Fran-

cisco.

NORTH DAKOTA
KFYR — Bismarck. 500 watts: 550° ke.
Wl Meyer, commercial manager.
Time schedule: Operating full time excep}l
12:20 noon-1:15 daily and 7:30 P. M.-9 P.
M. Tuesday and Thursday (schedule 7:30
A. M.-10 P. M. otherwise).
KDLR—Devils Lake. 100 watts; 1210 ke.
Bert Wick, manager., Time schedule:
Week days. A. M., 7-12; P, M., i-10, ex-
cept Saturday. Saturday, P. M., 1-3, 7-10.
Sunday, A. M.. 11-12 noon; P. M., 68,
WDAY—Fargo. 1000 watts; 940 ke. E. C.
Reineke, manager. Time schedule: Mon-
day. Tuesday. Wednesday and Friday, 7
A, M-10 P. M. Thursday and Saturday.
7 A M-11 P. M. Sunday. 8 A. M.-{1 P. M.
KFJM—Dacetah Hotel, Grand Forks. 100
watts; 1370 ke. D. Le Masurier, man-
ager. Time schedule: Week days, A. M.

o)

8-10:30. Monday. Tuesday, Wednesday,
Thursday and Friday, P. M., 12 noon-1:30,
5-8, Saturday, P. M., 12 noon-1:30. 5-12
midnight. Sunday, 10:45 A. Mi=0 P. M.
KGCU—Mandan, 100 watts; 1200 ke. No
other data up to press time,

OHIO

WADC--Box 29, Akron. 1000 watts; 1320
ke. R. C. Ringlep, commercial manager.
Time schedule: Week days except Satur—
day., 10 A, M.-midnight. Saturday, 11 A.
M.-12 midnight. Sunday. A M., 10:30-
11:45; P. M., 1-12 midnight.

WFJC—Beacon Jotrnal Bldg., Akron. 500
watts; 1450 ke. L. J. Callinan, manager.
Time schedule: Daily, 12 noon=3:30 P. M..

7 P. M.-midnight.

WEBE—Cambridge. 100 watts; 1210 ke:
Charies A. Wharton, advertising man-
ager. No other data up to press time.
WFBE—Park View Hotel, Cincinnati. 100
watts; 1200 ke. Earl Fuller, general man-
ager. No other data up to press time.

WKRC Hotel Alms, Cinclnnati. 500
watts; 550 ke. E. 8. Mittendorf, general
manager. Time schedule: Week days, A.

M.. 8:45-12 noon. Monday, Tuesday. Wed-
nesday, Thursday and Friday, 12 noon-12
midnight. Saturday, 12 noom=1 A. M.
Sunt{ay. 10:30~12 noon, 12:30 P. M.-11:30
P N

wWLW—Cinclnnati. 50,000 watts; 700 ke.
John L. Clark, general manager. Time
schedule: Week days except Saturday.
6:30 A. M.-2 A, M. Saturday, % A. M.-2
A. M. Sunday. 9:30 A. M.-2 A, M
WSAI—3401 Colerain Ave., Cincinnati. 500
watts: 1330 ke. John L. Clark, general
manager. Full time, 9:30 A, M—12 mid-
night.

WHK—Engineers' National Bank BIldg.,
Cleveland. 1000 watts; 1390 ke. H. How-
lett. commercial manager, Full time.
WJAY—1128 Schotield Bldg., Cleveland.
500 watts; 610 ke, J. H. Jones, Jr., presi-
g;nL Time schedule: Daily, 7 A. M.-6 P.

WTAM-—-1367 East 6th St., Cleveland. 50.
060 watts; 1070 ke. John F. Royal, direc-
tor. Full time.

WAIU—American Insurance Unlon Cita-
del, Columbus. 500 watts: 640 ke. C. C.
Hollenback, manager. Time_ schedule:
Week days, except Saturday. 7:30 A, M.-
12 noon;. P. M., 12 noon-9:47. Saturday,
7:30 A.'M.-12 noon: P. M. 12 noon-2.
Sunday, 10 A, M.-12 noon, 12 noon-9:47 P.
M.

930 KiLocvcLes

322 MeTers

KFWM’s Trained Commercial Staff I\ .ot merchandising

both Radic and (he Printed Page,

and advertising experience in

assures you complete .tle-up with your general

advertising campalgn, thus giving you maximum returns from your advertising

appropriation.

Food Lines Are a Specialty

with us.
perts on our

We have two Food Merchandise nx-
stafl, who are_ personally

acquainted with the Retull and Wholesa'e Food Merchants of Northern Californila.
KFWM’S Programs are hullt fo the standard of pleasing all members of the

average family of five—the averuge famlly being the
common man's famlly, the working man's family, and the middle class family, the

ninety per cent just plaln.American folks,

then use KFWNM,

If this ix the market you want to reach,

This type of audience accounts for the astounding results obtained

by ndvertisers using KFWM as their gocd-will builder.
1000-watt. 100% modulation, crystal-controlled

KFWM’s Equipment .., 10

the hest In the Wesnt

KFEWM’s Transmitter Locate

Beautiful, clear reception, rated among

at the north end of 8an Franclsco Bay,
hits the dials of the 1,500,000 people in

the San Francisco nietropolitan aren with equal powerful force. and is in the center
of the 455000 Recriving Sets of Northern California,

KFWM Is the Only Station

over 600,000 people.

completely serving each of the East San
Franclisco Bay communities of ten cities and
All of these are united as a trading territory. which is served

by KFWM, thix Community's L.eading Broadcasting Station. This East Bay Com-:
munity Is the key merchandising center of Northern California. and is %0 recognized

by all merchandisin

men and newspapers.

Don’'t overlook this distinet trading area

und its leading Radio Station, KFWM, In your next Publicity and Advertising Cam-

pailgn, Consuit our representatives,

The Bureau of Broadcasting. Chicagae: S8cott

Howe, Bowen. New York City. or McEthiney & Associates, Los Angeles, or write to

Radio Station KFWM
Educational Broadcasting Corporation

1520 8th Ave.

Oakland, Calif.

Ask for our Rate Card and Prospectus—they are Free

Broadeast Advertising



“For The Sponsor
Who Imnsists On
Something Different!”

Radio sponsors today have a right to demand pro-

grams which are different! They know that the

outstanding features on the air are those which
have individuality and showmanship. That’s
why stations from coast to coast are using

UNIVERSAL RADIO FEATURES—THEYRE
DIFFERENT!

TESTED FEATURES

«MR. and MRS.” «ROMANCE ISLE”
The original “Mr. and Mrs.” Comicairstrisnfeatu_ringmarooped
domestic comedy of the air. Pug, Colored Trainer, English-

man, Old Maid and Parrot.

«BING FAMILY” SAM ¢<n’ SAL

A comedy of American Family Newest of colored comic strips of
Life, featuring Ma, Pa, Dick air. Doings in Coloredville
and Dot. Boardin’ House.

AND MANY OTHERS

Universal Radio Features are NOT recorded programs.
Original script is furnished for each daily or weekly series.
The Station or Advertising Agent produces the feature with
own characters and musicians. For exclusive independent
station or chain rights or for further information concerning
these “tested features,” address:

UNIVERSAL RADIO FEATURES

INCORPORATED
LITTLE BUILDING--BOSTON, MASS.

S“HEADQUARTERS FOR TESTED RADIO FEATURES"’

April, 1930
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WCAH 31 W, Spring St.. Columbus. 500
watts; 1430 ke. 8. E. Smith. manager.
Time schedule: Week days, A, ., 3-12

noon.

Monday, P. M.,

12 noon-7. 10-1:30

A. M. Tuesday, Thursday and Saturday,
P. M.. 12 noon-9. Wednesday, Friday and

Sunday, P

M., 12 noon-T,

Sunday, A. M., 10-12 noon.

wSs

1380 kec. R.

MK—U. B. Bldg., Dayton.

Good, commercial

9-midnight.

200 watts;
manager.

Time schedule: Week days, A. M., 7-12;

P. M., 12-3,, 4-12 mlidnight. Sunday, A.
M., silent; P. M., 6-11.

wWJw—Richland Trust Bldg.. Mansfield.
100 watts; 1210 ke, Kenneth L. Black-
stone, manager. Time schedule: Week
days, except Saturday, A. M., 8:30-12
noon; P. M., -9, Saturday, A, M,, 8:10-

12 noon; P, M., 5:30-12 midnight,

A. M, 10:30-12 noon: P. M., 4-10.
WHBD—Mount Orab. 100 watts; 1370 kc.
H. Nelson Detrick, manager. Time sched-

ule
P
R.

: Week days. A.
noon-3, 6-11.

Sunday, A.

. M.. 12 noon-10.
WCSO—Springfield. 500 watts; 1450 ke.
manager.

W. Stolzenbach. assistant

M., 10-noon; P. o
M., 10:30-11:30;

Sunday.

M.

Time schedule: Week days, except Friday,

San Francisco

IS THE HEART
OF
NORTHERN

California

KJBS

Has Been Reaching
This Population of
1,500000 Since
January, 1925
2802 Meters 1070 Ke.

WESTERN  ELECTRIC
SoUuND REPRODUCING
SYSTEM
78 R.P.M, 3314 RP.M.

Write for Booklet and
Rate Card

KIBS

1380 BUSH STREET
SAN FRANCISCO

A. M., 10:30-noon. Friday, A, M., 11:30-
12:30. Monday and Saturday. P, M., 8:30-
10, Tuesday, P: M., 6:30-8:30. Wednesday,
P. M., 9:30~11:30, Thursday, P, M. 6-8.
ll-;H‘dsuy, P. M., 7-9. Sunday, A, M., §0:30-

WSPD—Commodore Perry Hotel, Toledo.
1000 watts daytime, 500 watts nighttime:
1340 ke, C. D. Ansted. assistant general
manager. Time schedule: Week days. §
A. M-12:30 midnight. Sunday, 9 A. M.-
12:10 midnight.
WKBN-—Youngstown. 500 watts; 570 kc.
Frank Proudfoot, commercial manager.

OKLAHOMA

KGFF—Ailva., 100 watts! 1420 ke. G. W.
Louthan, manager. Full time.
KOCW-—New Chickasha Hotel, Chicka~
sha. B00 watts; 1400 kc. J. A. Teeters,
commercial manager. Time schedule:
Monday and Wednesday, A, M.. 910,
10:05-11, 11:30-12 noon; P. M., 12 noon-
1:30, 3:30~4:30, 6-10. Tuesday. Thursday,
Friday and Saturday, A M. 9-10, 11:30"
12 noon. Tuesday, Thursday and Friday,
P. M., 12 noon-1:30, 3:30-4:30, 6-10. Sat-
urday, P. M., 12 noon-1:30, 3:30—4:30, 6-
10. 11:30212 ‘midnight. _Sunday, M
12:01 mjdnight-3:30, 9:45-10:30,
noon; P. M., 417,

KCRC — Enid. 250 watts daytime
watts nighttime. 1370 ke. H. A
manager. Time schedule: Week days, A.
M.. 5:30-8:30. 10-12; P. M., 12-2, 6-9:15.
Midnight Tueszday-5:30 A. M. Wednesday.
Midnight Friday-5:30 A. M. Saturday.
Sunday, 10 A. M.-3 P. M,

KFJF—400 Security Bldg.. Oklanoma City.
5000 watts; 1480 ke. Dudley S8haw, man-
aging director. Full time.
WKY—Oklahoma City. 1000 watts; 900 kec.
No other data up to press time.
wBBZ—316 E. Grand Ave.. Ponca City.
100 watts: 1200 kc. Morton Harvey, man-
ager. Full time.

KVOO—VVrIitht Bldg.. Tulsa. 5000 watts;
1140 ke, F A. Hutchinson. manager.
Time schedule: Week days except Thurs-
day, A. M., 7-11, 11:45-12 noon. Monday,
P. M., 12 noon-1:30, 3-4, 5:15-9. Tuesday.
P. M., 12 noon-1:30, 3-4:30, 5:30-9. Wed-
nesday, 12 noon—1:30, 34, 5:30-9. Thurs-

A, ks
10:60-12

100
yler,

day. A. M., 7-12 noon; P. M., 12 noon-
1:30, 34, 65-6:30. 9-12. Friday. P. M., 12
noon-1:30, 3-4, 9-12. Saturday, M

12 noon-1:30, 3-4, 56-7. 10-12. Sunday. A.
81\1.1.09:15—12 noon; P. M., 12 noon-1, 2-5:30,

OREGON
KFJi—Astoria. 100 watts; 1370 ke¢. Geo.
Kincald, manager. Time schedule: Week
days, A. M., 9-12 noon. Monday, Thurs-
day and Friday, P. M., 12 noon-1, 5-8.
Tuesday. P. M., 12 noon-l, 5-11. Wed-
nesday and Saturday, P. M., 12 noon-l1.
65-12 midnight. Sunday, A. M., 11-12 noon;
P. M., 12 noon-2:30.
KORE—Eugene. 100 watts; 1420 ke. No
other data up to press time.
K E X-—201 Terminal Sales Bldg., Portland.
5000 watts; 1180 ke. R. A. Case, manager.
Time schedule: Monday and Wednesday,
T A M~T:30 P. M., 9 P, M.-1 A. M. Tues-
day. Thursday and Saturday, 7 A, M.-7
P.M,8P M-1 A M Friday. 7T A. M-
8 P.M,9% P M-1A M Sunday, P. M,,
12 noon-2, 5:30-12 midnight.
KGW—The Oregonian, Oregonian Bidg..
Portland. 1000 watts; 620 ke. Paul
Helitmeyer, manager. Full time.
KOIN—Broadway and S8almon Sts., Port-
land. 1000 watts; 940 kc. C. Roy Hunt.
manager, Time schedule: Week days. 7
A, M.-1 A. M. Sunday, 11 A. M.-1 A M.
KTBR — 223 Weatherly Bldg.. Portland.
500 watts; 1300 kc. M. E. Brown, com-
mercial manager. Time schedule: Week
days, A. M., 7-10:30. Monday, Thursday
and Saturday, P. M, 2:30-5, 6-7, 8-mid-
night. Tuesday, Wednesday and Friday,
P. M, 2:30-5 6-7. Sunday, A. M., 9-12;
P. M., 12-5, 7-10:30,
KWJJ=—Portland. 500 watts; 1060 ke. John

Egan. commercial manager. No other
data up to press time.
KXL — Multnomah Hotel, Portiand. 100

watts; 1420 ke, H. B. Reud. genera! man-
ager. Time schedule: Dally. 6:30 A, M.-12
noon. Monday, Wednesday and Thursday.
12:30 P. M.—-1 A. M. Tuesday. P. M_, 12:30-
3:30. 5-1 A. M. Friday, P. M., 12:30-6:30,
9-1 A. M. Saturday. 12:30-unlimited. Sun-
day, 12 noon-1 A. M.

PENNSYLVANIA

WCBA—Dime Savings & Trust Bldg.. Al-
lentown. 250 watts; 1440 kc. J. H, Mus-
selman, manager. Time schedule:

days, A. M., 7:30-11. 12 noon-1. 5:30-12
midnight. Wednesday and Thursday,
P. M., 12 noon-1, 5:30-12 midnight., Tues-
day, Thursday and Saturday. P. M., sllent.

Sunday. A. M., 10-12 noon; P. M., 5:30-
12 midnlght.
WSAN—Allentown. 250 watts; 1440 kec.

A. J. D. Halnes, advertising manager.

WHP—104-A 8. 4th St,, H . 500
watts; 1430 ke. W. 8. McC , OWner.
Time schedule: Monday, A. , 1-10:30,

11:55-12 noon; P. M., 12 n

Tuesday, Thursday and Sat . N
7-10:30, 11:55-12 noon; P. 1 12 noon-1,
4:45-12 midnight. Wednesday Friday
A. M, 7-10:30, 11:56-12 nooms P. M., 12
noon-f. 4:45-9, Sunday, 10 M.-3 P. M.
WJAC—Johnstown. 100 watts; 1310 kc.
J. C. Tully, managing direc No other

data up to press time.

WKJC—16 W. King St., Lancaster. 100
watts; 1200 ke. L. H. Bailey, manager.
Time schedule: Week days, ! M. 11-12
noon: P. M, 12 noon-1, 6-8. day (first
and third). A. M., 9:30-12 noon; P. M., 12
noon—12:30, 3-4:30, 7-10:30.

WLBW—Drake Theater Bldg.,, Oil City
1000 watts; 1260 kc. L. E. Ore, manager

Time schedule: Monday, A. .. 8:30-12
noon; P. M., 12 noon-1, 5-11:30, Tuesday.
A. M., 8:30-12 noon; P. M., 12 noon-3.

4:30-12 midnight. Wednesday, Friday and
Saturday. A. M., 8:30-12 noon: P. M, 12
noon-1, 5-12 midunight. Thuraday, A. M.,
8:30-12 noon: P. M., 12 noon-8, 65-1 A. M.
Sunday, A. M.. 10:15-12 noon; P. M., 12
noon-12:30, 2:30-12 midnight.

WCAU — Universal Broadcasting Bldg..
Philadelphia. 10,000 watts; 1170 ke, Leon
Levy, president. Time schedule: Daily, 8
A. M.-12 midnight.

WELK-—Broad and Wood Sts., Philadel-
phia. 100 watts; 1370 ke. AL Klinger,
commercial manager. No other data up
to press time.

WF AN—Hotel Lorraine. Philadelphia. 500
watts; 610 kc. H. Bart McHugh, Jr.,, man-
ager. Time schedule: Week days, A. M..
11-12 noon: P. M., 12 noon-12:30, 2-3:30,
4:30-6:30, 7:30-12 midnight. Sunday, A. M..
sllent; P. M, 3:30-9. N -
W Fl—Phlladelphia. 500 watts; 560 ke. No
other data up to press time.

WIP—Glmbel Brothers, Sth and Market
Sts.. Philadelphia. 500 watts; 610 ke,
Edward A. Davies, manager. Time sched-
ule: Week days, A. M., 9-11. Monday.
Wednesday and Friday, P. M., 12:30-1:30.
3-4:30, 6:30-12 midnight, Tuesday. Thurs-
day and Saturday, M., 12:30-1:30. 3—.
£:30, 6:30-7:30. Sunday, A. M., 10-12 noon;
P. M., 12 noon-3:30, 9-12 midnight. 1
wLIT—S8th and Market Sts., Philadelphia.
500 watts; 560 ke, A, T. Hild, manager.
Time scheduie: Week days, 11 A. M-l P,
M., 2 P. M.-3 P. M., 4:30 P. M.-6 P. M.
Monday, Wednesday and Pl'ld:‘l.)"i 7:30 P,
M.-midnight. Tuesday, Thursday and
Saturday, 7:30 P. M-8 P. M. Alternate
Sunday mornings, Every Sunday after-
noon. 1:30-4:30 P. M. Alternate Sunday
evenings from 6:30 P. M.-9:15 P. M.
WPEN—217 Broad St., Philadeiphia. 250
wilts daytime, 100 watts nighttime; 1500
ke. Full time. .
KDKA—Willlam Penn Hotel, Pittsburgh.
50,000 watts: 980 kc. Time schedule: Week
days, 8 A. M.-12 midnight. Sunday, 11 AL
M.-midnight. .
KQVv—2108 Investment Bldg.. Pittsburgh.
500 watts; 1380 ke. Paul J. Miller, man—
ager. Time schedule: Week days. A. M..
9:30-12 noon; P. M., 12-1, 3-11:30. Sunday.
A, M. 10-11; P. M., 1-10.

WCAE — % Gimbel's Store. Pittsburgh.
1000 watts; 1220 ke. J. L. Kaufman. Full
time.

WJAS—Law and Finance Bldg, ith Ave,,
Pittsburgh. 1000 watts: 1290 ke. H. J.
Brennen. manager, Full time.
WRAW—600 Penn St., Reading. 250 watts:
1340 ke. Vietor C. Diehm. commerclal
manager. Time schedule: Monday and
Thursday, A. M., 7:30-10:30, 11:45-12 noon.
Monday, P. M.. 12 noon-1:15, 6-8. Thurs—
day, P. M., 12 noon-1:15. 6-12 midnight.
Tuesday, Wednesday, Friday and Satur-
day. A. M., 7:30-10.30. Tuesday, P. o
12 noon-2, 6-12 midnight. Wednesday, P.
M.. 12 noon-1:15, 6-8. Thursday. 12 noon-
1:15. 6-12 midnight. Friday, .. 12
noon-1:15, 6-11. Saturday, P. M., 12 noon-
1:15. Sunday, A. M., 10-12 noon; P. M,
6:30-10:30.

WGBI—116 N. Washington Ave. Scran-
ton. 250 watts; 880 kc. Frank Megurgee,
manager. Time schedule: Week days. A.
AM.. 11-12 noon. Monday, Wednesday.
Thursday and Saturday. P. M., 12 noon-
12:30. 1:30-3:30, 5:50-12 midnight. Tues—
day and Friday. P. M., 12 noon-12:20, 1:30-
3:30, 5:50-8. Sunday, 10 A. M.-11 P. M.
WBAX—Wilkes-Barre. 100 watts; 1210 ke.
A. A. Killian, manager. No other data up
to press time.

WBRE—WIllkes-Barre. 100 watts: 1310 ke.
Louls B. Baltimore, general manager. No
other data up to press time.

RHODE ISLAND

WMBA 19 Broadway. Newport.
watts; 1500 ke. L. J. Beebe, owner. Time
schedule: Daily, A. M., silent; P. M., 12
noon-1, 4-5, 8-10.

Broadcast Advertising



Well On the Way to
Another SALES RECORD

ARADIO station may claim
leadership in its field by
pointing to any one of a dozen
different things. But nothing
really shows leadership, except a
lusty sales growth, in the face of
all competition.

Talk 1s cheap. But when adver-

tisers lay their dollars on the line

in increasing quantities, year after
1929 year, that means something.

WBBM'’s revenue for the first
quarter of 1930, shows an increase
of 959, over the same quarter in
1929, and 2009, over the same
quarter in 1928,

- There can be but one reason for
this,. WBBM must produce

results.

We will gladly send to any agency
representative or space buyer a
complete report showing the divi-
sion of WBBM'’s time by local and
C. B. S. sustaining hours; local,
national and C. B. S. commercial
for i est anarters o 1928, hours. Just write.

for ¢
1929 and 1930.

389.4 Meters
Watts Clear Channel

410 North Michigan Avenue,

Chicago

April, 1930 33



WPAleTo2‘fO \'l{t:‘lln hS;.( gawtuckel 100 SOUTH DAKOTA.
watts; C. P tone, manager. 2
Tie sebedule: Week days A M. 10—1" KSOO—Carpenter Hotel, Sioux Falls. 2000

Monday, Wednesday and Friday P. M.,

watts; 1110 kc. Joseph Henkin, director.

noon-12:30, 6-9, Tuesday, P, M., 12 noon- Time schedule: Week days, 7:30 A, M.—6:30

M ) . M.,

Tom 8 Tytrelay Sod Saturdiiy, B Mo MAT niimaay o A Nk . 2, 498 T
12 noon-12:30, 6-8:30. Sunday, silent. KGCR—Watertown, 100 watts; 1210 ke.
WEAN—126 Mathewson S8t., Providence. Fred Stuelpnagel, Jr., advertising man-
500 watts daytime, 250 watts nighttime: ager. No other data up to press time.
780 ke. R. L. Harlow, manager. Time WNAX -— Yankton. 1000 watts; 570 ke.
schedule: Daily, 8 A. M.-1 A, M. Fuii Charles H. Gurney, advertising manager.
time. Time schedule: Week days, 6 A, M.-mid-
WJAR—Outlet Company, Providence. 400 night. Sunday, 9 A. M.-midnlght.

;ntts. ’!:‘:g lkc.WJ.kBO)le pm—dlrsecttor TENNESSEE

ime sc! ule: eek days, except Satur- WOP|—State and 2"nd St.. Bristol. 100
day, A. M., 8:15-12 noon. Monday. P. M., watts: 1500 kce. W \v\' lison, owner.
12 noon-2, 5:30-11:30, T“eldﬂ)- P~ .\l.. Time schedule: Week day s, A. M., 11-12
12 noon-2, 4-11:45. wed"eﬂd*‘i noon; P. M., except Friday. 12 noon-1, 6
pors. ;&1-141540 ﬁ'l;'(}}{;’d*{}' 11213‘ 300:"2- 9:30. Friday, P. M., 12 ngon?l g-lo :30.
8. 4. <45, » Bl A2 Y e = i 100n-
Basiight” Setirday, A Y AT o o AP R noon; ot ag
noon; P. M., 12 noon-3:30, 5: .10-11' :156, 8Sun- WDOD—615 Market 8t,, Chattanooga. 2500
day, P. M., 2:45-11. watts to local sunset, 1000 watts there-
WLSI—Providence. 100 watts; 1210 kec. after: 1280 ke, Frank 8. Lane, manager.
Time schedule: Full time with the excep- Full time.

tion of 10 A. M.-12 noon and 6 P. M.-8 P. WNOX—114-120 Gay St., Knoxville. 2000

M.

watts daytime, 1000 watts nighttime; 560

KFKB

The
Pioneer Station of Kansas

— —

The outstanding station of
Kansas with programs that
are so diversified they appeal
to the middle west farmer as
well as to the city dweller.

5000 WATTS — 1050 KiLoCYCLES
CrystaL ConTROL  — 1009, MODULATION

More Power than any other
Kansas Station

Rate Card Mailed on Request
Member National Association of Broadcasters

KFKB

Broadcasting Association Inc.

MILFORD, KANSAS

34

ke, 8. E. Adcock, manager, Time sched-
ule: Week days, A. M,, 11:30-12; P. M.,
except Saturday, 12-2, 6-11. Saturday, P
M., 12-2, ¢-midnight. Sunday, A. M.,
11:20-12; P. M., 12-2, 6:30-9:30.
WOAN—Lawrenceburg. 500 watts; 600 ke,
James D. Vaughan, program director. No
other data up to press time,

WGBC—235 8. Lauderdale 8t., Memphis.
500 watts; 1430 kec. Francls 8. Chamber-
Iin, director, Time schedule: Tuesday,
Thursday, Saturday and Sunday. full
t“ﬂe.t Monday, Wednesday and Friday,
sllent,

WHBQ — Dermon Bldg., Memphis. 100
watts; 1370 ke, Thomas Thompson, man—
ager. Full time,

WMC—30 N. Second St., Memphis. 1000
waus dn)tlme 500 watts nighttime; 780
ke. H. P. Heber( commercial manager.
Full time.
WREC—Hotel Peabody Bldg.,, Memphis.
1000 watts to local sunset, 500 watts
thereafter: 600 kc. H. B. Wooten, man-—
ager. Full time,

WLAC—159 ith Ave., No.. Nashville. 5000
watts; 1470 ke. Tim Sanders, commercial
manager. Time schedule; Dally, A. M., 6-
10; P. M., 12 noon-4, 6-10.

WSM7th Ave. and Union St, Nashviile.
5000 watts; 660 kc. George D. Hay, di-
rector. Time schedule: \[ondny Wednes—
day and Friday, A. M. 9:30-12; P. M., 12-
1:30. 2:30-midnight. ‘Tuesday, A. M., 9
12; P, M., 12-1:30, 3—-midnight. Thursday,
A. M. 9:30-12; P. M.. 12-1:30, 3-midnight.
Saturday, A. M., 9:30-12; P M., 12-1
midnight. Sunday, A. M., 11-12:15; P. M.,
3=4. 5-10:15.

WTNT—Nashville. 5000 watts; 1470 ke.
J. F. Waldrum, manager. Time schedule:
Dlalll\)t" 10 A. M.-noon; P. M,, 4-6, 10-mid-
nig

WSIX-—=Springfield, Tenn. 100 watts; 1210
ke. J. Draughon, manager. Time sched-
ule: Week days, P. M., 12 noon-1:30, 6~
8:30. Sunday, P. M., 2:30—4.

TEXAS

KFYO—Abliene. 250 watts daytime, 100
watts nighttime; 1420 kc, No other data
up to press time.

KQGRS — La Belle Park, Amarillo. 1000
wntts 1410 ke. E. B. Gish, owner. Time
schedule:

WDAG — Amarillo. 250 watts; 1410 kc.
Time rchedule: Week days, A. M., 8-10:
P. M., 12:45-2:15, 7:10-9, Tuesday, 9:30 P.
M.-10'P. M.. in additlon to dalily schedule.
Sunday, A. M., sllent; P. M., 7:30-9:30.
KUT—Austin. 100 watls 1600 ke. M. A.
English, manager. Full time.
KFDM—Magnolia Petroleum Co.. Beau-
mont. 1000 watts daytime, 500 watts
nighttime; 560 kc. L. Smith., commercial
manager. Time schedule: Monday. Tues-—
day, Wednerday and Thursday, A. M,
6:30-12 noon: P. M., 6-10:30. Friday, Sat-
urday and Sundnv A. M., 6:30-12 noon.
Friday, P, M., 6-12 mldn(xht Saturday,
P. M., 6-2 A. M. Sunday, P. M., 12 noon-
6. 7:30-8:30,

KW WG—Chamber of Commerce. Browns-
ville. 500 watts; 1260 ke. W. L. Pender-
graft, manager. Time schedule: Week
days, A. M., 9-10:30, 11-12:30 poon; P. M.,
2:30-4:30, 7-11, Sunday. 11 A. M.-12 noon,
KGKB—Brownwood. 100 watts: 1500 kec.
E. E. Wilson, manager. No other data
up to press time.

KFGI — Box 1508, Corpus Christi. 100
v;'au.u- 1500 kc. Dr. E. M. Wilson. Ful)
time

KRLD—1528 Klrby Bld% Dallas. 10,000
watts; 1040 ke. hilton. manager.
Time schedule: Week days, A. M, 2-
10, 11-11:30. Monday, P. M., 12:30-5:30,
6-7, 9:30-12:30 midnight. Tuesday. P. M..
12:30-8, G: 30—4 8—9 30, 11-12 midnight.

Wednesddy 12:30-7. 8-9, 10-11,
Thursday, . .\l 12 30-5:30, 6-7, 8-9. Fri-
dny, P M., 12:30-7:30. -9, 10-11. Sat—

urday. 12:30-6:30, 6:30-7. 8-12 midnight.
Sunday, A, M., 8:15-8:45, 9:30-10:30: P. M.,
12:30-7. 8-9, 11-12 midnight.

WF AA—Baker Hotel, Dallas, 50,000 watts:
800 k¢. Robert 8. Pool, managing dllector.
Time schedule: Week days, A. M., 6-7, 8-
9, 10-11; P. M., 12-12:45, 12:45-1. 1:30-2,

2:30-3, 3:30-4, 4:30-5, 5:30-6. h[ondav
Wednesday and Frlday. 6 P. M.-9 P. M.
in addition to daylight echedule Tuesday,
Thursday and Snturd'\! M.-mid-
night in addition to daylight schedule,
Sunday, A, M., silent; P. M., noon-3 P.
M., 6-9:30,

WRR—Dallas. 500 watts: 1280 kec. John
Thorwaid, director. No other data up to
press time.

KOB--8tate College. New Mexico. 20,000
wattx; 1180 ke, E. E, Wilson, commercial
manager, Engie Broadcasting Co.. El Paso,
Texas. Time schedule: Full dnvtlme al-
lowed, Monday. P. M., 5-7:30, 8:30-10.
Tuesdny, P. M., 5-7:30, 8-9. \Vednesdn,v.
P. M., 5-8, 8:30-10. Thursday. P. M,, 5-
7:30, 8-9:30, Friday. P. M., 5-8; $-10. Sat-
urday. P. M., 5-9. Sunday, P. M., 5-9.

v
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DO you realize that month by month
we can show you the exact expen-
ditures for Radiocasting on all the
“Chains” and “Networks? Each
individual buyer of time is listed and
expenditure given. A monthly com-
parative analysis of expenditures enables
you to check the growth or recession
with absolute accuracy of this mode of
advertising.

This is only one of the many excellen-
cies of the

NATIONAL ADVERTISING RECORDS
Small in Cost. Big in Service.

Let our nearest office show them.

National Register Publishing Company

Sole Selling Agents
245 Fifth Ave., New York
7 Water St., Boston
140 S. Dearborn St., Chicago
Russ Bldg., San Francisco
Chamber of Commerce Bldg., Los Angeles
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WDA H-—Hotel Paso del Norte. ElI Paso.
100 watts; 1310 ke.” E. E. Wilson, manager.
'l:lme schedule: Monday, Wednesday and
Friday, A, - T=10; P. M., 14, 7-10.
Tuesday. Thursday and Saturday, A. M,
10-12 noon; P. M., 12 noon-l, 4=7, 10-12.
Sunday, A. M., 7:30-12 noon; P. A1, 1-3,
7:30-9.

KFJZ—Fort Worth. 100 watts; 1370 ke.
W. B. Decker, manager. No other data.
up to press time.

KSAT-—-Fort Worth Natlonal Bank Bldg..
Fort Worth. 1000 watts; 1240 ke, F. P,
Nelson, commercial manager. Time
schedule: Week days. A. M., 6-7. 89, 10-
11; P. M., 12:30-2, 3-4, 5-6, 7-8, 9-10. 11—
12 midnight. Also Thursday, 12:01 A, M.
to 6 A. M. Sunday, slient.

WBAP-—Fort Worth. 50,000 watts; 800 kc.
A. L. Shuman, advertising director. Time
schedule: Week days, A. M., 7-8, 9-10, 11-
12; P. M., 1-1:30, 3-2:30, 3-3:30, 4-4:30, 5-
5:30; also Monday, Wednesday and Friday,
9 P. M.-midnight; Tuesday. Thursday and
Saturday, 6 P. M.-9 P, M. Sunday, 10 A,
M.—noon; P. M., 3-6, 9:30-midnight.
KFLX-—Galveston. 100 watts; 1370 k¢, No
other data Up to press time.
KFUL—Buccaneer Hotel, Galveston. 500
watts; 1290 ke. Fay M. Nash, manager.
Time schedule: Monday and Wednesdny.
A. M. 11:20-12 noon; P. M., 12 noon-1,
6-7:45. Tuesday, A. M., 11:30-12 noon:
P. M., 12 noon-2, 6-7:45, 10-12 midnight.
Thursday, A. M.. 11:30-12 noon; P. M., 12
noon-1:40, 6-7:45, 10-12 midnight. Friday,
A, M., 11:30-12 noon: P. M., 12 noon-1:30,
6-7:45. Saturday, A. M., silent; P. M., 6-
7:45, 10-12 midnight. Sunday, A. M., 11-
12 noon; P, M., \

KRGV — Rio Grande Natlonal Life Ins.
Bldg.. Harlingen. 500 watts; 1260 ke, C.
J. Niemann, commercial manager, Time
schedule: Week days, A. M., 6:30-9, 10:30-
11:30; P. M., 12:30-2:30, 4:30-7, 10-11. Sun-
day. A. M, 8-9:15;: P. M,, 12:30-2, 7:30-9.
KPRC—404 Post-Dispatch Bldg., Houston,
2500 watts daytime, 1000 watts nighttime:
920 ke. fSngham g Roberts, commercial
manager. Full time.

KTLC—MHouston. 100 watts: 1500 ke. A,
)\ll. McWhorter, advertising manager, Full
time.

KTRH-~Rice Hotel, Houston. 1000 watts
daytime. 500 watts nighttime; 1120 kc.
J. G. Belcher, commercial manager. Time
schedule: Dally. 7 A. M.-12 noon; P. M.,
12:30-2:30, 5-midnight.

KGKL—P. O. Box 44, or 50 S. Miiton St.,
San Angelo. 100 watts; 1370 kc. Henry
Ragsdale, manager. Time schedule: Week
days, except Saturday, A. M., 10:45-12
noon; P. M., 12 noon-1:30, 6:30-10. Sat-
urday. A. M, 10:45-12 noon; P. M, 12
noon-1:30. Sunday, A. M., 10:45-12:15
noon: P, M., 1-2

KGCI — St. Mary's University, San An-
tonio. 100 watts; 1370 ke. Sam Liberto,
manager. Time schedule: Week days. A,
M. 10-11; P. M, 12 noon-1, 4-6, 7-8, 10-
11:30. Sunday, A. M., 8-9, 11-12 noon; P
M., 2-3, 7-8. ;
KONO-—St. Anthony Hotel, San Antonio.
100 watts; 1370 ke, Leo G. Weber, man-
ager. Time schedule: Week days, A. M.,
8:30-10. 11-12 noon; P. M., 2-3, 6-7. 8-10.
KTAP—401 Majestic Bldg., San Antonio,
100 watts; 1420 kc. W. E. Remy, adver-

tising manager. Time schedule: Week
days, 7 A, M.-10 P. M. Sunday, A. M., 9
11; P, M., 4:30-6, 7:30-9,

KTSA—% Plaza Hotel, San Antonio. 2000
watts daytime, 1000 watts nighttime; 1290
ke. Claude B. Aniol, manager. Time
schedule: Week days, A. M., 6-11:30. Mon-
day, Wednesday and Friday, P. M., 2:30-
6, 7:45-10:30, Tuesday, Thurasday and Sat-
urday, P. M., 2:30-6, 7:45-10, Sunday, A.
M., 8:45-11; P. M., 12 noon-2, 4-5, 6-10:30.
WOAIl—Navarro and N. St. Mary's Sts.
San Antonio. 5000 watts; 1190 ke, J. G
Cummings, manager, Full time.
WACO—4th floor, Amicable Life Bidg.,
Waco. 1000 watts; 1240 ke. J. M. Gil-
liam, general manager. Time schedule:
Week days, A. M., 7-8, 9-10, 11-12 noon:
P. M, 12-12:30, 6-7. 8-9, 10-11. Sunday, A.
M., silent; P. M., 1-2, 6-7:30.
KGKO—Perkins Snider Bldg., Wichlita
Falls. 500 watts daytime, 250 watts night-
time: 670 ke. D, A. Kahn. manager, me
schedule: Dally, 7:30 A. M.-10:30 P. M.

UTAH

KDYL—6th toor, Ezra Thompson Bldg..
Salt Lake City. 1000 watts; 1290 kc.
Philip G. Lasky, commerclal manager.
Full time,

KSL—35 Richmond St., Salt Lake City.
5000 watts; 1130 kc. Shipley D. Burton,
manager. Full time.

VIRGINIA

WGH—Hotel Warwick,: Newport News,
100 watts; 1310 ke. Edward E. Bishop,
manager. Time schedule: Week days, A.
M., 7:30-10; P. M., 12-2, 5-10:30. Sunday,
A. M., 11-12 noon; P. M., 12-5, 7:30-10:30.
WTAR—Seaboard Alr Line Blg .. Nortfolk.
500 watts; 780 kc. Fred P. fnhler. Jr..
advertising manager. Time schedule:
\Pye;}( days, full time. Sunday, 10 A. M.-11

WLBG—Petersburg. 250 watts dayvtime.
100 watts nighttime; 1200 ke. K.
Vaughan, business manager. No other
data up to press time.

WMBG—914 W. Broad St,, Richmond. 100
watts; 1210 ke, Wllbur M. Havens, man-
ager. Time schedule: Week days, except
Saturday, A. M., 7:30-8:30; P. M., i
Saturday, A. M., 7:30-8:30; P. M., 6-11.
Sunday, A. M., silent; P. M., 6-6:30, 9:30-
10:30.

WRVA—22nd and Cary Sts., Richmond.
5000 watts; 1110 ke. C. T. Lucy, manager.
Time schedule: Week days, A. M. 8:30-
12 noon. Monday, Thursday and Fridav.
P, M., 12-3, 5-12 midnight. Tuesday, P.
M., 12-6, 6-12 midnight. Wednesday, P.
M, 12-3, 5-1 A. M. Saturday, P, M., 5-12
midnight. Sulnday. A. M., 10-12 noon; P.
M 1

M., 12-1, 3-11,

WDBJ—106 Church Ave., 8. W. Roanoke.

500 watts; 930 ke. R. P. Jordan, Time

schedule: Full time week days. Sunday,

A. M, sllent; P, M., 1:30-12 midnight.
WASHINGTON

KXRO — Aberdeen. 75 watts: 1310 ke.
Willlam Field., manager. No other data
up to press time.

KVOS — Hotel Henry. Bellingham. 100
watts; 1200 kc. Fred G. Goddard, man-
ager. Time schedule: Week days. A, M.,
7-12 noon. Monday, Tuesday, Thursday
and Friday, P. M., 12-3. 5-11. Wednes-

day and Saturday, P. M., 12-3, 5-12. Sun-
day, A. M., 10-11; P. M., 7:30-9.
KFQW—Continenta! Hotel, Seattle. 100
watts; 1420 ke. Edwin A. Kraft, general
manager. No other data up to press time.
KJR-—Home Savings Bldg., Seattle. 5000
watts; 970 ke. Thos. F. Smart, manager.
Full time.

KOL—Arcade Bldg., 1321
Seattls. 1000 watts;
Taft, manager,

Second Ave.,
1270 kc. Archie

Time schedule: Week
. Sunday, A. M., silent; P.
M., 4-6:30, 9:30-11:30.

KOMO—Cobb Bldg., Seattle. 1000 watts;
920 ke. B. F. Fisher, manager. Time
schedule: Monday, Wednesday and Fri-
day, 6:55 A. M.—12:30 midnight. Tuesday,
Thursday and Saturday, 7:56 A. M.—12:30
midnight. Sunday, 9 A, M.-11 P. M.
KPCB — Shopping Tower, Seattie. 100
watts; 1500 ke. Harry R. Spence, general
manager. Time schedule: Divides time
with station KPQ. Week days, A. M..
silent; P. M., 6-12 midnight. Sunday, A.
M., 11-12 noon; P, M,, 12-12:30, 7:30-9:30.
KVL—Calhoun Hotel, Seattle. 100 watts;
1370 ke, Arthur C. Daily. Time schedule:
Divides time with station KFBL. Daily.
A. M., silent. Monday. Wednesday and
Friday, P. M, 12-4, 5-12 midnight. Tues-
day, Thuraday and Saturday, P. M., 12-6.
Sunday. P. M., 4:30-7, 9:30-12 midnight.
KXA—Bigelow Bldg., 4th and Pike 8ts.,
Seattle. 500 watts; 570 ke. Walter C. Lo—
gan, commerclal manager, Full time.
KFI10—516 Augusta Ave,, Spokane. 100
watts; 1230 kc. Arthur L. Smith, man-
ager. Time schedule: Week days: 8:30 A.
M.-5:15 P. M. Sunday, A. M., silent; P.
M., 2-5:15.
KFPY — Symons Bldg., Spokane. 1000
watts; 1340 kc. Arthur L. Bright, com-
mercial manager. Full time,
KGA—1023 Riverside Ave., Spokane. 5000
watts: 1470 ke, H. E. Studebaker, man—
ager. Time schedule: Week days. A. M.,
8-12 noon; P. M., noon-midnight. Sunday.
A. M, 10-12 noon; P. M,, 12-11,
KHQ—Spokane. 2000 watts daytime, 1000
watts nighttime; 590 ke. No other data
up to press time.
KDMO 2- Wwinthrop Hotel, Tacoma. 1000
watts; 860 kc. Carl E, Haymond, man-
ager. Time schedule: Week dayvs, A. M.,
6:45-12 noon; P. M. 12-5, 9-12 midnight.
Sunday, A. M., silent; P. M., 12-5 9-12
midnight.
KVIJTacomn Hotel, Tacoma. 1000 watts;
760 kc. M. Mylchreest, manager. Time
schedule: Dalli\;. full time except between
sunset and 9 P, M. :
KPQ — Cnscadlan Hotel. Wenatchee. 50
watts; 1500 ke. E. J. Nagley, manager.
Time schedule: Dally. 7 A, M.-6 P. M.
KiIT—109% E. Yakima Ave., Yakima. 50
watts; 1310 k¢. C. E. Haymond, owner.
Full time.

WEST VIRGINIA

WHIS—Bluefleld. Ioglwnl‘ls: 1'41_1,0 ke. }1(1e2:
neth Beauge, studio dlrector. Time sche
ule: Daily, 12 noon-1:30 P. M.. 6 P. M.-8

T ML
WOBU—Hotel Ruffner, Charleston. 250
watts: 580 ke. Time schedule: Week days.
A. M, 9:30-12 noon; P. M., 1:30-3, 8-10.
Sunday, 11 A. M.-12 noon; P. M., 49.
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Throwing the Radio Spotlight
on the Heart of America

This new KMBC coverage map was made from tens
of thousands of letters comprising the January and
February (1930) listener response. It indicates a cov-
erage considerably in excess of the normal radius that
has been claimed for the station.

It is a significant fact that most national
spot advertisers, in selecting a Kansas City
station, bave chosen KMBC,

OWNED AND OPERATED BY

MIDLAND BROADCASTING COMPANY
KANSAS CITY, MISSOURI
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Rubber
f rom Stamps

g, to

Motorships,

ACH field of endeavor has a trade paper, constantly
working for the betterment of its industry. These papers
y ideas and methods that would take months

convey swiftl
s to become widespread by word of mouth.

May we

Zend. yo?u They create for their industries millions in revenue.
etatls € In addition to its contribution to broadcasting, Broadcast

or even year

Advertising is without question the best advertising medium

for those wishing to reach buyers of time on the air.

Broadcast Advertising
440 South Dearborn Street, Chicago
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WMMN — 320 Main St., Fairmont. 500
watts daytime, 250 watts nighttime; 890

ke. Gene C. Elz, manager. me sched-
ule: Week days, A. ., 10:30-12 noon.
Monday, P. M., 12-4, 47, 7-indefinite.

Tuesday, Wednesday, Thursday, Friday
and Saturday, P. M., 12-4, 7-indefinite.
‘Su?g;y. A. M, 10:30-12 noon; P, M., 2:30-

WSAZ—9291% 4th Ave., Huntington. 250
watts; 580 kc. Time schedule: Week days,
A, M, 6-8; P. M, 12-1:30, 3-8, 10-12 mid-
night, Sunday, A. M., silent;’ P. M., 9-12
midnight.

WWVA—1229 Main St., Wheellng, 5000
watts; 1160 ke. Holland E. Engle, man-
ager. Time schedule: Monday, full time,
9:30 P. M. Tuesday and Thursday, full
time-8 P. M. Wednesday and Sunday,
full time-9 P. M. Friday, full time-$ g
M. Saturday, full time-i:45 P, M., 11-
indefinite.

WISCONSIN

WTAQ—Eau Clalre. 1000 watts; 1330 ke.
Cl. S. Van Gordon, director. Time sched-
ule:

KFiZ—Fond du Lac. 100 watts; 1420 kec.
B. Martin, manager. Time schedule:
WHBY—Box 500, Green Bay. 100 watts;
1200 ke. H. T. Shannon, commercial man-
Time schedule: Week days, A. M.,
10-11; P. M., 12-1, 6-8.

WKBH—Stoddard Hotel, 400 State St., La
Crosse. 1000 watts; 1380 kc. Jos. Calla—
way, manager. Time schedule: Daily ex-
cept Saturday, full time-7 P. M.; there-
after, 8-9. 10-11, Saturday, full time,
WIBA—Madison. 100 watts; 1210 kc. Bert
W. Horswell, director. No other data up
td press time.

WISN—Milwaukee. 250 watts; 1120 ke. No
other data \IR to press time.
WTMJ—The Milwaukee Journal, Milwau-
kee. 2500 watts daytime, 1000 watts night—
time; 620 ke, Commercial department.
Full time.

WIBU—Poynette. 100 watts; 1310 ke. Wm.
C. Forrest, manager. Time schedule:
Week days, A. M. silent. Monday and
Tuesday, P. M., 12-1, 5-8:30. Wednesday,
Thursday, Friday and Saturday, P. M.,
12—1,45_-58. Sunday, A. M., 9-12 noon; P. M.,
2-3, .

W RJN—Hotel Raclne, Racine. 100 watts;
1370 ke. H. J. Newcomb, manager. Time
schedule: A. M., week days, except Sat-

Announcing
a greater |

KYA

San Francisco's
1 Newest and Most Modern |
Radio Station

The first Screen-Grid Trans-
mitter for Pacific Coast
broadcasting — 1000 watt
R-C-A. 1230 kcys.—243.7
meters. Unlimited time.

Programs of outstanding
interest.

Electrically transcribed ad-
vertising programs solicited.

l Send for Rates
| and Schedules

- Pacific Broadcasting Corp. |

! Prospect 3456
988 Market St.

\
| San Francisco, Cal.

urday, silent. Monday, Tuesday and
Thursday, P. M., 12-1, 5:30-10. ednes—
day, P. M, 12-1, 5:30-12 midnight. Fri-
day, P. M., 121, 5:30-11. Saturday, A. M.,
11-12 noon; P. M., 12-2, 5:30-12 midnight.
Sunday, A. M., silent; P. M., 12-1:30, 6-12

WHBL-—Press Bldg., 626-838 Center Ave.,

Sheboygan. 500 watts; 1410 kc. Mona J.

Pape, manager, Time schedule: Week

days, A. M., 7-12 noon; P. M., 12-1, 3:30-

1, 6-8. Sunday, 10:45 A, M.~12 noon.
ALASKA

KGBU — 335 Front St.. Ketchikan, 500
watts: 900 ke. G. E. Burleigh, manager.
Fuil time.

HAWAII

KGU—Advertiser Square, Honolulu, T. H.
1000 watts; 940 ke, Webley Edwards, pro-
gram director. Time schedule: Monday,
Tuesday, Wednesday, Friday and Satur-
day, A. M., 6:15-7:15, 8:30-9:30. Thursday,
A. M., 6:15-7:45, 8:30-9:30. Week days ex-
cept Saturday. P. M., 12-1:15, +10:30. Sat-
urday, P. M., 4-7:30, 9:30-11. Sunday, A.
M., sllent; P, M., +10:30.

MAKING THE AFTER-
NOONS PAY
(Continued from: page 8)
More than that, they were funny
enough to get a giggle any time, and

both lovable types.

Mr. Wasmer subscribed to the
feature and put it on at an hour
which gave the children time to get
home from school. Two weeks after
starting he offered photographs, and
in a few days had 1,100 testimonials
of regular afternoon listening. Con-
sidering fan mail averages, this was
ample proof of circulation, and a
stack of fan mail letters is generally
more convincing than an elaborate
survey.

Mr. Wasmer then used the same
acumen and judgment he demon-
strated when he first addressed him-
self to the problem of afternoon
sponsorship. The focus feature on
which he built his afternoon audi-
ence was not for sale. It was only
a ten-minute program. He had
already spotted just before and just
after this presentation attractive
sustaining programs that were avail-
able to sponsors, and although at
this writing his entire experiment is
less than two months old, these
periods which precede and follow
his focus of interest are going
nicely.

The owner of KHQ, Spokane,
solved a problem as any pubhsher
or director of any other advertising
medium would have attacked it. He
studied his needs and from the
analysis he made found the solution.
There was no guesswork whatso-
ever in the entire process. By study-
ing the obtainable audience and by
deducing from it the nature of ap-
peal required he has achieved re-
sults for himself and pointed the
way for other station owners as-well

.

as other advertisers reach any
specialized audience.

The whole story ca summed
up in a few words. a feature
that fits, and the audiénce will fol-
low. e

B———
THE ADVERTISER
ILOOKS AT DIO

(Continued from page 5)
taken in October, 1929. Roxy’s
Symphony Orchestra is given first
place; Amos 'n’ Andy 25th. This
seems strange until one remembers
that at that time the Pepsodent pro-
gram was less than twe months old,
an explanation that the report does
not find worth including. How-
ever, the poll is summed up thus:
“If the twenty-five leaders in the
Telegram poll indicate anything at
all, they show diversified tastes.”

Study of this and other counts of
program preference lead our text to
decide that:

“Practically nothing exists in
the nature of an up-to-date
study of program preferences
by different types of audience.

“It would be to the advantage
of the broadcasting companies
if they were to obtain a descrip-
tion of their audience as well as
a numerical count, as they
would be able to demonstrate
the low cost of their medium
for reaching restricted markets.

“Perhaps its (advertising’s)
worst fault is its triteness.

“Too many programs are ar-
ranged to please a few execu-
tives, quite out of touch with
popular preferences.

“Of one broadcasting com-
pany’s accounts, 33 per cent are
handled by agencies, 28 per cent
by the broadcasting company,
20 per cent by agdvertisers, and
19 per cent by program bu-
reaus.

“Three or four advertising
agencies control most of the
radio accounts served by agen-
cies.”

Other topics such as record
broadcasting, the best time to broad-
cast, and the effectiveness, accom-
plishments and cost of broadcasting
are also discussed. The general con-
clusion is that “much information
15 still needed by advertisers for
proper evaluation and intelligent use
of this new medium.”

Broadcast Advertis; ng



WOLF! WOLF!

(Continued from page 12)
ten. It is more than possible that
the merchant insisted on poor radio
tactics in the presentation of his ma-
terial.

Now, let me ask two questions of
the world at large. First, why take
an isolated case of failure from a
field of proven successes and hold
it up as a horrible example? Sec-
ond, if local broadcasting is such a
miserable failure, why are large
manufacturers and agencies con-
tracting time on local stations for
spot broadcasting? Surely, so many
of them cannot be wrong.

This thought occurs to me as [
write: If spot broadcasting on lo-~
cal stations is good for the manu-
facturer, it is equally good for the
local merchant, provided, of course,
that his methods and program are
right and suited to the merchandise
he wishes to sell. This last, of
course, applies also to his news-
paper advertising.

But why, I ask you, all this hulla-
ballo from the Editor and Publish-
er? Such stories and comments were
quite common in 1923 and '24, and
thought that they had gone the way
of the silent movie, the theater or-
chestra and bare knees. Since that
time nearly all of the large agencies
have added radio departments in
charge of trained radio executives
and are planning network and local
broadcast programs just the asme as
for publications. Radio has net, in
most instances, hurt publication ad-
vertising. In most cases [ believe
it has helped it.

No wise broadcaster claims radio
to be the great panacea for all ad-
vertising ills. Rather, radio fits into
the picture perfectly. It dovetails
with the newspaper advertisement—
completes the picture. Was there
ever anything finer than the recent
newspaper -radio announcement
made by the Standard Oil Com-
pany? I'll venture to say that thou-
sands read the Standard Oil Com-
pany’s advertising the morning after
this broadcast who would have
missed it entirely if it had not been
for the radio program in connection
with it.

Radio -Station KFH at Wichita
has as one of its owners the Wichita
Eagle. Here is one instance at least
where the lion and the lamb have
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laid down together to their mutual
benefit.

When the present ownership was
arranged and the Eagle entered the
broadcasting field, a conference was
held and it was decided that the
radio station should be operated as
a separate business—competitive, if
you please. It was agreed, how-
ever, that no radio time was to be
given away by space salesmen—nor
should space be given away by time
salesmen. While we are in com-
petition with each other, we tell the
same story, i.e., both Eagle space
and. KFH time are good, but the
combination of the two cannot be
beat.

Why cannot this same argument
be used generally by all newspapers
and radio stations? It has proven
entirely successful in our own case,
as is shown by the following fig-
ures :

In 1929 the Wichita Eagle gained
3,000,000 advertising lines over
1928.

During the same period KFH en-
joyed a 50 per cent increase.

What say we all stop crying
“Wolf! Wolf!” and work a little
closer together for our mutual good.

Two New Shoe Broadcasts Over
Columbia Chain

HE “Shoe Flyer,”” a quarter-hour

weekly broadcast sponsored by the
“Shoes Make the Man” campaign, and a
half-hour program of the W. L. Doug-
las Shoe Company of Brockton, Mass.,
are recent additions on the air over the
network of Columbia. Other new ad-
vertisers using this chain regularly are
the Quaker State Oil Company of Oil
City, Pa, and the Philadelphia Battery
Company with the Philco Symphony
Orchestra.

Will Re_cord Programs Under
Western Electric Patents

LECTRICAL RESEARCH PROD-

UCTS, INC, subsidiary of the
Western Electric Company, has an-
nounced that Sound Studios of New
York, Inc, is now licensed under West-
ern Electric patents, methods and proc-
esses to record and distribute electrical
transcriptions for broadcasting purposes.

Congress Cigar Appoints Fertig
THE Congress Cigar Company of

Philadelphia, makers of La Palina
cigars and extensive users of broadcast
advertising, have appointed the Lawrence
Fertig Company, Inc, New York adver-
tising agency, to handle their advertising.
Their 1930 campaign, which includes two
periods on the air over a national net-
work cach week, will be the largest in
the history of the company.

KWCR

CEDAR RAPIDS, IOWA

A Popular Station in a Populous Area

E have just completed

the installation of new
equipment, comprising not
only power plant units of
the latest type, but a crys-
tal oscillator controlled
transmitter, which allows
closest adherence to fre-
quency and enables us to
broadcast on a 100% mod-
ulation with signals at full
volume and high quality.

N FEB. 1 this new

equipment was tried
out vith a test program.
Promptly responses were
received from Chicago, and
points in Kentucky, New
York, New Jersey and
Louisiana, commenting on
the clearness and strength
of transmission.

OF course you want this
effective station in
your schedules.

BY putting quality into
its broadcasts, it gets
right into the homes of
your prospects in the
wealthiest broadcast area
in the United States.

Write for rates and
prospectus

CEDAR RAPIDS
BROADCASTING CORP.

CEDAR RAPIDS, IOWA

HEINL

Keeps You Informed

on the

National Situation

Heinl Radio Business Lefter

Insurance Building

Washington, D. C.
PRICE $10 A MONTH
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HITCHING A STAR

TO THEIR PROGRAM
(Continued from page 9)
ceding 1ssue, as well as with the
broadcast. For example, the Beauty
Contest was a lead story for two
weeks until Miss Jonesport, in the
person of Lizzie Peters was
crowned Queen of the County. This
event was celebrated with appro-
priate pictures in the Star and edi-
torial congratulation, given as only

Seth Parker could give it.

Typical examples of the quaint
humor of the paper are shown by
some of the local advertisements.

The Jonesport Sardine Factory
makes the claim of “the best of
their kind,” and an advertisement
reading : “For Sale—Four Pullets,
Home Evenings. Sam Tuttle,”
brought forth a deluge of comments.

The back page of the Star is de-
voted to a full display of the Silent
Glow domestic line, and occasional
references to the product are made
in the text of the paper, although
not often enough to be obvious
“publicity.”

There is no question that origi-
nality, humor and persistent main-

Offices in
Toronto
and
Montreal

WE ARE the largest
Radio Advertising Agency
in Canada, now taking care
of over 250 clients on the
air weekly, including chain
programs. Well and favor-
ably known to most impor-
tant Canadian Stations, we
have offices in Toronto and
Montreal. We are open to
act as Exclusive Canadian
Agents for manufacturers of
Electrical Transcriptions or
anything worth while per-
taining to Radio Advertising.

W hat have you?
Associated Broadcasting Co., Ltd.

(formerly Radie Advertisers Services)
407 Lindsay Bldg.
1118 St. Catherine St. West
MONTREAL, CANADA
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taining of interest have made this
little country newspaper an impor-
tant factor in this particular field of
advertising and one of the most suc-
cessful projects of its kind ever at-
cempted.

Cory & Kolbert Direct National
Chain Stores Broadcasts

ORY & KOLBERT, CChicago di-

rectors in public relations, are
directing a thirty-day radio test cam-
paign for the National Chain Store Asso-
ciation over station WLW, Cincinnati.
Four half-hour programs a week, two
afternoon and two evening, are being
used.

The day programs carry home eco-
nomics talks and discussions of the
economic phases of chain store merchan-
dising. The evening broadcasts are short
dramas, each ending with a discussion of
the chain stores. Listeners are invited
to write in concerning the arguments and
cash prizes are awarded to winning
letters.

Associations Use KFWM

HE California State Retail Grocers’

Association, Alameda County Mer-
chants’ Association, United States Build-
ing and Loan Association, Painless Par-
ker Dental System, United Grocers, L.
H. Schrader Stores, Gene Compton's
Chain of Restaurants, ‘and the Great
Western Power Company are now broad-
casting over station KFWM, Oakland,
Calif., that station reports.

New Advertisers Over KOIL
HE Brandeis Stores, Raladam Com-
pany, Barbara Gould Perfume, War-

ner Brothers and the Omaha Bee-News
are now using time over radio station

KOIL, Council Bluffs, Iowa.

New Advertisers at WGBC

EW advertiscrs on the air over sta-

tion WGBC, Memphis, include For-
tune’s, Inc., ice cream manufacturers,
Paul Rever Chain Restaurants and Woolf
Bros., boys’ clothing.

Northwestern Yeast Appoints

Hays MacFarland

HE Northwestern Yeast Company,

Chicago, has appointed Hays Mac-
Farland & Company, Chicago advertis-
ing agency, to direct the advertising on
Yeast Foam, Magic Yeast and Yeast
Foam Tablets. A national broadcast
campaign is now in progress.

Union Oil Starts 12 Months
Radio Campaign

THE Union Oil Company of Califor-

nia recently began using 15 minutes
five days a week over ten Pacific Coast
stations. The campaign, which will run
for a year, is handled through the West
Coast office of G. W. Mcllhiney & Asso-
ciates and is placed by Lord & Thomas
and Logan.

Central Broadcasting Company
Still Owns WOC-WHO

N a letter to “Broadcast Advertising,”
Frank W. Elliott, vice-president of

the Central Broadcasting Company,
Davenport, lowa, branded as “absolutely
incorrect” the rumor that the Peoples
Pulpit Association had purchased con-
trolling interest in WOC, Davenport, and
WHO, Des Moines, Mr. Elliott’s letter
continues :

“As far as I know the Peoples Pulpit
Association does not have one dollar’s
worth of stock in the company, although
there may be some individuals who are
members of the Bible Students’ Associa-
tion, who do have small amounts of
stock.”

Chamber of Commerce

Broadcasts
HE Chickasha Chamber of Commerce

has recently gone on the air over
station KOCW, Chickasha, Okla. Other
new advertisers on that station include
the Stephenson Brown Lumber Com-
pany, the Border McGregor Hospital,
the Home State Life Insurance Com-
pany, Baker, Hanna & Blake, wholesale
dry goods, and the Chickasha Cotton 0il
Company.

Golden Art Hosiery Broadcasts
from WSM

HE Golden Art Hosiery Company is

now broadcasting over station WSM,
Nashville, Tenn. Other new accounts at
this station include Lowe Bros. Paint
Company, Best Foods, Bourjois, Wander
Company, Congoleum-Nairn, Inc., and
Leon Taylor Roofing Company.

Varied Advertisers at WTMJ

RADIO station WTMJ, Milwaukee,
reports the following new advertis-
ing accounts now using its facilities;
Nitrogen Company, O'Neill Oil Com-
pany, Skelly Oil Company, Charis, Geu-
der Paeschke & Frey, and the Glidden
Company.

YOUR BID
Continuity and
Publicity Man

Director of publicity and con-
tinuity at large midwestern sta-
tion sceks connection with
chain, station or agency. Skilled
in writing studio scripts and
commercial programs of all
kinds, as well as listener and
commercial promotion for di-
rect mail, broadcast, outdoor
and publications. Effective as
writer of sales plans and con-
tact man. Agency and newspa-
per copy writing experience.
Familiar with entire broadcast-
ing routine. 28. University
graduate. Visible record of re-
sults. Write Box 401, Broad-
cast Advertising, 440 So. Dear-
born St., Chicago.

Broadcast Advertising



