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Live seasonal features
hold the audience for

KSTP

10,000 WATTS

100, MODULATED

*
Full Time
Schedule
19 Hours
Daily
-
Portable short wave transmitters, such as this golf bag, are used by KSTP
to tell the play-by-play story of important sports events. Phil Bronson, chief
sports anmouncer, ts reporting an important incident of the Ste. Paul §10,000
Open, which will be broadcast again this season.
Summer or winter, spring or autumn, the radio public in the .
Twin Cities and adjacent Northwest listens most to KSTP be- STUDIOS
cause the broadcasts from this station are appropriate to the Hotel Radisson
season, current to the day. In short, KSTP appeals every Minneapolis
day in the year and therefore KSTP delivers the ""punch™ for E :
the advertiser. And 2,000,000 vacationists augment the % ;""'L H|°*e
. rau

reqular audience. [t will pay you to add KSTP to your sales
staff right now. .

ST. PAUL - MINNEAPOLIS
NORTHWESTS LEADING RADIO STATION
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CHOCCO-YEAST nc.

SPRINGFIELD, MASS.

Mr. James Clancy, Businese Mapager
Radio Station WTIC
Hartford, Connecticut

Dear Mr. Clancy:

You will nmo doubt be intereeted in learn-
ing tnat as a direct result of our firet
broadcast over your station with Hank
Keen and nis Cnocco-Yeast Hillcillies we
shipped from our factory yesterday, tnree
carloads of Chocco-Yeaet, aggregating
111,000 pounde, or 45,360 coxes. Our
first broadcast brought approximately
6,200 letters; of these over five hundred
were from retail outlets asking wnere
Chocco-Yeast could be obtained in their
respective territories. The morning fol-
lowing the croadcast we received sixteen
nignt letters from jobvers and wholesalere
acking permission to handle our product.
As a girect result of one of these nignt
letters tnis enormoue shipment went for-
ward yesterday.

we are actually startled with the results
obta ined tnrough our program and we were
wholly unprepared for the tremendous

volume of businees that wae received. To-
day our organization is operating with an
increased force to take care of our orders.
we are so pleased with the fine work accoa-
plished by statiom WTIC tnat we feel we can
heartily recommend it for quick resulte and
wide distribution.

CANDY

SUPREME Youre very truly,

CHOCCOr YEAST, INC.,
4,
o 747 777 B
By

Harry Price

THREE A DAY
1S THE HEALTHY WAY

THE magic of success is always interesting reading but this result
from a single broadcast is startling.

WTIC—the only powerful station in the entire rich New England
territory has a few desirable evening and daytime periods available
for summer booking. Write for booklet.

W T I C THE TRAVELERS BROADCASTING SERVICE CORPORATION
MEMBER OF NATIONAL ASSOCIATION OF BROADCASTERS
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A check of WMAQ fan mail indicates that forty
per cent of the WMAQ audience is located in Chicago;

twenty-four per cent in lllinois outside of Chicage; fourteen

and three-tenths per cent in Wisconsin.

Nine years ago WMAQ was a pioneer in radio broadcasting.
Today WMAQ is still a pioneer in radio—and still one of this
country's leading radio stations, with concentrated coverage

of the second richest market in the United States.

Loyal public support attests the public's reaction to WMAQ's
strict adherence to its pledge: ''To operate in the public inter-

est, convenience and necessity."

WMAGQ's high quality programs have found favor with a high
quality audience—an audience which will respond to the

message of the discriminating advertiser.

"The WMAQ audience is a BUYING audience"

For rates and particulars write

WMAQ, Inc.

THE CHICAGO DAILY NEWS BROADCASTING STATION
Daily News Plaza, 400 West Madison Street . . . Chicago, lllinois

Represented by Advertisers Radio Service, Inc.
60 E. 42d Street, New York City

Broadcast Advertising



G. W. STAMM
Publisher and General Manager

RAY S. LAUNDER
Advertising Manager

Volume 4

20¢ a Copy

440 So. Dearborn

”

JULY, 1931

Street, Chicago

$2.00 a Year

ROBERTSON
Editor
C. A LARSON

Eastern Representative
254 W. 3ist St., New York City

R. B.

Number 4

R ECORDINGS

Their Place in Broadcasting

By M. A. Hollinshead*

Director, Radio Department, CamprseLL-Ewaip ComprANY

AST fall we started a weekly
radio program for the Chevro-

let Motor Company. Captain
Eddie Rickenbacker acted as host
and introduced some American war
hero on each night of the broadcast.
Word began to filter back to the
Chevrolet Motor Company that peo-
ple in different parts of the country
were telephoning to the radio sta-
tions and asking to speak to Cap-
tain Rickenbacker.” One station sent
in a list of over 200 people who
phoned in and asked to speak to
Eddie. They said they were old
friends of his—knew him when he
was a racing driver or as a flier in
France—and they were anxious to
talk to him before he left the studio.
Unfortunately, Captain Ricken-
backer was in the studio in the spirit
only; that is to say, his friends had
heard him in a recorded program.
The statign people would explain
that Captain Rickenbacker’s voice
had been heard by electrical tran-
scription and that the whole pro-
gram was on records. Some of the
callers said they knew all about elec-
trical transcriptions—they were the
phonograph records that carried the
musical part of the programs—but

*An address made at the closed radio
session of the 1jth annual convention of
the American Assoclation of Advertising
Agencies in Washington, D. , April 30,
1931.
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on the other hand they knew Cap-
tain Rickenbacker and the hero of
the evening were right there in the
studio and wouldn’t they please call
Eddie to the phone without any
more conversation about it.

All of which goes to show that
the words “Electrical Transcrip-
tion” are not fully understood by all
radio listeners in spite of the pains
taken by the studios to differentiate
between electrical trahscription pro-
grams and direct broadcasts.

Everybody here, of course, knows
the difference between the two types
of radio broadcasting, because it is
our business to do so. We under-
stand that the electrical principles
are alike in both instances. In a di-
rect broadcast—that is, with live
talent in front of the microphone—
the sound waves are converted into
electrical impulses and are instantly
transmitted to the listener. In a re-
corded program the sound waves are
converted into electrical impulses in
the same way but the transmission
of the program to the listener is sim-
ply delayed.

The sound of the speaker’s voice
in front of the microphone in the
studio passes through over fifty
changes before it emerges as sound
from the loud speaker in your home,
yet the introduction of electrical
transcription adds only two more

changes to the fifty. These two
changes take care of the delay be-
tween the singing of the song in
front of the microphone and our
hearing of the song a week, a month,
or a year later. A direct “in-person”
broadcast restricts the advertiser to
the use of stations that are connect-
ed together by telephone lines. A
delayed broadcast, or recorded pro-
gram, makes it possible to use sta-
tions wherever the express company
can deliver a package of records.
What the listener hears in the case
of either program may be nearly the
same, but let me emphasize the word
“nearly.”

\Ve are all familiar with electrical
transcriptions that sound weak, sour
or muffled and that have far too
much surface noice. They hurt the
cause of electrical transcriptions be-
cause they were not produced right.
The acoustics of the recording
room were wrong — the wax disc
wasn'’t at the right temperature when
cut—or the recording equipment
wasn’t up to standard—or some seri-
ous defect exists which is not in our
province to point out but is the re-
sponsibility of the recording com-
pany. All of us have tuned out bad-
ly recorded programs of this kind
and pondered cynically over what
they were doing to the radio audi-
ence.



On the other hand, I think it is
safe to say that most of us have
heard high-grade electrical tran-
scriptions and believed them to be
direct broadcasts until the radio sta-
tion announcer came in at the end
with his inevitable label insisted upon
by the Federal Radio Commission,
“This program is an electrical tran-
scription for broadcast purposes,
exclusively.”

This latter sort of program, the
highest type of recording, has with-
out question almost all the tonal
qualities of a direct broadcast. This
statement can be made with assur-
ance because it is entirely possible
for an electrical transcription record
to carry almost everything that the
orchestra or the voice has sent into
the microphone. The leading broad-
casting stations, using a modern
transmitting apparatus, are capable
of sending out a signal with a fre-
quency range of from 60 cycles on
the low end to 5,000 cycles on the
high end, and recordings produced
for broadcasting purposes should be
capable of carrying registered im-
pulses of at least this frequency
range.

A good recording goes beyond
this and has a frequency range of
from 30 cycles to 9,000 cycles. Why
is this necessary? The answer is
simple. when we consider that it
takes this range to cover all the in-
struments used in the orchestra
from the lowest bass voice to the
highest soprano. The standard
piano of eight octaves has a range
of from 26 cycles to 8,000 cycles.
Thus, in order to take in all the or-
chestral instruments and human
voices, this wide range of frequency
is necessary and a properly recorded
program carries it all. Therefore,
if a recorded program sounds weak
and thin we are not getting the full
worth of our money because we are
not hearing everything in the band.

All of which is another way of
saying that for all practical purposes
‘recorded programs may bring the
listener as fine and as faithful a re-
production of the music or the
speech as a direct broadcast if the
transcription is properly prepared
and if the pick up equipment at the
station is right.

ASSUMING that recorded pro-
grams meet our standards of
quality, where can they be used to
best advantage? I think the answer
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is very simple. They can be used
wherever the networks are inade-
quate. The basic networks of the
NBC red chain and Columbia are
20 stations. If your advertiser
wants to cover only 12 cities, a re-
corded program will serve him. At
the other extreme, the largest pos-
sible number of stations which can
be secured on a chain is 76. Chev-
rolet needed twice that number. Re-
corded programs were the only an-
swer, and today there are 162 sta-
tions on the list—46 N. B. C., 39
Columbia, and 77 Independent.

In between these two extremes
perhaps all of us have had the ex-
perience of attempting to match up
one of the chain networks with some
client’s branch or distributor list.
When they are nearly parallel, the
chain certainly gets the business;
when they are not, a recorded pro-
gram is the alternative.

There are many other tremendous
advantages in recorded spot broad-
casting. One of the most important
is the time factor. Not only can we
buy as many or as few stations as
we desire, but we can almost pick
our own time for our program to go
on. A chain broadcast originating
in New York at 8:00 p. m. is heard,
of course, in San Francisco at 5:00
p. m. In spot broadcasting we have
the opportunity to ask for an eve-
ning hour, and if we can’t get it on
one night of the week we can get it
on another.

This flexibility in time has an-
other aspect. Perhaps an advertiser

isn’t ready to go into one section of
the country with his message but he
is very anxious to start in some
other part of the territory. Of
course, he can do this in recorded
spot broadcasting.  He can do the
same thing with a local studio pro-
gram, but it has been the experience
of many advertisers that it is very
difficult to put on local studio pro-
grams and preserve a standard of
quality and showmanship right
across the country.

There are many wonderful studios
with staff orchestras and entertain-
ers who can do a splendid job with
a piece of continuity, but for large
coverage and with a great mass of
statipns this could hardly be ex-
pected. Fortunately, with the high
quality of recordings available today
this system need not be resorted to
except in the few cases where sta-
tions will not accept recorded pro-
grams. However, as there are only
ten such stations out of a total of
nearly 600 commercial stations in
the country, they are hardly a factor.

With the exception of these ten,
the rest are anxious for a certain
amount of recorded business because
it gives them seven or eight times
as much revenue. For instance, the
Chase & Sanborn program has been
featuring Maurice Chevalier at
$3,800 per program of one hour.
That program comes into Detroit,
but we get only half of it because
the station cuts off half to put on a
good recorded program which pays
them eight times as much as they
get from the chain.

RECORDED programs have an-
other point to recommend
them, such as eliminating the neces-
sity of two broadcasts per night—
of which Amos and Andy is an ex-
ample. This costly method is used,
of course, to reach the east and the
west at favorable time periods.

Recorded programs also permit the
advertiser to proof-read his program
before it goes on the air. The pro-
gram is recorded and then played
back to the advertiser, who consti-
tutes an intensely interested and fre-
quently highly critical audience of
one. When the recording is re-
leased to the station for broadcast-
ing it has all the careful proof-
reading of a Saturday Evening Post
advertisement.

These are important features of
spot broacasting but, after all,

Broadcast Advertising



doesn’t the big advantage lie in the
fact that the advertiser may pick
and choose the cream of the time
and the cream of all of the N. B.

., Columbia, and Independent sta-
tions and take as many or as few of
them as he desires?

In order that no one may have the
impression that we are partial to
recorded spot broadcasting, let me
say that I would favor a chain pro-
gram whenever it could possibly be
used in the interests of the adver-
tiser. There can certainly be no
doubt but that it is first in popu-
larity with the listener.

There is a romance and a fascina-
tion about enjoying a song or a
speech, knowing that the “flesh and
blood artist” is standing there in
front of the microphone, a thousand
miles away, speaking or singing
right to you. We all like it—we are
all for it—and we would undoubted-
ly never depart from it if it could
be made to serve the varying needs
of our advertisers; but when the di-
rect broadcast over a given group
of stations does not serve, it is very
pleasant to realize there is an alter-
native which can be put to work and
which has been developed to an ex-
ceedingly high point in two short
years.

Perhaps an amusing example of
recorded spot broadcasting reduced
to the lowest degree might be inter-
esting at this point. Our agency
had planned a recorded program for
an advertiser because the territory
he wanted to cover could only be
served by spot broadcasting. It
looked like a pretty nice piece of
business and a pretty pretentious
program.

But, due to conditions, the adver-
tiser commenced to cut his sched-
ule. Station after station was struck
from the list with the blue pencil.
Opening day for the program was
put further and further away. Final-
ly there was nothing left but two
stations, and any self-respecting ra-
dio department would ordinarily
hand what was left of the schedule
back to the advertiser and suggest
that he buy some high grade news-
paper advertising measuring about
two inches in one column.

However, we hated to see any ad-
vertiser backslide after being so
close to going on the air, so with the
assistance of a transcription com-
pany we made up a cueing record
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on which was recorded a special
theme song and opening announce-
ment, a couple of innocuous middle
announcements which would apply
to any sort of musical number from
a piccolo solo to a full symphony
orchestra, and finally the theme song
again with goodbye lyrics and a
closing announcement. By using
the double turn-tables with which
every studjo is equipped, we alter-
nate back and forth between the
cueing record and the best of the
popular orchestra records taken
right off the shelf, The result is a
very happy advertiser. He’s only
sorry that the two cities on his
schedule aren’t New York and San
Francisco so he can call it a coast-
to-coast broadcast.

Seriously, though, this advertiser
has found a way to use the great
power of radio with the best of an-
nouncers, the best of talent, and yet
on just two stations. We are en-
thusiastic about this little account
because we feel that his message is
going to percolate into other terri-
tories where other jobbers are going
to ask for similar support and we
expect that schedule to grow just as
fast as it ought to grow and no
faster. In fact, the advertiser is
calling on jobbers at this moment
with his recorded program under
his arm. If he gets the order they
get the program. !

This little incident simply shows
the elasticity and flexibility of re-
corded spot broadcasting. Perhaps
this same advertiser will have a
schedule of recorded programs as
soon as the number of stations will
warrant it, and after that perhaps
we shall put him on one of the
chains if they offer a parallel to his

distribution. Perhaps even beyond
that he may revert again to recorded
spot broadcasting if his business
builds up where he requires 100 sta-
tions or more.

HE perplexing thing in record-
ed spot broadcasting is where
to select the recordings. Which firm
excels in program arrangement, in
equipment and skill, and the highest
grade recording? It is pretty diffi-
cult for a layman to sit down and
listen to a dozen electrical transcrip-
tions submitted by a dozen produc-
ers and put his finger on the one
that is actually best. We don’t all
hear perfectly—we don’t know just
what to look for—and oftentimes
we don’t recognize what is missing.
In fact, it has been proven that most
of us have defects in hearing. We
don’t all pick up the same things.
However, like almost every other
problem, this one yields to analysis
so that if we cannot say with assur-
ance, “This is the best recording
made,” we can at least know for a
certainty that we have picked one of
the best. And if everyone charged
with the selection of recordings
would come that close to the target,
electrical transcriptions would have
a higher standing with the public.
Of course, we are all acquainted
with the fact that today’s recording
processes are based upon electrical
principles and practices—a complete
departure from the mechanical prin-
ciples employed in the old phono-
graph days. The present processes
have come out of the research labor-
atories of the large electrical manu-
facturers hand in hand with radio
developments. The leading com-
panies engaged in recording have
allied themselves in their respective
fields by securing license agreements
and protection from one or the other
of these large electrical companies
who are expending many millions
yearly in electrical research, advanc-
ing and perfecting processes ‘and
passing on these developments to
their licensees. Within the past few
weeks one of these electrical labora-
tories has released to its licensees a
new recording development which I
am told will considerably raise the
quality of the transcription broad-
cast as now radiated. Further re-
finements and improvements will
certainly be forthcoming and it is
only natural to expect them from
(Continued on page 22.)



BROADCASTING
the Facts About

Brrap

Texas Bakers’

Association

Sponsors Educational Campaign

HE aspect of radio as an ad-

vertising medium has been con-

stantly changing since the first
advertiser awoke to its possibilities
only a few short years ago. At
first, it was considered almost uni-
versally as a “novelty” medium and
one of doubtful value. This stage
of its evolution was quickly passed
and this newest “baby” of the ad-
vertising family took its place as a
full-fledged supplemental medium,
used as a second-line offensive be-
hind magazine and newspaper space.

Of recent months the growing
tendency to place more of the ad:
vertising burden on radio—using it
as the primary medium in a cam-
paign—has been marked. Thus, in
many recently-launched advertising
campaigns we find the tables com-
pletely turned, with radio playing
the prime part and other media in
the supplementary role.

Such a campaign is that of the
Texas Bakers’ Association, now in
progress in the Lone Star State;
distinguished ‘also because it is the
first cooperative advertising effort
on the part of the baking industry
and one which is expected to show
the way for similar camipaigns on
the part of other state associations.
In fact, one state group has already
announced its intention of conduct-
ing a similar campaign and three
others are seriously considering the
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By Hal H. Thurber

Tracy-Locke-Dawson, Inc., Dallas

AN
INVITATION

Listen in . . . Texas
Bakers Radio Program

A new geries of sparkling radio en-
tertainments . . . fun, frolic, and
foolishness. You'll like it!

TEXAS BAKERS ASS’N

Keep this Schedule on your Radio
WOA K PRC

6:00 P. ™ Ji1S P M
FRIDAY THURSODAY

WFAA
2:00 P.M

TUESDAY

A typical bread insert

project.

Although the Texas campaign is
purely sectional in nature, because
its- conception and execution is of
an unusually high order and because
the entire campaign represents a
striking example of the most efh-
cient use of radio advertising, it well
deserves the consideration of all ad-
vertisers utilizing this medium.

In the first place, the campaign
was planned in its entirety before
the actual work of building the pro-
grams was begun, and the all too
common mistake of many radio ad-
vertisers—that of expending, too

much of the appropriation for time
and too little for talent—was avoid-
ed. Just as quality in bread is the
keynote of the advertising message,
so is quality provided in the radio
programs.

The electrical transcription meth-
od was adopted, as it offered de-
cided advantages over other meth-
ods, enabling the bakers to make
use of the finest New York talent
and the experience and facilities of
New York program builders for a
series of programs broadcast only
from Texas stations. This method
will also enable other state associa-
tions to use the identical programs
at only a nominal cost.

Designed primarily to entertain.
each program, through clever con-
tinuity, unobtrusively but none the
less forcefully, tells the story of
good bread to the radio listeners of
Texas and adjoining states, usually
tying in the message with an enter-
tainment feature. In addition to
presenting the real facts about the
baking industry, the high food value
of bread, and its comparative low
cost, the programs are also intended
to do much in counteracting recent
agitation in regard to bread prices.

The programs are built on a
“foundation” of dance music and
novelty selections by Dave Bernie’s
famous “Leviathan” orchestra—a
type of entertainment which meets

Broadcast Advertising



?your ;ltea/zeat and best food
GOOD BREAD

R

HIS & po ture 0 be modest Good
IBrndhnoum'* flour-and -wacer | .
uerer It coneains moer real food value :.\,\}ﬁ- g
pet pensy of purchase price than any other  BESE —
food on the fomily whic
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tion a8 the saff of life, pamicalacly o those g
bomes wbere cconomy 8 sn important comadcration .
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aste and food value of bread, while making untold efforn © g
nsure it being fresh when you buy it The additson of mulk, beteet
shortening, a0d sugat to the mgredienes has cnhanced the sircady
wpiendid festures of becad 1s 4 food We repeot, goad brvad is me ismple
Sown and-warrr master Yous haket spends almost a5 much for other
ingredients as be docs for flour, and be pays che men who bake snd
sell che bread more than the cost of olf the b ombaned!

9 Buy mt‘dhud&nthﬂmmlk‘mmgwnhhuﬂ‘

Good old dependable butzered mnst, or any ocher variery of beesd, ==

# sull your best breakfanr food Youll be surprmed ot the munyp
uses you can find for bread @@ your other meah, in your heaige
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Large newspaper space was used to tie in with the broadcasts

with ready acceptance. Bobby Wat-
son, musical comedy and talkie
comedian, acts as “toastmaster” for
the series, introducing the various
features with his rapid-fire witti-
cisms and contributing occasional
specialties in his own monologue-
and-song style. For those listeners
who prefer music slightly above the
level of the “popular” class, Allen
McQuhae, tenor, is featured on each
broadcast in a group of typical Irish
ballads.

In order to build a “serial” audi-
ence, a new radio character, that of
the “Old Collector,” was created,
with Don Carney of “Uncle Don™
fame playing the part. The Old
Collector each week tells the radio
audience the history of famous rare
coins which have brought their own-
ers fabulous sums, and mentions
other coins sought for by collectors
which command handsome pre-
miums. This character made an in-
stantaneous hit and Texans now are
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carefully examining the coins they
get in change for valuable speci-
mens.

The campaign, launched during
the week of March 15th with the
first of the series of programs, was
continued for 13 weeks. The pro-
grams were broadcast each week—
on different evenings—from three
of the dominant stations in the state,
located in Dallas, Houston and San
Antonio, Texas’ largest cities. Two
of these transmitters are of 50,000
watts power and the third of 10,000
watts, assuring complete coverage of
the state.

Full page newspaper advertise-
ments in the leading Texas dailies,
presenting the bakers’ message in
visual form and calling attention to
the broadcasts, supplement the radio
effort. A publicity service is also
used to answer unfavorable attacks
in the press, present informative ar-
ticles about the baking industry, and
keep the readers of the state’s news-

papers reminded of the radio broad-
casts. Attractive bread inserts, ask-
ing bread buyers to tune in on the
programs, have been supplied Yo
members of the association.

The campaign has the endorse-
ment of the American Bakers’ Asso-
ciation, whose president, Mr. Henry
Stude, spoke on the initial broad-
cast. The association has approved
the Texas Bakers’ plan of providing
the recorded programs to other state
groups at a nominal cost and has
urged other states to take advantage
of this offer. Plans of the Okla-
homa association to put the pro-
grams on five stations in that state
this fall are already practically com-
plete. and the Missouri, Ohio and
Potomac States Bakers Associations
are working on similar plans.

The Texas campaign has also re-
ceived the commendation of other
leaders in the baking industry and
bakers’ publications have unani-
mously endorsed the project and
recommended similar plans to all
other state associations. The Amer-
ican Bakers’ Associavion has a com-
plete set of the records at their Chi-
cago headquarters for auditions
which state officials may desire to
have, and the master records of the
series have been filed in the New
York studios, where the pressings
will be made for other states that
adopt the plan.

Sponsor Gives Public
Chance to Pick Pro-
gram It Likes Best

CHANCE is to be afforded Mr.

and Mrs. Radio Fan to determine
what type of radio program they prefer
to have served as a steady diet.

Experimentation with four totally dif-
ferent types of program for one month,
is the plan adopted by Montgomery Ward
& Compapy, Inc., Chicago, sponsors of
the broadcast.

The series will be inaugurated on
Wednesday, July 1, over an NBC net-
work, and for one week “Ward’s Trail
Blazer Orchestra,” under the direction of
Joseph Koestner, will be heard in a 15-
minute program each morning, and again
each afternoon, every day except Sunday.

The following weck, a dramatic sketch
will be presented. the “Private Affairs
of the Jones Family,” and the third week
will be given over to the “Spirit of Prog-
ress Minstrels.” “Beautiful Thoughts”
will be offered the, fourth week.

At the end of the\fourth week the acts
will be repcated in order, one each day
for four days, and that popularly chosen
will be carried on for the balance of the
year. The agency is the Chicago office
of Lord & Thomas and Logan.
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A. F. A. Speakers Discuss RADIO
ADVERTISING FROM ALL ANGLES

Advertisers, Agencies and Broadcasters Say
Their Say at Broadcasting Departmental

O point of view concerning

radio as an advertising medium
was neglected by the speakers who
discussed its various problems at
the broadcast advertising depart-
mental session of the Advertising
Federation of America, meeting on
June 16, in New York City. Ad-
vertisers, agencies and broadcasting
stations were all well represented.
And all of the speakers gave careful
consideration to the opinion of the
listening public.

Charles F. Gannon, manager of
the radio department of Erwin,
Wasey & Company, stated that the
American system of radio supported
by advertising has developed and
maintained the “finest programs
money and genius can evolve” and
has created an “advertising medium
where the advertiser is enabled to
sell his wares by contributing to the
daily contentment and culture of
millions.” Mr. Gannon also dis-
cussed the responsibilities of the ad-
vertising agency in broadcastinng
development. i

The point of view of the radio
station was reviewed by William S.
Hedges, president of WMAQ, Chi-
cago, whose remarks may be found
elsewhere in this magazine. The
texts of other addresses made at
this meeting will be included in sub-
sequent issues.

Representing the advertiser, Ken-
yon Stevenson, advertising manager
of the Armstrong Cork Company,
said that every advertiser has three
questions he wapts answered before
beginning to broadcast over any sta-
tion or chain: What will be my
potential audience? my actual radio
audience? and what effect will my
programs have in inducing listeners
to buy my goods?

The census figures are answering
the first question, he said, and the
A. N. A. survey is helping to an-
swer the second by showing the pro-
portionate audiences during different
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times of the day and different sea-
sons of the year. It is more difh-
cult to determine the selling power
of radio.

The contents of a program are
much more important than the way
in which it is transmitted, declared
R. K. White, advertising manager
of the Chevrolet Motor Company,
in a discussion of electrical tran-
scriptions. His company has used
recorded programs on 167 stations
and has found them highly effective,
he stated, with little objection be-
cause they were “canned.” Every-
thing else is canned nowadays,” he
commented. “Canned entertainment
is only the latest move in this direc-
tion.”

H. K. Boice, CBS vice-president
and sales manager, discussed the
methods of measuring radio cover-
age and said that the human element
must be considered as well as the’
station’s power. Stating that it is
impossible to measure a station’s
coverage in terms of concentric cir-
cles, Mr. Boice told of a study made
by the Columbia System in the audi-
ence of its stations, which was de-
scribed in the April issue of Broap-
CAST ADVERTISING.

What the public thinks about
radio, stated Frank A. Arnold, direc-
tor of development of the NBC, in
a talk on that subject, should con-
stantly be studied by broadcast ad-
vertisers, as it will determine the
success of their advertising pro-
grams. There is no serious objec-
tion to advertising on the air if it is
properly presented, he said, but the
public “does abject to the improper
use of advertising privilege. It is a
wise advertiser who has his ear to
the ground to detect these rum-
blings.”

J. G. McQuiston, who recently
resigned the position of advertising
manager of the Westinghouse Elec-
tric and Manufacturing Company
which he had held for 29 years, pre-

sided. Calling radio “a vitalizing
force in advertising,” he expressed
the belief that it would continue to
“stimulate more and better adver-
tising.”

The only speaker at a luncheon of
the Advertising Specialty National
Association, E. P. H. James, sales
promotion manager of the NBC at
New York, told the specialty manu-
facturers that while “the success of
broadcast advertising has been based
upon listener good will,” it has also
become a real sales medium. “It has
proved its ability to sell goods. This
does not necessarily mean that the
entire sales story-has been crammed
into the radio announcement. We
have other ways.”

One of these other ways, Mr.
James continued, is through the use
of an advertising specialty offered
to listeners writing for it. .

Just to show how enterprising ar.ld‘
ingenious they could be the commut-
tee in charge of broadcasting meet-
ing activities used the radio to “pre-
sell” their own gathering.

In collaboration with G. O. Mac-
Conachie, of the American Record
Corporation, New York City, Chair-
man Howard Angus worked out a
five-minute electrical transcription
broadcast featuring the high spots
of the Tuesday, June 16, radio meet-
ing and then broadcast the talk the
night before over the internal sys-
tem in the 2,200 rooms of the hotel.

President Gilbert T. Hodges of
the A. F. A. introduced Chairman
Angus in the broadecast which car-
ried a theme song called “Tomor-
row” expressly written for the
transcription broadcast with orches-
tral accompaniment. The song told
about the good things which would
come “tomorrow” and was rendered
by “Chick” Bullock, N. B. C. and
recording star. This bit of ingenuity
drew some warm praise from the
radio advertisers present.

Broadcast Advertising
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RADIO ADVERTISING

from the

STATION VIEWPOINT

Is Discussed by William S. Hedges*

HE developing of radio has

been so swift during the past

decade that it has become an in-
separable part of the life of the citi-
zens of the nation. Were all radio
to be extinguished over night it
would leave a void so vast that the
American public would have diffi-
culty in adjusting itself to the new
condition.

Radio has become more than a
mere means of entertainment. It is
a means of contact with the affairs
of the nation and, indeed, the world
at large. The social significance of
radio is so vast that it is difficult to
appraise. It has knitted the people
together in a way that no other
force could possibly accomplish.

The development of radio during
the past decade can be divided into
three parts: (1) the experimental
period, (2) the period of growing
consciousness of the importance of
radio and (3) the period of vast im-
provement under the commercial era.

The first of these periods covers
the last few months of 1920, and the
years of 1921, 1922 and 1923. It
was in that period that many stations
were established by owners imbued
with a philanthropic desire or pos-
sessed of a streak of curiosity. I
venture to say that none of the early
broadcasters had the slightest idea
of the commercial possibilities of
broadcasting. Even in that day
radio, being in the hands of private
enterprise, was not entirely free
from commercialization. Instead of
having fifty and one hundred pro-
gram sponsors there was but one

sponsor—namely the station owner.
]

*Excerpts from an address before the
annual convention of the Advertising Fed-
(la;l;tllon of America, New York City, June,
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President, WMAQ, Inc,, Chicago

William S. Hedges

During the second period in the
development of radio, the phenome-
nal success of the early experiments
in striking a chord of popular fancy
attracted the attention of thousands
of those who were similarly inspired
to enter the broadcasting field. In
a' great percentage of the cases this
inspiration was chiefly the fact that
competitors were engaged in broad-
casting and were creating a good
will of incalculable value. All that
the would-be broadcaster had in
mind was preserving his own pres-
tige as against the prestige built up
by a competitor who had already
engaged in broadcasting. The result
of these ambitions was a very rapid
increase in the number of broadcast-
ing stations.

Finally the -Secretary of Com-
merce, whose authority over radio
had not been questioned up to that
time, felt impelled to refuse requests

for licenses and declared that there
was no more room in the radio spec-
trum. Then followed the challeng-
ing of the authority of the Secre-
tary of Commerce and the break-
down of federal control in July,
1926. This was followed by a try-
ing period of chaos, during which
time stations pirated various chan-
nels and increased their power, while
others who had been denied licenses
came on the air.

The dawning of the commercial
era in broadcasting coincides almost
exactly with the passage of the
Radio Act of 1927. Station owners
then realized that they must share
their facilities with others in order
that ‘the pressure for broadcast
licenses might be reduced. There
was another even more compelling
factor and that was the rapidly
mounting costs of broadcasting.

By 1927 the day of volunteer tal-
ent had passed. The networks had
been established and under commer-
cial sponsorship were producing a
superior type of program. Stations
on those petworks could ill afford to
have their own programs suffer by
comparison with the programs pro-
duced by the networks. According-
ly, the whole standard of broadcast-
ing was raised, involving the outlay
of tremendous sums of money.

For example, I know of one sta-
tion whose appropriation for the
first year of its operation was $17,-
000. It will cost during 1931 $600,-
000 to operate that station. The
broadcasting bill for the nation is
approximately $75,000,000. If it
were possible to maintain the same
high standards under government
operation the tax on the individual
set owner would be $5 per year.

Broadcast Advertising



T is vital that broadcasting be

placed on a sound economic basis.
Broadcasting during the past three
years has made rapid progress
toward achieving economic stability.
Broadcasting is now recognized as
a business. It is no longer merely a
promotional activity of concerns
interested primarily in the manu-
facture of flour or radio sets, the
operation of a department store or a
newspaper. All of those businesses
which fathered radio are now de-
manding that their broadcasting sta-
tions either maintain themselves on
a self-sustaining basis or that they
do better than that by producing a
return on the investments which
have been made. There is but one
important source of revenue to the
broadcasting station and that is
through the sponsorship of pro-
grams.

This economic necessity of broad-
casting stations has been viewed
with suspicion and alarm by other
advertising media. These other
media see in the operation of broad-
casting stations on a commercial
basis additional competition for the
advertiser’s dollar. The radio in-
dustry, however, has contributed
millions of dollars in advertising to
newspapers, billboards and maga-
zines. The radio industry will con-
tinue to spend millions of dollars
each year in advertising appropria-
tions. The sum of money spent by
the radio industry in other advertis-
ing media goes a long way to offset
the amount of money that has been
diverted to broadcast advertising.

Although the radio manufacturing
industry is dependent upon broad-
casting for its existence, the radio
industry as a rule has ignored broad-
casting as an advertising medium.
During the years when broadcasting
was wallowing in red ink, the huge
advertising  appropriations  from
radio manufacturers went to other
media than broadcasting. Figures
submitted to me by the Radio Manu-
facturers Association, which cover
only national advertising and net
advertising paid for by local dealers,
show that newspapers, magazines
and billboards received from the
radio industry approximately $25,-
000,000 a year during the years
1928 and 1929 and approximately
$22,000,000 in 1930.

Adpvertisers using radio have made
further contributions to other media
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by publishing tie-up advertising to
call attention to their programs on
the air. How much this amounts to,
it is difficult to estimate. Further-
more, radio has been instrumental in
increasing advertising appropria-
tions during the years 1929 and
1930.

Radio is not the arch enemy that
it is pictured to be, nor will it ever
supplant newspapers and magazines.
In a recent meeting of newspaper
publishers the demand was made
that radio should be subjected to the
same laws that pertain to the pub-
lishing business. The broadcasters
would probably be glad to swap the
laws which regulate them for the
laws controlling newspapers. I came
across this bright little observation
in the “Listening Post,” a depart-
ment of the California Broadcaster,
which has a few pertinent observa-
tions regarding regulation :

“Let the laws affecting news-
papers regulate broadcast and the
laws affecting broadcast regulate
newspapers. The newspapers will
then know what it means to be
regulated.

“First, let newspapers be -given
90-day permits to publish. These
permits will only be renewed on
good behavior. This means that
no newspaper which will be read
in the evening can carry in its ad-
vertising copy prices of merchan-
dise. It will mean that only about
10 per cent of any one piece of ad-
vertising copy can refer to things
for sale; the balance must be poetry
and cannot be free verse. It means
that the newspaper cannot express
an opinion on a political, religious
or controversial subject without

promptly expressing the opposite
view, in the same place, in the same
space and with equal force.

If the

newspaper does this and at the
same time maintains its mechanical
equipment in the shape that Wash-
ington desires, and makes no addi-
tions to it without permission, it
.may have its permit renewed.

“Needless to say, under this or-
der of things, a newspaper’s circu-
lation is to be limited to its district
and is not to be seen by the public
outside.”

Broadcasting is the most regu-
lated business in America and yet we
must all recognize the necessity for
regulation. Without it, the medium
would be destroyed. With it, safe
and sane development for the wel-
fare of all the people can take place.

Although radio has distinctive ad-
vantages which no other medium
possesses, it nevertheless has limita-
tions which we frankly acknowledge.
I will discuss the advantages later
and the limitations now.

HE first limitation upon radio

is the number of channels avail-
able for broadcasting. There are 96
channe's in the broadcast spectrum.
Six of them are assigned exclusively
to Canada; eleven of them are
shared between American and Cana-
dian stations; forty of the channels
are cleared channels on which only
one station may operate at any time
after sundown (with the exception
of WGY, Schenectady, and KGO,
Oakland, both of which are owned
by the same company, which won
the right in the United States Su-
preme Court to keep WGY on the
air after sundown on the Pacific
Coast) ; forty-four channels have
been set aside for regional service
and six channels have been set aside
for local service.

During the daytime no more than
199 local stations, 213 regional and
80 cleared channel stations are on
the air. At night the maximum is
192 Jocal, 186 regional and 41
cleared channel stations on the air at
any one time. Therefore, it can be
seen that although there are more
than 600 stations licensed, not more
than 492 of them may operate at any
one time during daylight hours and
419 during the evening.

There is a second limitation of
time. There are only twenty-four
hours in each day. The average
number of hours of operation is ap-
proximately sixteen hours per day.
WMAQ, however, operates twenty
hours per day—from 6:00 in the

(Continued on page 30.)
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ONE-MINUTE
ANNOUNCEMENTS

Are Discussed by Russell Byron Williams

LINDLY putting a one-minute
announcément on the air has
always seemed to me like a

manufacturer of coffins circularizing
every name in the Chicago telephone
book with a piece of direct mail lit-
erature. Probably every day there
is somebody in Chicago who is in
the market for a coffin, and prob-
ably from his direct mailing that
manufacturer would sell some cof-
fins. But his percentage of returns
would unquestionably be too low to
make the mailing profitable.

Many one-minute announcements
now on the air are closely compara-
ble to this method of advertising—
just a 12-gauge shell shot into the
air in the hope that when the bullets
come down they will hit somebody.

We all know, of course, that one-
minute announcements have, in
countless different cases, pulled and
pulled big. But even in this reali-
zation, I wonder if the success of
one-minute announcements isn’t
largely due to the fact that they are
far and away too cheap. If station
circulation could be as accurately
determined as periodical circulation,
a host of present-day one-minute
rates would advance four-fold. Of
course, by the same token, quite a
number of stations would probably
fold up and “silently steal away.”
But most certainly, some of the suc-
cesses we hear credited to one-min-
ute announcements are due to the
fact that they are, in many instances,
woefully underpriced.

And yet, properly handled, one-
minute announcements can be one
of the most successful and direct
methods of radio advertising. For
instance, let us assume that the man-
ufacturer of Cheesecloth Raincoats
sells his product through dealers—
and that he wants to give those deal-
ers the benefit of supplementary ad-
vertising. The Cheesecloth Rain-
coat Company’s dealer in Cedar
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Rapids might happen to be Killians
Department Store. Having that
dealer, the manufacturer might very
well sponsor a series of one-minute
announcements, sent to KWCR with
the instructions to place themn on the
air only ‘when it rains; proof of
broadcast being a clipping of the
newspaper weather report attached
to KWCR’s invoice. Under such
an arrangement, KWCR would
come on whenever it was raining,
and say:

“It’s raining right now, and
the local weather bureau says
that it's going to continue to
drizzle for two or three hours.
If any of you folks have children
at school or husbands at work,
we suggest that you telephone
right now and have them stop
in at Killians and purchase a
Cheesecloth Raincoat, priced to-
day at $6.50. Cheesecloth Rain-
coats are y
and $6.50 is a small price to pay
to avoid the distressing ‘sum-
mer sniffles.””

Very conceivably such an an-
nouncement would have a greatly
reduced audience in comparison
with an evening entertainment show.
Yet, put on as suggested, it would
be received at a time when everyone
was thinking of rain, keeping dry,
loved ones—and raincoats. In spite

of the reduced audience, such a one-
minute broadcast would do more
from the standpoint of making sales
than would a 30-minute entertain-

ment show of the highest caliber on
some beautiful, moonlight evening.

One-minute announcements will
prove most effective if staged like
Grape Nuts—when “There’s a Rea-
son.”” Reason why copy is always
the most effective, regardless of me-
dium. When one-minute announce-
ments have a good, logical reason
for being broadcast, they are many
times as effective as the one-minute
announcements broadcast blindly.

PPLYING the reason why

angle to one-minute announce-

ments, we readily see all manner of
possibilities for their adoption.

The time most beds are made and
houses are cleaned is during the
morning hours; it is during that
time that one-minute announcements
calling attention to a particular
brand of insecticide are far more
efficient than a 30-minute evening
show which talks about the eradica-
tion of bed-bugs about the time peo-
ple want to retire.

Probably 90 per cent of all auto-
mobile tire chains are sold because
of snow. Several of the tire chain
manufacturers place copy with
newspapers under the stipulation
that it shall run when the local
weather bureau forecasts snowfall
for the following day. Thus do
they tie their newspaper advertising
to demand. What more logical,
then, than to spot one-minute an-
nouncements on tire chains (two or
three or four times a day) when
there is heavy snowfall? Nor 1s
there anything lost in having snow-
fall every day: for two weeks, since
that is the period-when 90 per cent
of all tire chains are being purchased
and the trade name advertising most
needed. : At anysrate, how much
more logical than the staging of a
musical entertdinment show at a
time whefithereasn’t a flake of snow

(Fontinutdon page 38.)

Broadcast Advertising



Choosing the
Program Idea

A Little Advice to Those about to Broadcast

Is Given by P. H. Pumphrey

Manager, Radio Department, FUuLLEr & SsmitH & Ross, INc

éél'VE a wonderful idea for a
radio program for your gad-

gets.” What advertiser or
his agent hasn’t heard that buoyant
statement. Too many have suc-
cumbed to the almost irresistible
lure of playing “big sugar” to some
form of amusement stunt which
may range from a comic dialogue
act, “sure to out-pull Amos ‘n’
Andy,” to special appearances by
Hollywood stars.

The method of thinking which be-
gins with the radio program and
ends with a contract to broadcast
for a special number of weeks is as
fallacious as to say, “Here is an
illustration of a sea nymph that
would catch anyone’s eye. Let’s
write some copy and run an adver-
tisement.” However, it has result-
ed happily for many advertisers, be-
cause, as Hamlet so succinctly
stated, “The play’s the thing.”

Certainly before the long purse
of the advertiser coupled them to-
gether, the most discerning eye
could not see any connection be-
tween Amos 'n’ Andy and Pepso-
dent, or between B. A. Rolfe’s or-
chestra and Lucky Strikes. Yet
both have done a remarkable job for
their sponsors, because both have
provided capital entertainment of a
type enjoyed by the maximum num-
ber of people.

“What’s one man’s meat is an-
other man’s poison” undoubtedly is
true in the field of entertainment.
The Vanities, the Metropolitan
Opera House, the theosophist lec-
turer, and the cooking school all
draw their crowds. So do their pro-
totypes on the~air, but the size and
the character of the audiences are
different. This is the fact that the
advertiser should keep in mind.
Never forgetting that he wants to
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P. H. Pumphrey

present genuine entertainment, he
will search for the type of entertain-
ment that attracts the kind of audi-
ence he wants to reach and puts
them in a mood to appreciate his
sales message. Thus, the program
idea should grow out of the adver-
tiser’s needs.

For instance, a few years ago Mr.
A. Atwater Kent analyzed his ad-
vertising problem and found that
Atwater Kent sets would sell better
if they could be surrounded with an
atmosphere of quality. The Atwater
Kent hour is a logical result.
Classical music—the stars of the op-
eratic and concert stage—have
thrown a glamour about the At-
water Kent set which, in the buy-
er’s mind, has lifted it out of its
price class into competition with sets
retailing for much more.

The Fuller Brush Company’s
principal advertising problem has
always been to open doors for its
salesmen. Consequently Earle Spicer

identifies himself with the Fuller
Brush salesmen and, by his music,
wins them more friendly smiles and
fewer slammed doors.

Thus the experienced radio ad-
vertiser goes about the study of his
program with the question, *‘What
type of audience do I wish to at-
tract?”’ Let's assume that the
audience desired is composed of
both men and women. Otherwise
our hypothetical advertiser might
decide he wanted a daytime pro-
gram, and daytime programs are an-
other story.

Availahle program ideas are readi-
ly classified as either musical or
dramatic. If the advertiser has a
readily dramatizable product, the
dramatic program may enable him
to combine subtle selling and enter-
tainment with every minute of his
broadcast, as the Great Northern
Railway does in its Empire Build-
ers. It may even enable him to dis-
tribute samples of his product as
Collier’s and True Story do. Other-
wise his choice of the dramatic type
of entertainment represents a gam-
bler’s frame of mind.

Pepsodent took the chance and
have Amos ’'n’ Andy. Cheesboro
Manufacturing Company ventured
on the dramatic stage and produced
“Real Folks.” Many other adver-
tisers have ventured the dramatic
program, purely for entertainment’s
sake, and have found that the pub-
lic somehow didn’t care much for
their show. That’s not surprising.
On Broadway, the mortality of
plays is far greater than that of mu-
sical comedies and revues.

A’ dramatic program to be result-
ful must thoroughly please. The
audience cannot merely tolerate it.
Either they listen intently or they

(Continued on page 40.)
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A Detense of the

American System
of Broadcasting

Presented by Henry Adams Bellows*

NE of the foremost American
periodicals has recently pub-
lished two articles on radio

broadcasting by a professor at Smith
College. The writer an Englishman,
has contrasted broadcasting in
America and Great Britain, vastly
to the disadvantage of the domestic
product, to demonstrate that the
American radio program, designed,
as he says, to meet the tastes and
requirements of thirteen-year-old
mentalities, is the inevitable result
of our commercial basis for broad-
casting. Since our advertising pro-
grams must appeal to the greatest
possible number of potential buyers,
it is argned that their standards
must be those of the mass. As for
our non-commercial or sustaining
programs. the virtue of some of
which the collegiate critic admits,
they are said to be dwindling stead-
ily in number and significance as
broadcasting sales increase.

If these articles stood alone, they
could be readily answered by reier-
ence to their manifold inaccuracies
in statements of fact, but they by no
means stand alone. The adverse
critics of American broadcasting
may not be very numerous in pro-
portion to the millions who seem to
be on the whole well satisfied, but
certain newspapers and magazines,
for quite obvious reasons, are de-
lighted to give .publicity to their
opinions, and often they find public
officials with attentive ears.

If what they vehemently allege
were actually true, it would consti-

‘Iszmph from an address, “Commer-
cial Broadcaating and Educaﬂon,” given
before the First Annual Assembly of the
National Advisory Council on Radio $n
ll'.‘t:l’l{caﬂon in New York City, May 2},
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tute so serious an indictment of
American broadcasting that we
might well wonder whether every-
thing we have been doing in the past
ten years has been wrong. Even if
their objections contain only a modi-
cum of truth, we must consider them
fairly, and profit by whatever in
them is clearly and soundly in the
public interest.

I want you to consider for a mo-
ment that phrase, “public interest.”
It is the foundation on which the
entire Radio Act of 1927 is built up
in so far as it relates to broadcast-
ing, in the specific and oft-repeated
language of the law itself. It is
likewise the sole foundation for the
commercial success of any broad-
casting station or chain. All that a
station has to sell is its ability ‘to
reach a listening audience, a greater
or -smaller number of people who

are with a considerable degree of
regularity interested in its pro-
grams,

I am using the word “interest”
lnterally, it does not mean merely

“entertainment” or ‘“amusement,”
any more than it means merely “ed-
ucation” or “propaganda.” We have
had no adequate legal definition of
“public interest” as applied to broad-
casting, but in practice. the Federal
Radio Commission has interpreted
the word “interest” exactly as I
have used it here, and requires an
affirmative showing that the public
within a station’s service area Is
genuinely interested in its programs,
considered as a whole.

Run over the daily operating
schedule of any broadcasting station
which puts forth even the slightest
claim to good standing. A full half
of it makes no effort to furnish en-
tertainment or amusement ; it is de-
signed solely to arouse and hold pub-
lic interest. Its features may be well
done, or ill; they may show a fine
perception of the relationship be-
tween public interest and public
service, or they may not; in any
event, the very fact that they are
there is in itself a recognition of the
necessity for creating and continu-
ing an interest that is quite inde-
pendent of entertainment.

Most of these program features
designed particularly to create inter-
est, but by no means all of them, are
non-commercial. Of late there has
been a distinct tendency on the part
of advertisers to get away from pro-
grams of unvaried entertainment.
Such commercial programs as “The
March of Time,” “Kaltenborn Edits
the News,” and the Literary Digest

Broadcast Advertising



news summaries are definitely inters
est-builders, not entertainments.
The three instances I have cited
are chain programs, but each indi=
vidua! station will tell you the same
story; its advertisers are seeking
more and more to appeal to public
interest rather than merely to the
public’s desire for entertainment.

ENERALLY speaking, how-

ever, it is still true that publie
interest in radio programs is main-
tained chiefly by non-commercial
service. This is just as it should be.
There is a definite risk involved in
having public interest in broadcast-
ing dependent on the vagaries of ad-
vertisers and their agencies. Each
broadcasting chain, and each station,
must maintain a distinct identity, a
personality of its own, just as a
newspaper or magazine does, or peo-
ply simply will not listen to it with
interest, which means that in time
they will not listen to it at all.

As regards non-commercial pro-
grams, there are two questions to be
answecred, one quantitative, the other
qualitative. If the demand for com-
mercial time continues to grow, as
the. broadcasters hope and their
critics and competitors fear, will the
non-sponsored programs find them-
selves pushed off into steadily dimin-
ishing corners? Second, whatever
the quantity of these programs,
have we any guarantee that their
quality will be such as to combine
public interest with genuine public
service?

As to the first, or quantitative,
problem, there is no apparent cause
for alarm. Even with the immense
gains made by radio advertising in
1930, very few broadcasting stations
have sold more than forty per cent
of their total operating time; the
chains are sending out about two
hours of unsponsored programs for
every commercial hour. Even if the
proportions were reversed, we
should still have less advertising
time in relation to the unsponsored
periods than we have advertising
space as compared to editorial mat-
ter in the newspapers, where the
normal ratio is four, five or even six
to one. If every advertising “pros-
pect” now being solicited for busi-
ness by broadcast salesmen were to
capitulate  tomorrow, - practically
every station would still have daily
four or five desirable hours unsold.

This, however, is not the most co-
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gent reason for feeling sure of the
continued maintenance of an ample
supply of non-commercial radio
time. Even if- the broadcasters
would sell every minute, they would
never dare do so, for the excellent
reason that their listeners would not
tolerate it. Nobody who is not ac-
tively in the business can have the
slightest notion of the pressure of
public opinion to which every broad-
caster is constantly exposed, or, in
general, of how extremely sensitive
he is to it. His entire business de-
pends solely on an utterly imponder-
able good-will; if he loses that, he
loses evervthing.

Having no exact gauge of public
approval, such as is provided by the
sales of a newspaper, to assure him
that he is following the right course,
the broadcaster inevitably has his
ears wide open to catch every ru-
mor, particularly the adverse ones,

that may give him some clue as to
what the public demands of him.
The abusive letter, even while it en-
rages, terrifies him; one estranged
listener who makes his feelings
known may well stand for ten thou-
sand who depart in silence.

Another thing to remember is that
no first-class broadcasting station
can possibly afford to alienate any
considerable class of potential listen-
ers. This is the surest protection
against domination by mass stand-
ards. Even if four listeners out of
every five wanted entertainment all
the time—which they don’t—no rep-
utable station could possibly afford
to ignore the desires of the remain-
ing one-fifth.

As a matter of fact, the minority
has by far the largest voice in the
shaping of non-commercial pro-
grams, for the very reason that since

(Continied on page 44.)

Oklahoma Listening Habits
Tabulated by WKY Survey

A STUDY of the Oklahoma radio
audience and its listening hab-
its is included in an attractively pre-
pared brochure recently published
by station WKY, Oklahoma City,
entitled “WKY and Its Market.”
The survey was made in Novem-
ber and December, 1930, by the Ray
K. Glenn Advertising Agency, who
mailed 33,600 questionnaires to resi-
dents of 56 Oklahoma counties,
sending 600 to each county—300
urban and 300 rural. Identifiable
returns totaled 2,042, which form
the basis of the following tables:

AUDIENCE AT DIFFERENT

TIMES OF DAY
Percentage of Audience

Period Urban Rural Total
6to 8am........ .. 37 47 39
8tol0am......... 31 32 31

10to12noon......... 32 33 33
12:t0 2P M. cewnne 54 64 57
2to 4p.m.......... 23 22 23
4to 6p. m.......... 16 15 15
6to 8p.m.......... 68 69 68
8tolOp.m.......... 83 83 83

10 to 12 midnight ... .26 24 26

PROGRAM PREFERENCES

Program 1st 2nd 3rd
Amos & Andy........... 300 111 72
Lucky Strike ............ 57 68 72
Seth Parker ............. 38 53 56
Paul Christensen ........ 29 40 28
Al and Dutch............ 26 48 28
Skirvin Roof ............ 26 33 35
Interwoven Pair ......... 26 33 30
Empire Builders ......... 25 34 41
Jake & Lena............. 14 22 14
Aunt Susan ............. 13 16 11
General Motors . .. ....... 11 8 10
Phil Cook y5:!. . iass..=sid 10 23 14
Atwater Kent. ........... 10 7l 07
Early Risers ............ 8 2 6
Cities Service ........... 7 6 7
o (DI I [ S 6 14 14
Farm & Home Hour..... 6 8 6
Walter Damrosch........ 6 8-~,2
Cecil & Sally............ s 16 20
Gloomy Gus ............ 5 6 11
General Electric .......... 5 4 4
Radio Guild ............. 5 7 | i
Dixie Circus ............ 4 2 2
Aunt Polly ............. 3 10 16
Skipper’s News of the Air 3 9 4
Wonder Bakers ......... 3 g8 4
Organ Melodies ........ 3 S 2
Fleischmann Hour ...... 3 4 8
ChaloEe I s &5 el on 3 2 3
Little Jack Little. .. ..... 3 2 3
Coca-Colg .........5.044 3 1 6
Oklahoma R. R.......... 3 " M
Tony's Scrapbook ....... 2 7" "2
Literary Digest ......... 2 3 0
Frank & Herman ....... 2 2 .15
Bulletin Board .......... 2 0 2
Ben Bernie ............. 1 1 0
Showboat .............. 1 0- 3
Piano Flashes .......... 1 0, =1
Armstrong Quakers ..... 1 1 0
Lows Brog ............ 1 0 0
Enna Jettick ............ 1 0 0

—
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We Pulled Profits
from a
“Silk Hat” Program

by Adding lListener Interest
to the Business Announcement

Says Howard Bloomfield

Station WHEC, Rochester, N. Y.

ABBITS, doves, miles of col-
ored flags have been taken
from the silk hat under the

magician’s wand. The officials of
WHEC have discovered that hand-
some profits can also be drawn from
the old “topper.”

Confronted with the problem of
every station, what shall be done
with the profitable but often dis-
tasteful business announcements of
the smaller advertisers, this statiori
in Rochester, New York, conceived
the idea of characterizing the silk
hatted “Man About Town,” whose
seeming duty it is to ramble around
the town jotting down anything that
would be of interest to his listeners.
Perhaps a humorous story, an inspi-
rational poem, a new store opening
here or there, a new song he heard
at the show, a money saving sale
somewhere, etc. All of this told
in his own simple, easy to under-
stand, heart to heart way.

The idea worked. Listeners be-
came keenly interested in this new
entertainment. To stimulate this
interest a unique guessing game was
conducted daily, which later proved
to be invaluable as a sales argument.

Starting ‘with 28 advertisers four
months ago, the number of accounts
has grown to nearly a hundred, and
the total income to the station last
month from this one feature alone
was more than $2,500. Besides the
reveniue obtained from the “Man
About Town” program, it offers a
“starting point” for. the man who
is not quite sold on radio advertis-
ing but who is anxious to give it a
try. In many cases, full programs
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have been sold as a result of this
trial.

This is the way it works:

Advertising copy, the wording of
which is changed almost daily, is
contracted on a monthly basis of
$40; each advertiser is given about
fifty words. Before the month has
expired the listener becomes well
acquainted with the story he has to
tell. Here is where the guessing
game comes in.

Each day the name and address
is omitted: from one of the adver-
tisements. - The listeners are asked
to supply this name and address and
mail it in, which they do in surpris-
ingly large numbers. You can read-
ily see the effect on the advertiser
when the station salesman calls and
is fortified with two: or three hun-
dred letters containing the adver-
tiser’s name and address.

These letters are all put in a
basket and a grand drawing takes
place every day during the program.
The first prize winner of the pre-
vious day comes to the studio to get
her prize and has the honor of draw-
ing the letters from the basket. A

i
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long list of prizes are given each
day, most of them donated by ad-
vertisers who get additional mention
in this connection.

The prize idea offers an excellent
method of sample distribution. We
have, for instance, a manufacturer
of “Parko Perl,” household cleanser,
giving a large can each day in the
drawing as one of the prizes. This
tie-up with the regular advertising
on the program has done wonders
in creating a demand for this
product.

The “Man About Town” is ac-
companied by a pianist who supplies
appropriate music in the background
and also some solo work.

In connection with this program a
“Silk Hat Shopper’s Guide” is pub-
lished periodically. This booklet is
essentially a radio program in writ-
ten form, containing poems, jokes,
letters and a classified list of all the
advertisers on the program. The
May edition has about twenty pages
and a distribution of some three
thousand copies.

A weekly mail from this program
often reaches one thousand letters.
A large portion of these letters are
answers to the guessing game.
Others ask for copies of poems or
other stories and many are simply
letters of appreciation.

The financial success of this pro-
gram is due largely to the fact that
we are able to show the advertiser
more than full value for his adver-
tising dollar. The percentage of
contract renewals is very high.

Broadeast Advertising



Little Stories
from Real Life

The Story of the
Program That Was Wrong

By R. L. Harlow

Assistant to the President, YANKEE NETWORK.

Characters
Mr. Adams.. ............ An Advertiser
Mr. Jones. . ... ..... A Station Manager

Jones—Oh, good morning, Mr. Adams.—I hoped
you'd drop in today. How did you like the program
we gave you last night?

Adams—That’s what 1 wanted to talk over.

Jones—Wasn't it fine? I tell you, Mr. Adams, we
had a lot of wonderful comments on
that program of yours.

Adams—Well, frankly, 1 didn’t
like it.

Jones—I'm sorry to hear that—
but then, it’s probably just some lit-
tle thing we can fix up.

Adams—1 suppose it was all right,
but my wife thought we fell down.
My wife has very good ideas on
music,

Jones—I'm sure she must have.
What was her criticism ?

Adams—Now, let’s see—that so-
prano—we’ve got to change her.

Jones—Oh, that’s too bad—we
consider her rather in the light of a
“find.” She enjoys an excellent reputation. You re-
member you yourself were much impressed when you
met her in the studio.

Adams—Yes, 1 told my wife that—but she’s got to
go—put in a man, but for heaven’s sake don’t get one
of those crooners.

Jones—I1 understand—well, that will be attended to.

Adams—Then, my wife says it was too loud, all
through—you know.

Jones—I'm afraid I don’t, Perhaps you had it turned
up too far on your radio set.

Adams—No, 1 don’t think that could happen. You
see, my wife runs the radio herself ; she knows so much
more about music than I do.

Jones—Too loud. We’ll have that attended to.

Adams—Who picked out the numbers? My wife
gave considerable thought to the program, you see.
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She said the numbers were poorly selected.

Jones—Why, you selected the numbers yourself, Mr.
Adams.

Adams—So 1 did. (to himself) 1 wonder if I told
my wife that?

Jones—Now, Mr. Adams, I want you to know that
we put a great deal of thought and time into your pro-
gram. We feel here at the station that we gave you
an exceptionally fine program and one which would
produce sales for your product.

Adams—Oh, I’'m not finding fault
with what you did.

Jones—Haven’t you had satisfac-
tory response in your business?

Adams—Yes, we have. In fact,
today’s mail was extraordinary.

Jones—Ian't that the answer?

Adams—You don’t understand.
When it comes to musical things A
have to rely on my wife. She took
piano lessons for years and really is
very good.

Jones—I wonder if you would
consider me impertinent if I ‘sug-
gested that your wife come down to
the studio and tell us just what to
play.

Adams—Would you do that? Really, that’s splendid!
1 want to thank you for such cooperation—that would
solve everything. Thank you—good morning, Mr.
Jones.

Jones (aside)—Good night!

*® * * * *
(News item from local morning paper)

Friends of Mr. Jones, the well-known manager of
our local radio station, will be grieved to learn of his
commitment to the Psychopathic Hospital for observa-
tion.

It is reported that early yesterday the wife of one of
our merchants called upon Mr. Jones at his oftice. Up
to this time the other members of the station’s staff
had noticed nothing out of the ordinary. Shortly after
the interview was concluded, Mr. Jones was discovered
by his secretary in a semi-conscious condition.
etc:; etc.
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Felix Asks Change in Tran-
scription. Rule

N a brief filed with the Federal Radio

Commission on June 19, Edgar Felix,
radio consultant, requested that electrical
transcriptions be defined “more accurately
as 333 R.P.M. discs.” After a lengthy
discourse on the methods of manufactur-
ing and broadcasting recorded prograis,
Mr. Felix concludes as follows:

“The only regulation in effect to which
recorded features are now subject is
General- Order 78. This provides that
transcriptions made especially for broad-
casting be: announced before and after
each disc as ‘an, electrical transcription
made exclusively for broadcasting pur-
poses” Commercial phonograph records
must be announced as ‘phonograph rec-
ords.” It seems desirable at this time to
require more accurate definition of tran-
scriptions made exclusively for broadcast-
ing purposes. The fact that the present
definition of transcriptions does not pre-
clude the designation of records re-
recorded from ordinary commercial re-
cordings and played on high speed discs
as ‘electrical transcriptions .niade exclu-
sively for broadcasting purposes,’ is han-
dicapping the conscientious producers of
transcriptions and misleading the public.”

“Producers of transcription features
appear to have no objection to informing
the radio audience that it is listening ‘to
an electrical transcription, but they be-
lieve a briefer announcement would serve
that purpose. Furthermore, since infe-
rior transcriptions ‘and disc programs not
properly designated as transcriptions {as
described herein) have been coupled with
the present announcement for a long pe-
riod. the conscientious producers of supe-
rior transcriptions are handicapped by the
present announcement. The public inter-
est would be adequately served if fea-
tures distributed by transcription were
announced as such only at the end of the
feature. Duplication of the announce-
ment is tedious and unnecessary.

“General Order 78 should therefore be
modificd to define electrical transcriptions
Mmore accurately as 33'5 R.P.M. discs
made from the artist performing exclu-
sively for broadcasting purposes. Such
modification of the order could restrict
the designation of ‘electrical transcrip-
tions made exclusively for broadcasting
purposes’ to features actually falling
within that category. The announcement
descnibing the method used for distribu-
tion, whether it be wire network, phono-
graph record or electrical transcription,
should be required at the end of each
program.”

General Cigar to Stage 8-Star
Announcement Program

ON July 6, the regular CBS Robert
Burns Panatela program will be
turned over to the White Owl Cigar for a
special announcement broadcast featuring
eight well-known stage and screen stars,
as well as Guy Lombardo and his orches-
tra. Each hecadliner will be on the air for
approximately threc mintites. The spon-
sor‘is the General Cigar Company, which
makes both brands of cigars.
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New Accounts on Yankee
Network

DVERTISERS who have recently

begun using time on the Yankee
Network stations include the Baker Ex-
tract Company, Springfield, Mass.; the
Pine Tree Products Company (soaps),
Newport, N. H.; and the Distributing
Company of Ameria (Necco syrup ex-
tract), Hartford, Conn. The Baker ad-
vertising is placed by Erwin, Wasey; the
Pine Tree account by the Hadden Agen-
cy; and the Distributing Company places
its own advertising direct.

Epstein Places Laundry

Advertising

HE Dade B. Epstein Agency, Chi-

cago, is using time on station WMAQ

to advertise the new Sun-Ray Service, a

laundering process adopted by a group of

Chicago laundries. Newspapers and di-
rect mail will also be used.

National Radio Advertising
Places New Accounts

ASERIES of 16 electrical transcrip-
tion programs for the Northwestern
Consolidated Milling Company, makers’
of Ceresota flour, is now being placed
by National Radio Advertising, Inc., for
Addison Lewis & Associates, Minneapolis.

National Radio Advertising has also
placed the programs of the Reliance
Manuofacturing Company, makers of Big
Yank workshirts, and of the Johnson
Outhoard Motor Company, over stations
from coast to coast. The Chicago office
of Dyer-Enzinger, Inc., is the agency for
Big Yank; the Johnson account is han-
dled by Henri, Hutst & McDonald, Inc,
Chicago.

Pearce-Knowles Gets Cookie

Account
THE Pearce-Knowles Radio Agency,
Seattle, is placing a scries of 15-min-
ute radio programs advertising Scotch
oatmeal cookies for Dad’'s Cookie Com-
pany, also Scattle.

Handle Macaroni Campaign
REGIONAL campaign for the West-
ern Macaroni Company, Salt Lake

City, is being handled by the Salt Lake
City office of Stevens & Wallis, Inc.
Radio, newspapers, outdoor advertising
and direct mail will be used.

Flytox on Chain
ESTERN stations of the NBC are
heing used by Rex Research, Inc,

Renicia, Cal, and Toledo, Ohio, to ad-
vertise Flytox. Newspaper copy is also
used. The agency is the Botsford-Con-
stantine Company, San Francisco.

Seafood Account to Eastman

HE Nootka Packing Company, Ltd.,

packer of Snowcap salmon, clams and
pilchard, has appointed the Eastman Ad-
vertising Company, Ltd., of Vancouver,
to direct its advertising. Radio, news-
papers and dealer demonstrations and dis-
plays will be used.

New Valspar Series

AFTER the conclusion of Valspar's
first Saturday evening series, fea-
turing Ted Lewis and his dance orches-
tra, the Valspar Corporation has renewed
its NBC contract but changed to a later
hour and a more varied program, with
guest artists from Broadway and Holly-
wood on each program.

Direct Subdivision Advertising
HE Atlee I. Hunt Company, Oak-
land, Cal, is directing the advertising

for Broadmoor Park, E. B. Field & Com-

pany’s new real estate development in

East Oakland. Broadcasting, newspapers,

direct mail and billboards are used.

Liberty to Broadcast

BEGINNING July 3, a new program

will go on the Columbia chain, spon-
sored by Liberty Magasine and contain-
ing radio adaptations of many of this
publications best features, such as “Vox
Pop,” Sandy and Lill, and dramatized
versions of some of the Stories.

Radio Agency Formed in San
Francisco

ARRELL DONNELL, formerly as-

sistant merchandising manager of
B. F. Schlesinger & Seons, Oakland, Cal,
department store; Frank Wright, for-
merly of KTAB, San Francisco; and
Arthur Simon have opened offices as a
radio advertising agency in the Hearst
Building, San Francisco, under the name
Donnell, Wright and Simon.

More Census Figures on Num-
ber of Radio-Owning Families

HE whole number of families in In-
diana. on April 1, 1930, when the
census was taken, was 844,463, of which
351,540, or 41.6 per cent, reported radios.
Nebraska totalled 343,781 families, with
164,324, or 47.8 per cent, who owned
radios.

There were 161,332 families .in South
Dakota, including 71,361, or 442 per
cent, who owned receiving sets.

Montana figures show 137.010 familics,
of which 43,809, or 32 per cent, are radio
owners,

Field Strength Tests Determine
Location of WGAR
Transmitter
ERECTING a transmitting station is

an expensive business, .so when the
officials of WGAR, Cleveland, decided to
build a new one they also determined to
make it as valuable as possible, both to
themselves and to the advertisers who
will use it. Accordingly, before settling
on "any one location, they had field
strength tests made of the entire sur-
rounding country. Three months’ experi-
ments led them to select a site in Cuya-
hoga Heights Village, equi-distant from
Cleveland’s cast and west side residerce
districts. Construction is now under way.

Broadcast Advertising



“"MAKE THEM

WANT 710 SEE

YOUR PRODUCT"”

‘We want to put across a picture of our product,” said
the monufacturer. “Can you do that by radio ?”

“Well, moybe not literally,” said the Westinghouse Radio
Stations representotive. “But there's o lot of psychology
entering into the display of a product, and perhaps it isn't
as necessary for you to actuclly show yaurs in advertis-
ing as you think:

" After all, you'll admit thot one genuinely interested
prospect is worth a hundred that are indifferent. And
there is something about radio that inspires folks with o
real desire to actually see the things they heor about over
the air—whether it's o performer, a type of entertain-
ment, or o product.

“A lot of people thought the broadcast of sporting
events would ruin gate receipts—that everyone would sit
at home and hear games over the radio instead of ottend-
ing. Well, millions of them do—but af the some time the
receipts ore bigger than ever. People get .interested in

WBZ-WBZA

Boston, Mass., Statler Building
Springfield, Mass., Hotel Kimball
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WESTINGHOUSE - RADIO - STATIONS

KDKA
COMMERCIAL

Pittsburgh, Pa., Hotel Williom Penn

things they hear, and the next step is to want t6 see them.

“Thot's why they jam the theaters whenever big radio
stars make o personal appearance. And that's why o
constantly repeated word picture of your product via the
broadcost route con inspire o genuine desire to see it.
Putting this ocross to the audience in the rich, responsive
ond thickly-populoted areas served by the Westinghouse
Radio Stotions should hove o very beneficial effect on

[
your sales curve.

This advertisement is one of a series covering o number of questions
commonly brought up in a discussion of broadcast advertising. If you
wish further information on any such questions, or advice on the applica-
tion of broadcast advertising to the specific problems of your product or
service, write the nearest commercial office. Weitinghouse operotes the
pioneer broadcasting service of the world, and Is equipped to render
complete assistance to advertisers, including the origination of merchan-

dising ideas and the securing of suitable program talent.

KYW-KFKX

OFFICES ———
New York, N. Y. 50 East 42nd Street
Chicago, lil., 1012 Wrigley Building
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RECORDINGS
(Continued from page 7.)
those laboratories which are most
intensely studying the art.

Hence, it would appear as good
judgment to investigate those re-
cording studios which are definitely
allied by license agreement with the
larger electrical companies engaged
in studying transcription broadcast-
ing in all of its factors.

I have already referred to the in-
ability to judge a suitable transcrip-
tion by an ordinary listening demon-
tration. The common types of re-
producing apparatus are quite un-
suitable for such tests, as only very
carefully designed and engineered
equipment will actually disclose the
true nature of a recording. There
is, however, an audition test which
will determine with reasonable cer-
tainty whether a transcription is
suitable for broadcasting from a
technical standpoint.

The larger electrical companies
have in their various offices through-
out the country demonstration ap-
paratus of a highly perfected char-
acter which will reproduce faithfully
the perfections and imperfections of
any recording. This perfected equip-
ment, though costly to make, is now
being offered by lease arrangements
to advertising agencies for installa-
tion and use in their offices. How-
ever, anyone wishing to have rec-
ords tested may take them to the
offices of thése electrical companies
and obtain information without
charge.

It is also possible to go beyond
this test and have a “frequency
range analysis” made of any record-

These National advertisen

Sell through WKRC:

Barbasol

Evening in Paris

Robert Burns Panatels
Henry George Cigar
Gold Medal Flour
Premier Saled

Detective Story Magazine
Van Heusen Collars
Camel Cigarettes

=2

f/’//

A

ing to. determine its true values,
There are several laboratories which
perform this service and there is the
Bureau of Standards in Washing-
ton, which will also give the answer.

Here are a few points which
must be regarded if a satisfactory
transcription broadcast is to result:

1. Is recorded speech distinct and
crisp?

2. Is the upper or lower register
cut off? Is there proper brilliance
in the music, or on the other hand,
evidence of overloading, causing
“muddiness” in reproduction?

3. Is there any flutter or discord
on sustained notes, indicating im-
proper speed regulation of either the
recording machinery or reproducing
apparatus ?

All of these factors are watched
and checked in the good recording
studio. The degree of perfection
which may be attained at point of
broadcast is primarily dependent
upon a combination of two funda-
mentals :

(a) Have the recordings the
proper- sibilance of the speaking
voice, the definition and brilliance of
the higher register, the depth and
mellowness of the lower?

(b) Is the apparatus to be used
for reproducing the recording at the
station capable of responding fully
to the characteristics in the record?

In other words, do these two es-
sential elements match?

OMING down to more simple
tests, it is a very easy thing to
compare recordings. Our own policy
is to compare a questionable record-
ing with one which we think is good.

BUILD AN AUDIENCE FOR

YOURS

OVER

We have a line piped into our radio
department from station WJR and
the records to be compared are
played on twin turn-tables at the
station. We hear them through our
receiving set. If the singer’s words
are not crisp and clear cut; if both
the lower and the higher tones are
not well defined and full, we have
the chance to find it out by compar-
ing it with the other recording by
switching back and forth between
the two records on the twin turn-
tables.

If there is one orchestral instru-
ment more than another which
stamps a poor recording, it is a piano
solo. If a marvelous Steinway
sounds like a ten-cent store piano,
there is something wrong. Also, the
best recorders are delighted to have
you hear their violin solos, but a
poor recording makes a violin sus-
tained note a wavering and sickly
thing. Undoubtedly all of us have
tuned them out many times.

Surface noise or needle scratch
has been criticized somewhat and
some recordings are advocated for
their quietness. However, a record-
ing which has been burnished down
to remove surface noise is in danger
of having some of the recorded char-
acteristics wiped off at the same
time, thereby damaging the quality
of the music.

Still another type of recording
which is to be avoided in the inter-
ests of a good program and the fu-
ture welfare of transcriptions is the
so-called “dubbed” program. There
are several good-sized “dubbed”
programs on the air today which
are undoubtedly sold on a price

Cincinnati's leading advertis-
ers buy WKRC first!

v
Procter & Gamble Co.
Gruen Watch Co.
American Beauty Malt
Red Top Malt
Tom Collins Jr.
Boathouse Coffee
Burke Grocery Co.
Eureka Oil Co.
Semet Solvay Co.
Wourlitzer Music Co
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ELECTRICAL
TRANSCRIPTION

Royal has unfolded another step forward in the develop-
ment of broadcasting by electrical transcription, and
offers to Advertisers and Advertising Agencies a perfected
method of recordation that assures the reproduction of the
actual program with unparalleled exactness. This
achievement, the most modern method of recording by
electrical transcription, commands the attention of every
Advertiser and Advertising Agency.

ROYAL SERVICE INCLUDES:

Program Creation: Artists Bureau: Station Contact:
Recording: Distribution of Broadcasting Discs:
Experienced continuity writers, composers and di- foremost artists from every field of entertainment
rectors coordinate their knowledge of showmanship —radio, dramatic, musical comedy, vaudeville, con-
in creating outstanding programs of superior enter- cert and motion picture are at the disposal of

tainment value to assist in serving clients. The Advertisers.

Royal Broadcasting Systems—226 stations in the United States and 17 in Canada for Spot,
Regional or National Coverage. International coverage—France, Germany, Spain, Italy,
Alaska, Haiti, India, South America, Norway, Sweden, Australia, South Africa, New
Zealand, Hawaii, Cuba, Honduras and Mexico.

Time may be purchased on one or any number of stations in Royal Broadcasting Systems.

Each station is recognized for its extensive coverage and audience popularity.

Full commissions to recognized Advertising Agencies.

Sustaining features available to clients requiring local or regional coverage.

ROYAL BROADCASTING SYSTEMS, Ine.

Royal International Radio Features
Royal Recording Studios

501 Madison Avenue - . - New York City
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basis. If a recorded program is a
first cousin to a direct broadcast,
then a “dubbed” program is a second
cousin at the very least, because a
“dubbed” program is not made with
live talent in front of the micro-
phone but is recorded from records
taken off the shelf.

In other words, a “dubbing” is a
recording made from another re-
cording. Obviously, there is some
loss of quality just as there is a tre-
mendous saving . of expense in
artists and orchestra. The exploit-
ing of a poor recording, either
“dubbed” or otherwise, is one of
those passing things which is to be
expected in a new industry. As
long as the buyer is careless in se-
lecting, there will always be those
to sell an inferior product.

In the case of an electrical tran-
scription program made up for an
advertiser who has had no experi-
ence with this medium, it is quite
understandable that when the adver-
tiser hears the lively music and the
marvelous sound of his own name
engraved in wax. he is apt to think
it is pretty good—especially if he
has nothing to compare it with. He
perhaps does not have a trained mu-
sical ear, and here’s a pleasant new
kind of advertising which he doesn’t
even have to read. He just sits
back and hears a snappy dance band
and a couple of hundred words
about his product. He okehs the
job and one more inferior electrical
transcription -is blasted over the
countryside—and thousands of ra-
dio listeners walk across the room

and tune to another station.

However, even if we are not all
trained musicians with the ability to
pick the poor records from the good,
we all do know something about
business and business methods. Cer-
tainly a careful study of all the firms
in the business of producing elec-
trical transcriptions should bring out
facts upon which we can base our
conclusions.

Who are these recording people?
What are their affiliations? What
are their policies, ideals and business
methods? Who are their execu-
tives? \What is their experience and
background? \What do they know
about creative service in radio from
a musical and a directing stand-
point? What kind of engineering
and production service do they
offer? What is their experience in
recording? What are the facilities
for playing their product at the sta-
tions? What field service do they
give?

Such a study narrows down the
field to the best class of recording
companies, and in addition, we have
the station managers with whom we
deal to tell us what they .think about
the varfous electrical transcriptions
now on the market.

ONSIDERING the great prog-
ress made, by recorded spot
broadcasting in two years’ time, we
all wonder what its future will be.
Certainly if conditions in radio were
to remain as they are we could ex-
pect an enormous growth ih record-
ed spot broadcasting as more and
more advertisers come to learn about

§

it. Certainly the surface has only
been scratched in this direction.

The fact that the ‘radio stations,
when they play an electrical tran-
scription program, emjoy a revenue
from the advertiser several times as
large as that which they receive
from a chain program, assures the
growth of recordings and, further-
more, assures for recorded programs
the pick of the best broadcasting
hours.

There are other factors such as
synchronization and television which
will play a part. Perhaps with the
coming of synchronization many
stations now on chains will look to
recorded programs to supply them
with their finest offerings. Especial-
ly will this be true of the stations
having little local talent for studio
programs, who have depended upon
the networks for their quality pro-
grams. Certainly, with synchroni-
zation a factor or without it, the
real reasons for spot broadcasting
will still exist. The advertiser still
needs to match his distribution; he
still needs flexibility in station selec-
tion.

As for television and its effect
upon recorded s pot broadcasting,
who can really prophecy? Wouldn't
it seem logical, however, to believe
that if you could see Anna Case sing
via television you wouldn’t much
worry whether her voice was com-
ing to you from a record, or sound
on film, or from am “in person
broadcast.” The movies are crowd-
ed with people who want to see
Charlie Chaplin in “City Lights.”

75,000
WortHwHILE  HOMES WiTH
MARKET RADIOS

S\
o

Wew Howme
PREPARED  OWNERS
| PROGRAMS  COMMUNITY

WeaLtH —— w H E C

Rays of Sales Results

EArnest CLeAr
LISTENER  RECEPTION

APPE""-/

—CONSISTENT

COVERAGE

AN\

Ecurment Cost

WESTERN
ELECTRIC

NORMAL
RANGE

Consistent Coverage of the
Rochester Buying Area

7 Counties — 500,000 Listeners
Affiliated with Columbia Broadcasting System
500 Watts—1009% Modulation—Crystal

Double Turntable Western Electric Equipment
33 1/3 RP.M. and 78 R.P.M.

Use Facilities of
WHEC, Rochester, N. Y.

Due to

involving

Controlled
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.. PROGRAMS
X, WINS BY K. 0.
>IN FIRST

Knockout Programs, the hustling
youngster with the long reach, wins his
battle for listener popularity with Killer
Watts, the burly behemoth, by a knockout
in the first round.

Killer Watts had plenty of power but
had all sorts of difficulty making his
efforts Jand. His hard-hitting, clever op-
ponent was always there with the punch.

Old-time radio listeners who witnessed
the fight were outspoken in their opinion
of Knockout Programs’ superiority. *“The
outcome was never in doubt from the time
the clever Knockout Programs entered the
ring. His telling blows and his knowledge
of his job had Watts, who was depending
on his strength and power alone, beaten
from the start.”

All of which may not be the best way
in the world to put.it, but you get the idea.
Several of our competitive stations have
more power than ours, which worries us
not a bit. We KNOW people listen to
programs, not watts, and all our energy is
directed towards making our programs the
type they want to listen to.

_OKLAHOMA
s
OKLAHOMA CiTy

Aud furthermore, we have a record of
results for advertisers to prove our pol-
icies are right.

If you have goods to sell in the rich
Southwest market, we can do a job for you.

Drop us a line.

. OUTHWEST
ASSOCIATED STATIONS: STATIONS: BROADCASTING CO.

Wichita Falls Oklahoma City
Houston Dallas Fort Worth San Antonio -
Amarillo Waco Aviation Bldg. Fort Worth, Tex.
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The fact that Charlie is in Europe
and they are just looking at a film
doesn’t hother them. And note how
quickly sound films took hold in
theaters, displacing the time-hon-
ored orchestra.

By the same token isn’t it logical
to believe that the radio enthusiast,
sitting in his home, seeing John Mc-
Cormick as well as hearing him,
would not be greatly concerned
whether a movie film and an elec-
trical transcription, or sound film,
were used to supply him with that
entertainment or whether the artist
is engaged in a personal broadcast.
In other words, may not television
help recorded spot broadcasting?

About the future, perhaps one
man’s guess is as good as another’s,
but for the present we know that
recorded programs are doing a
great job and may be expected to
gain in standing and acceptability
with the radio audience if their
watchword is “Quality.” It seems
to me there can be little doubt that
a sustained quality program with
the most intelligent announcer, with
the most careful planning of struc-
ture and with the world’s best in en-
tertainment, will succeed, whether
it’s a direct broadcast or a recorded
program.

But the program should be super-
lative. L.ike Caesar’s wife, it should
be above reproach. If any program
needs big names and famous or-
chestras, it is the transcription pro-
gram. Big-name talent presupposes

quality in the recording. The audi-
ence does not expect a great singer,
a’ great dramatist or a great states-
mian to be identified with anything
inferior. By employing the finest
talent for his transcription program,
the advertiser does not risk the
charge of cheapness.

If all advertisers build their tran-
scriptions  with  quality foremost,
transcriptions will come to be known
as quality broadcasts. The public
recognizes quality and, if they are
trained to expect the finest of enter-
tainment when they tune in on a
program week after week, they’ll
think less and less about whether it
is direct or recorded. They will
judge it for what it really is, they
will judge it on the sincerity, skill
and talent that have gone into it. In
other words, doesn’t the real future
of the recorded program lie in its
quality ?

Summer Campaign for Coal

RADIO, newspapers and outdoor ad-
vertising are being used by the Pa-
cific Coast Coal Company of Secatile in
a summer sales campaign featuring re-
duced prices.

Building Trades Broadcast

A SERIES of Sunday evening pro-
grams designed to awaken public in-
terest in building is now being broadeas:
over station WOAI, San Antonio, Texas,
under the sponsorship of the various
building trades and professions. The first
program was presented by the West
Texas chapter of the American Institute
of Architects. Others will include all
aspects. of building.

for Swift
, Chicago pack-
)g a series o
an NBC chain
rday and Sun-
for this com-
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Evening Seri
WIFT & COMPA
ers, are now ‘spol

dramatic programs o
each evening except
day. This is an inno
pany, as all of its
have been in the da)
the new prograins are Phillips Lord and
Arthur Allen, formerly Goodrich’s “Uncle
Abe and David.” The agency in charge
is the Chicago office of J. Walter Thomp-
son Company.. &

Joins Radio ‘ Mdcasters

ARRY LAMBERT has joined the

sales department of Radio Broad-
casters of America, Inc. Mr. Lambert
was previously with Electro Broadcasters,
Inc, and the Judsom Radio Program
Corporation.

Papers Buy WDBJ

ADIO station WDBJ, Roanoke, Va.,

operating with 500 watts daytime and
250 watts at night on the 930 kilocycle
channel, has been purchased by the Times-
World Corporation, publishers of the
Roanoke Times and World-News, from
the Richardson-Wayland Electrical Cor-
poration.

Educational Stations Fall Off
INCE the Federal Radio Commission
went into operation in February, 1927,

53 educational radio stations have ccased
operations, 23 of them on their own ap-
plication to become commercial. There
are now about 50 strictly educational sta-
tions in operation.

Join Agency Radio Department
NDREW HERTEL, former radio
editor of The Milwaukee Journal,

has joined the radio department of Wil-

liams & Cunnyngham, Chicago advertis-
ing agency. Gates Porter has been made
manager of this deparment.
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New Transmitting Plant

No detail has been overlooked to make the new WGAR transmitting
plant in Cuyahoga Heights Village modern and efficient in every way.

Associsted Statien of N B C BLUE NETWORK

From ficld strength measurements made over a period of three months,
this location was chosen as the most ideal to serve Cleveland's exten-
sive east and west communities, as well as surrounding counties.

d When completed, carly in July, WGAR will have one of the moct
- efficient regional stations in the country.

\ For information write, wire or phone

The WGAR Broadcasting Company

Studios and Offices: Hotel Statler, Cleveland (Prospect 0200)

JOHN F. PATT, Vice-Pres. and Gen'l Mgr,
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Let us consider...

SUMMER
BROADCASTING

PHILADELPHIA
INTEGRITY BLDG.

jV the minds of advertisers and their
advertising agencies, summer evokes the question, “What about
radio broadeasting? What about its effectiveness as a1 summer

advertising medium ?>

To answer these questions, first let us
consider the vast improvement in transmission and reception which
has taken place during the past four years @ When radio broadcast-
ing was in its infancy, transmission and reception facilities were as
poorly developed as the whole industry of radio. Today the ire
mendous development in both transmission and reception equip-
ment has proven conclusively the value of summer broadcasting @
Next let us consider the receptiveness of the July-August audience.
Summer inclines every one to a‘“play-mood,”a psychological relief
from the strain of winter. Let an advertiser, through his program,
appeal to this mood and he is assured of complete public accep-
tance @ As to the relative size of summer audiences, survey after
survey have shown that the July-August period loses but 8% over
the January-February season, and every year shows a decrease in
that figure @

Scott Howe Bowen, Inc., living up to its
policy of intelligent, efficient service to advertisers and advertising
agencies, is ready to discuss this question of summer broadcasting
as an effective advertising medium.

Scort HOWE BOWEN Inc.

CHRYSLER BUILDING

NEW YORK

CHICAGO * DETROIT DALLAS

WRIGLEY BLDG. FISHER BLDG. BAKER HOTEL

July, 1931
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Summer Series for Bourjois
SERIES of 15-minute musical pro-
grams will keep A. Bourjois &

Company, perfumers, on the air during
the summer months when their regular
feature, Evening in Paris, is discontin-
ued. Although Bourjois has been on the
air for three years over a CBS network,
this is the first summer program for
this sponsor.

Fl-yosar; Yjses Chain

HE Flyosan Entertainers, a musical

program advertising Flyosan, an in-
secticide manufactured by William Peter-
man, Inc., New York, is being broadcast
each Wednesday evening over an NBC
chain. This account is handled by Benton
& Bowles, Inc.,, New York.

CBS Television Station on Air
Soon
WORK on the Columbia System tele-
vision studios is rapidly ‘nearing
completion and tests are now under way.
The station is licensed under the call
letters W2XAB and will operate in the
band between 2,750 and 2,850 kilocycles
with 500 watts.
Simoniz on Chain
THE Simoniz Company, Chicago, man-
ufacturer of Simoniz polishes, is now
sponsoring a weekly series of quarter-
hour broadcasts over an NBC chain. For
some time this.company has sponsored a
Sunday morning period .over a Chicago
station.

Don Lee Gets Television
License

THE first television license in the West
has been issued to Don Lee, Inc,
Los Angeles. The Federal Radio Com-
mission granted a construction permit for
a 500 watt sight station to use from
2,100 to 2,200 and from 2,850 to 2,950
kilocycles for experimental purposes.

KSTP Asks for 25,000 Watts to
Test New Antenna

N ORDER to conduct a series of tests

of a new antenna designed to improve
service to listeners on the higher fre-
quencies such as that occupied by KSTP,
St. Paul (1460 kilocycles), that station
has asked the Federal Radio Commission
jo grant it 25,000 watts experjmentally.

Radio E:iitors aect Officers

L. BRAGDON, radio editor of the

New York Sun, was clected presi-
dent of the Newspaper Radio Editors’
Association for 1931-32 at the Chicago
Trade Show. Other officers are O. N.
Taylor, Chicago Times, vice-president;
Barrell V. Martin, Pittsburgh Sun-Tele-
graph, secretary-treasurer; and Evans
Plummer, Chicago Herald-Examiner,
Ralph Worden, Cleveland News, and
James Spencer, St. Louis Post-Dispatch,
directors.

KTNT Ordered Off Air

N A CHARGE of “subordinating

the interests of the listening public
to the interests of the licensee,” the Fed-
eral Radio Commission has cancelled the
license of station KTNT, Muscatine,
Iowa. The station was operated by Nor-
man Baker of Muscatine on the 1,170
kilocycte channel, with 5,000 watts.

Appeal from this action has been made

before the Court of Appeals of the Dis-
trict of Columbia, which granted a stay
order allowing KTNT to remain on the
air pending the court’s ruling. 'On June
12, the court rescinded this stay order
and KTNT was again ordered to stop
broadcasting.

Brooks Clothes to Broadcast

ACH Sunday night for a year the

Brooks Clothing Company will broad-
cast a half-hour program over the Don
Lee stations in California. The campaign
i3 handled by the Botsford-Constantine
Company of Los Angeles.

4

-
NBC Renewals

RENEWAL of contract between

NBC and lever Brothers, sponsors
of the Rinso Talkie, “What Happened
to Jane,” will cause this. program to be
heard for another year ‘every Tuesday
and Thursday evening over an NBC net-
work. The agency handling this account
is Ruthrauff & Ryan.

The Quaker QOats Company has also
renewed its daily except Sunday pro-
gram featuring Phil Cook over an NBC
chain. Lord & Thomas and Logan is
the agency for this account.

Leaves Station for Agency

HILMER B. GRONDAHL has joined
the Randolph T. Kuhn Advertising
Ageny of Portland, Ore., as account
executive in charge of all broadcast ad-
vertising. He was formerly a member
of the sales and production staff of sta-
tion KOIN, of that city.

Polish Radio Head Favors
Advertising on Air

R. SIGISMOND CHAMIEC, direc-
tor of *“Polskie Radjo,” Poland’s
broadcasting system, is in the United
States making a study of American broad-
casting methods. The Polish system is
operated by a private concessionaire of
the government. Support is derived from
a tax of $3.36 per set. After observing
American practices, Dr, Chamiec declares
that advertising support would raise the
standards of Polish breadcasting by mak-
ing better talent available. Plans are
already under way in Poland to commer-

cialize radio broadcasting, he asserted.
Plan Standardized Station Data
'I‘O ELIMINATE costly but practical
statistical market studies made by
many broadcasting stations, the N. A. B.
and the A. A. A. A, are attempting to
work out a standardized form of trade
area data which will include only that

information which the agencies require.

director.

“WIBW:

WIBW

Has the Pleasure of Announcing the

-of -

MR. JULIUS LIEB
“—, as Musieal Director —,

Mr. Julius Lieb, who was formerly director of Loew’s Midland Theatre, Kansas City,
Missouri, brings to WIBW a wealth of ability and experience as composer, arranger and
Mr. Lieb will be directly in charge of all musical programs originating in the
studios of WIBW, and his skillful direction will assure the sponsor of the best.

The CAPPER PUBLICATIONS

TOPEKA, KANSAS

W

Appointment
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The electrical transeription business started out some months ago witn a
big buzz, It brought so many optimists into the field that now, whether
you believe it or doubt it, forty per cent of the records are being rejected
by independent broadcasters as inferior and therefore unacceptable.
—AIRCASTER, N. Y. Eve. Journal, June 12, 1931.

CALL YOUR SHOTS, MR. AIRCASTERI

We have no desire to enter into a controversy with a gentleman who should know whereof he speaks,
but—the above accusation, we feel, is too general and misleading to pass unchallenged.

Since the inception of this laboratory, not one single Byers Electrical Transcription has been

rejected by any radio station!

We realize that "the past few months have brought many inexperienced optimists/into this business of
electrical transcriptions.”” The above statement by "Aircaster” seems to fulfill our prediction as to their destiny. For
—and this is vital—properly made electrical transcriptions are not just phonograph records. The shame seems to be
that advertisers and their agencies have apparently spent thousands of dollars on rejected recordings to find this out.

J. G. Byers made electrical transcriptions in 1920, long before the world knew that such a process

existed. He designed and built his own equipment. By way of proof—if proof is necessary—Mr. R. P. Clarkson, con-
sulting engineer and well-known authority on radio science, had this to say in the New York Sun of November 23, 1929:
"I think it safe to say that electrical recording started from radio, because J. G. Byers made the first electrial record-

ing device with cutter and amplifier right under my nose and with loud cheers on my part.”

As chief engineer of several independent laboratories during the past ten years, J. G. Byers has added
to his original genius an experience and practical knowledge of electrical recording shared by no other man in the

profession.

Every electrical transcription made at Byers Recording Laboratory is personally supervised for balance,
placement, volume and tone by J. G. Byers, President. From the first word of the announcer to the last note of the
program, his experienced hand is on the control. That is why every single electrical transcription produced
by Byers Recording Laboratory has received the unqualified praise of the radio stations that broadcast
them, the advertisers who sponsored them and the artists who worked on the program. We intend to keep
that reputation. We do not want to do all the recording. But we do intend to do the best.

Spot Broadcasting with Byers Electrical Transcriptions offers you ap opportunity of radio programs com-
parable in every respect with live talent—coupled with elasticity and merchandising possibilities impossible in any other
plan. If you are interested in securing electrical transcriptions with tonal fidelity and life-like definition throughout the

entire range of audible frequencies, we will appreciate your inquiry. A line on your business stationery will bring

complete details.

Here are a few advertisers and advertising agencies who use Byers Electrical Transcriptions. They have
never suffered the indignity of having a program rejected because of inferior recording.

General Foods Corp., New York International Proprietaries, Inc., Dayton, Ohio  Texas Bakers Assn. Dallas

Mail Pouch Tobacco Co.. Wheeling, W. Va. Hillerich and Bradsby Co., Louisville, Ky. United Adv. Agency, New York
Continental Oil Co., Ponca City, Okla, Southwestern Building & Loan Assn., Dallas, Tex. Tracy, Locke & Dawson, Dallas, Texas
Columbia Baking Co., Atlanta, Ga. Sapolin Co., Inc., New York Richardson, Alley & Rchards, New York
Erwin-Wasey & Co.. New York Procter & Collier Co., Cincinnati, Ohio Chas C. Green Adv. Agency, New York

BYERS RECORDING LABORATORY, Ixc

1436 Chrysler Building NEW YORK CITY
NATIONAL SALES REPRESENTATIVES—SCOTT HOWE BOWEN, INC.
New York Chicago Philadelphia Detroit St. Louis Dallas Omaha
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THE STATION POINT

OF VIEW
(Continued from page 13)

morning till 2:00 the f{ollowing
morning. It is useless to operate
between the hours of 2:00 and 6:00
a. m. because, although there would
always be some to listen, the number
would be too small to make the time
valuable for commercial purposes.

The majority of radio advertisers
much prefer the hours between 7 .00
and 11:00 p. m. because it is a fairly
well-established fact that the radio
audience is at its maximum during
those hours. That gives a total of
1676 preferred hours per night on
all classes of stations in all parts of
the nation. At least 25 per cent of
that time is used by the networks.
About the same amount is used by
national advertisers, 20 per cent by
local advertisers and the balance sus-
taining. Therefore onfy 419 pre-
ferred hours are available to national
advertisers. Imagine what a severe
limitation it would be upon news-
paper advertising if the total number
of pages available in the United
States were 419.

I need not pursue this breakdown
any furthef to demonstrate the fact
that only a limited number of adver-
tisers can make use of radio. Even-
tually there will be a strenuous fight
for places on the air. Obviously all
advertisers cannot be given the priv-
ilege of broadeasting. In fact, broad-
casters are beginning to select among
advertisers and advertisers are be-
ginning to recognize the fact that a

long time contract on a good station
is a highly valuable franchise.
Another limitation of radio as an
advertising medium is the fact that
many products cannot be advertised
over the air. It is possible in news-
paper and magazine copy to say
things that could never go on the
air. The printed advertisement is
something which may be read pri-
vately whereas there is no privacy
to radio. Price quotations are quite
out of order during the evening
hours. This constitutes a limitation
in the minds of many. During the
business day, liowever, price quota-
tions are quite in order. In fact,
price quotations in many instances
constitute a real service to listeners.
Price quotations, however, can be
very easily overdone and a well-
developed sense of discretion is es-
sential to the program manager.

HE advantages of radio as an
advertising medium are numer-
ous. An advertising message tact-
fully phrased and presented in good
taste is most effective since it enters
the home as a welcome visitor. In
that connection I wish that every
advertising man preparing an-
nouncements for broadcasting would
think of the radio audience as a little
family group sitting around the
radio set—a family group composed
of father, mother, grandparents, and
children ranging from the ages of
five to thirty.
Multiply this little group by thou-
cands or millions if you wish, but
think of that group as the recipient

of your entertainment and your ad-
vertising message. As your spokes-
man comes into the home through
the radio I refer to him as a wel-
come guest, but he will be welcome
only so long as he behaves himself.
The instant that he oversteps the
bounds of propriety he will be in-
stantly ejected by turming the dial.

Pleasing programs create a good
will that cannot be obtaned from
other media. Did you ever hear of
anyone buying any product because
he was pleased with the art work or
typography of the advertisement?
Yet there are countless listeners who
have been inspired to buy because of
gratitude to the spomsor who has
brought an especially well-liked pro-
gram to the radio audience.

Radio offers likewise circulation
opportunities beyond that of any
other médium. One insertion in a
popular weekly magazine with a cir-
culation of three million costs about
$8,000 per page. The magazine
makes no guarantee that all three
million of its readers will see the
advertisement on page 160. In other
words, it offers a potential circula-
tion. It is able, however, to deliver
enough readers to make that adver-
tising worthwhile. A half hour on
the air is equivalent to one insertion.
That is: it is a standard unit. Eight
thousand dollars spent for a half
hour on the air over a network will
provide a potential audience of forty
million people. Six and a quarter
per cent of that money, or $500, will
buy time and talent on a station with
a potential audience of five million.

-

The Rice Hotel

of

75 HOURS PER WEEK
COLUMBIA CHAIN FEATURES

More than 509 in excess of the chain programs of any other

station in Southeast Texas.

That’s Why

Station

KTRH

offers you a listener interest second to none in this productive

“Houston’s Wel-
ecome to the World*®

territory. A few good spots left.

MORE CHAIN PROGRAMS THHAN ANY STATION IN TEXAS
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HARRY C. BROWNE JAMES WHIPPLE SEDLEY BROWN

DON CARNEY

/\nnouncement

Associated Radio Program Builders, experts in the
field of public entertainment, have achieved out-
standing success in the building of commercial radio
programs . . . programs that are popular . .

programs that are profitable.

Individually, or collectively, they are now ready
to work for you . . . writing continuities . . . build-
ing complete programs . . . developing advertising
ideas in radio form . . . producing complete broad-

casting campaigns.

ASSOCIATED
RADIO PROGRAM BUILDERS
|| West Forty-Second Street - - - NEW YORK

JANICE O'CONNELL ALLIE LOWE MILES JAMES F. CLEMENGER

JOHN TUCKER BATTLE
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No attemgt is made by the broad-
caster to claim that all five million
listeners will be tuned in at that
particular moment on that particu-
lar program. The program is the
thing: Amos ’'n’ Andy command
an exceptionally large percentage of
the radio audience when they are on
the air. The circulation cost per
listener is only about fwo cents per
year.

Advertising men have in the past
been somewhat prone to question the
value of radio. They have been
very insistent upon keying their
radio ads. Various devices have
been resorted to to secure a mail
response. The broadcasters them-
selves, confident in their own me-
dium, have not objected to these
devices to draw mail because they
themselves were looking for addi-
tional sales arguments to convince
the “doubting Thomases.”

The flood of mail that comes in is
of dubious value beyond an indica-
tion that the program is being lis-
tened to. The strenuous efforts
to pull mail response is bound to
become fatiguing to listeners. Can
you imagine one of the higher grade
magazines having a coupon on every
advertisement? What a curious
looking thing that would be and yet
many advertising men do all in their
power to make radio appear in the
same light.

I am very doubtfnl of the value
of either coupons or letters to an
advertiser. If you are looking for a
mailing list you can get it much
cheaper by consulting the telephone
directory. I have been a newspaper
and magazine reader since early boy-

hood and I have vet to clip my first
coupon. [ have been a radio listener
for ten years and during the course
of that time have written but one
letter to a station commenting upon
a program and that was a vigorous
protest about eight years ago to a
St. Louis station which had re-
frained from announcing its call let-
ters for two hours and twenty min-
utes. Yet I fully realize that I am
strongly influenced by good adver-
tising methods and that my pur-
chases are largely governed by the
advertisements I have read and
heard.

When the doubts regarding radio
have been dissipated, advertising
men will turrt their attention to the
development of a better technique of
broadcast advertising rather than to
concocting new methods of pulling
mail. A true test of broadcast ad-
vertising as of any other type of
advertising is: Does it move mer-
chandise? Does it keep the trade
name before the public? Does it
create good will?

I will confess, however, that I
have a great interest in the mail
which comes into WMAQ. It has
a valuation from the station stand-
point that is not generally considered
by the advertiser. The mail indi-
cates the circulation area of the sta-
tion. Each year we make an
analysis of the mail received during
the preceding twelve months. Every
letter that comes in is counted. The
city, town or village from which it
comes is recorded and a notation is
likewise made to indicate whether or
not a letter comments on a daytime
program or an evening program. In
this way I am able to produce a pic-

r

‘ture of our daytime coverage and
our night time coverage.

It shows me that 40 per ceut of
our audience is located in Chicago;
that 24 per cent is in Illinois, out-
side of Chicago; that 14.3 per cent
is in Wisconsin ; that 6.3 per cent is
in Michigan; that 6 per cent is in
Indiana and that 4 per cent is in
Iowa. Scattered returns come from
every other state in the Union.

In arriving at the conclusion that
this shows a fair picture of the dis-
tribution of our audience I am as-
suming that human nature is the
same in all parts of the country and
that the same proportion of people
who hear the station and enjoy its
programs will write from one com-
munity as from another.

We. have likewise made analyses
of mail response to individual pro-
grams. Some very astonishing and
gratifying results have been record-
ed. For example, an early Sunday
evening program of a half hour’s
duration brought ome letter from
every 330 persons in lllinois, one
letter for every 182 persons in the
City of Chicago, one letter for every
336 persons in Wisconsin and one
letter for every 244 persons in Mil-
waukee. This demonstrates a re-
markable attention, inasmuch as the
figures indicate in the case of Chi-
cago that we reccived one letter for
every 23 radio sets in the city. While
those figures are interesting, the
necessity for compiling such figures
is rapidly. passing, since advertising
men are able to evaluate broadcast
advertising with a precision that is
comparable to the valuation of other
advertising media.

Station managers themselves are

- LIKE THNE

SEATTLE
970 KCS.

COVERS I

™™E

NORTHWEST
SUNSHINE

— - = e

NORTHWEST'S MOST POPULAR CHAIN

KIRKEXTKGA

PORTLAND
//80 KCS.

KJR Wins First Place

Awarded Radio Digest's Gold Medsl as the favorite station in
the State of Washington.
in eastern Washington. Chosen by popular vote based on pro-
grams, reception and other popularity factors.

Eastern Representatives: McElhincy & Associates and Scott Howe
Bowen, Inc.
California Representative: Sydney Dixon, Locw's Warfield Theater
Building, San Francisco
B. M. Bryant, Business Manager

I NORTHWEST BROADCASTING SYSTEM,INC.

GENERAL OFFICES HOME SAVINGS BUILDING, - SEATTLE.

SPOKANE
/470 ACS.

Our KGA station in Spokane was first
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THE HOME OF WLW.

o
WLW, and its parent, The Crosley Radio Cor-

poration, have done everything possible to in-

Send for the
WLW Booklet sure quality productions. That our efforts have

been appreciated is clearly shown by the tre-

mendous audience which reqularly tunes to

WLW. This audience cansists of potential pur-
chasers of your product. Permit us to suggest
a way in which you can make them your

CUSTOMERS.

THE NATION’S STATION

THE CROSLEY RADIO CORPORATION
CINCINNATI, OHIO

FJuly, 1931 33



learning to talk a common language
with advertisers and advertising
agencies. They are placing them-
selves in a position to provide the
information that agencies and adver-
tisers require of the various adver-
tising media.

HE force of economic circum-

stances has made broadcasting
an advertising medium in the United
States and advertising has justified
the use of this great means of mass
communication for such purposes
since it has made possible the pro-
duction of the finest radio entertain-
ment in the worid. Millions of dol-
lars have been spent in sending the
finest talent in the world to the radio
listeners.

Such a system is infinitely su-
perior to government operation of
broadcasting stations, since this
would involve great cost to the
American public and the possible
misuse of radio to serve the interests
of the party in power. The sixty
million people in the United States
are being served and being served
well.  Their interest, convenience

— -

and necessity 1s held in due regard
by the broadcasters because the
broadcasters realize that abuse of
their privileges will mean instanta-
neous loss of popularity.

The fact that broadcasting con-
tinues to grow and prosper is the
best possible proof that the public is
being served. 1f anything were done
to deny broadcasting the financial
support it now receives it would
either fall into the hands of the dem-
agogues and politicians or, equally
bad, into the hands of propaganda
organizations.

I do not mean to infer that broad-
casting has achieved a state of per-
fection. I believe there is much
work to be done in the improvement
of the technique of radio advertis-
ing'and in the technique of program
presentation. Great progress has
been made in the past and more
progress may be expected.

The National Association of
Broadcasters has had a commercial
committee at work for three years.
This committee has evolved high
standards of practice which I regret

are not adhered to by all statiops but
which will eventually be the code of
broadcasting. That Committee in a
meeting a short time ago recom-
mended :

“(a) That service to the listener
is a primary requisite to commercial
success.

“(b) That quality of production
should not be sacrificed to commer-
cial expediency.

“(¢) That each advertiser be re-
quired to make a contribution to the
entertainment or education of the
listener, for the privilege of reach-
ing the radio audience with his mes-
sage.

“(d) That it should be the objec-
tive of each commercial station to
maintain itself on at least a self-
sustaining basis, since any other
basis may be characterized as un-
fair competition with other stations
or other advertising media.

“(e) That a consistent effort be
made by the members of the NAB
to improve the technique of broad-
cast advertising.”

The commercial committee of the

In New Orleans

has twice the audience preference of the five other New

Trade Area

B

mMoNROE e i

:ACKSON l
MARY Co

¥
o thAILS .‘."'5646‘6\

LAPAYETTE

CMEVY IBERIA NEW OR
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Orleans radio stations combined, as certified by the
Chambers Agency, Inc, ANPA. AAAA, APA,
PPA, ABP. NOAB, AHMP. (Survey completed
May 15, 1931.)

the first high-powered station to operate in New
Orleans. (April 21, 1925.)

the first station in New Orleans to release chain
(NBC) programs.

the first station in New Orleans to institute and
maintain an uninterrupted 17-hour daily and Sunday
schedule.

the first station in New Orleans to broadcast electri-
cally transcribed programs on New Standard repro-
ducing equipment: Western Electric Double 334
and 78 rpm,

serving 102 national and local accounts weekly.
It is the coverage choice of experienced adver-
tisers.

earned its pre-eminence as Louisiana’s outstanding
station due to its program-planning and service de-
partment. The station’s staff of artists furnishes the
presentation of leading local programs and the best
chain (NBC) features.
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an you answer YES

to these questions?

DO you kﬂOZU why some radio stations, with lower power; deliver
greater results than high power stations in the same city?

DO you kﬂOZv why some stations do a better job for some types of
accounts than for others?

DO you kﬂOZU what stations to use to reach women? Children? What

days of the week are best, and what hours of the day?

Do you k7070 what type of program will produce best results for the
product to be advertised? Do you know how to reach and interest the necessary

audience?

DO you kﬂOw whether spot announcements should be used every day?
Or three times a week? Whether a half-hour program or a quarter-hour pro-

gram is best for the specific job to be done?

July, 1931

If electrital transcriptions are to be used, do
you know where to get the best recordings?
The best “pressings?” Where to go for
talent? How to build a program?

Does your production department know how
to handle this important part of a disc cam-
paign? Does your space department know
how to buy radio? And does your book-
keeping department know how to check
radio invoices?

A. T. Sears & Son, Inc., know these things
—and many more—about radio advertising.

A. T. SEARS

Radio Station

520 NorTH MICHIGAN AVENUE

We have in our files a wealth of information
about radio advertising which we are glad
to place at your disposal. We have on our
staff trained advertising men, wise in the
ways of radio, who are glad to serve you.

You may call us in for consultation, without
obligation, or turn over to us the complete
handling of your radio accounts without ad-
ditional cost to you or your clients. As a
matter of fact, by taking over the costly de-
tail, we increase your net on radio accounts.
We'll be glad to explain in detail.

& SON, INC.

Representatives

CHicaco, ILLINOIS
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National Association of Broadcast-
ers held several joint meetings with
the radio committee of the American
Association of Advertising Agencies
and I venture ta say that both the
broadcasters and the agencies have
profited thereby.

A sub-committee of the NAB
commercial committee has been ap-
pointed to evolve standards for
agency recognition. These are good
indications that the broadcasters are
striving to improve the service they
are rendering the public, that they
are endeavoring to place their busi-
ness on a sound economic basis and
-that they are taking these and other
steps that will improve the value of
the medium not only to the adver-
tiser but to the public.

Zimmerman Heads Agency’s
New York Office

WALDEMAR ZIMMERMAN has
heen placed in charge of the recent-
ly opened New York office of Mitchell-
Faust-Dickson & Wieland, located in the
Graybar building.

Cremo Gives a Car a Day for
Best Slogans

EVERY night a pew slogan is used to
advertise the Cremo cigar on the ra-
dio program sponsored by its maker, the
American Tobacco Company. And every
night the writer-of that slogan is award-
ed a new automobile. either a Ford or
Chevrolet. Slogans must be exactly 20
words long and cach word must be writ-
ten on the back of a band from a Cremo
cigar.

Newspaper Radio Editors
Choose Atwater-Kent Hour
as Best Program on Air

HAT the radio editors of the

country’s newspapers think of
sponsored radio programs was dis-
closed by their answers to a ques-
tionnaire sent out by the Newspaper
Radio Editors Association. Asked
what sponsored network programs
are the best examples of good taste
in their commercial appeal (listing
three programs in order), the editors
voted as follows:

1st 2nd 3rd
Atwater Kent ........ .. 5 a3 I
Collier’'s Hour ......... S0 8
General Electric ........ iy 8 2
A & P Gypsies.......... 8 2912
Cheseborough Real Folks 3 2 1
Blackstone ........... 2 2 0
Pepsodent .............. 2 1 2
Simmons Bed ........... 20 881 @
Camel Pleasure Hour.... 2 1 §
Empire Builders ........ 2 2 1
Palmolive ............. .2 4 0
IPIHICO. we §00.. e s 048 b - 2 0 0
Gold Medal Fast Freight 2 1 0
Mobiloil ................ 221100 4 @
Armstrong Quakers .. .. 2 0 1
Soconyland Sketches .... 1 1 1
La Palinai ,.....;....... 1 0 1
Enna Jettick ............ 1 0 O
March of Time........ .10 1
Cities Service ........... 1, 0 2
(€107 o ) = e 1 0 1
Sherlock Holmes ... ..... O F Ly b
General Motors ......... 0 4 1
Coca-Cola ......o0...... 0 2 0
Henry George .......... (O !
True Story ............. 0o 0 2
Robert Burns ........... @ 1B
Fleischmann ...... ... .0 1 0
Literary Digest ......... 0 0 1
VaAMBDAT. . . oemisratd s sk p s 0u s 0, " 1
Lucky Strike .. .00 1
Super Suds ... o8 0r 1
Davey Tree .... o' 0 1
TaStyalet : .o . eoduies: 0o 0 1

The next question: What spon-

sored network pregrams show the
least display of goed taste in their
commercial appeal? brought the fol-
lowing score:

1st 2nd 3rd
Lucky Strike . .......... 16 6 3
Cremo ......... R 5 J 2
Edna Wallace Hopper... 2 2 0
Pepsodent .............. 0 "3" 2
Paul Whiteman Paintmen 2 0 0
Blackstone ......: 30 1 0 O
Gold Medal Fast Freight1 2 0
Fleischmann .......0.... 19 0% 0
Barbara Gould .......... 1" @40
Palmolive ...... . ....... 1 "o 1
Valspar ......... 1 0 1
General Electric . ........ 140 0
Tastyeast ....... SRR 1- 0 o
Ivanhoe Foods .......... .9 1
Van Huesen Collars..... 6 1 1
Atwater Kent .......... 0 1 0
General Motors . ..... R0 11
Premier Salad Dressers... 0 1 0
Detective Story ......... 0 1 0
Chase & Sanborn....... o 1 1
Old Gold ....... SR o 1 1
Night in Paris.......... po 1.0
Campbell Soups ......... 6l 4071
Sunkist ......... SRR o 0 1
King Edward Cigars..... 0o o0 1
Halsey-Stuart ........... @ 0 1

Answers to other questions re-
vealed that generally the editors fa-
vor the American plan of private
enterprise in broadcasting, as op-
posed to the British plan of govern-
mental control, on the ground that
it assures better programs; and that
most of them beliéve that advertis-
ing should not be limited by legisla-
tion, but left to public opinion,
which in time will correct any
abuses.

Appoints Seattle Representative
FAMOUS ARTISTS OF THE AIR,

INC., has appointed Frank Corwin
Northwestern representative, with offices
in Secattle.

-".-lf'.lll' LE B m R eRs nm M A TENT P T L B A0 A AAMAA0AAGELR A RS S &S .'l'.!l"’l“ II"J
. q
: Will you know tomorrow?
-

] |
a Last night your broadcast was on the air! What record have you of that 3
« program, other than the mere typed copy of your advertising message? A
< If GREEN RECORDING STUDIOS had made a program check for you, >
B there would be « permanent record of your broadcast in your files! .

]
E These Green Recordings are not expensive. A fifteen-minute program .
. & check consisting of three ten-inch discs costs but £7.00 —with a sub-
¥ write o= , !
§ stantial discount on contract. h
E WArS Before you close your broadcast appropriation for your fall campaigns
< or phone be sure to include program checking by GREEN.
.
, 8
CREEN PLRECOLRDING STUDIOS 3
. 614 EAST JACKSON BLVD., CHICAGO, ILL — Harrison 7066
s T A A A A A m i na e
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Yes, IVIR. BEnson!

WE AGREED with you in November at Cleveland when
you said “There is a need for stabilization in Spot
Broadcasting.”

We agreed when you said “T he advertising agency has be-
come deeply interested in spot broadcasting.”

We agreed when you said “Stations need representation, to
promote the medium as a whole and sell time for the stations.”

With these thoughts in mind, we have created for the Ad-
vertiser and the Advertising Agency a plan more advanced,
more practical even, than that which you suggested.

Advertisers Radio Service,

Inc., 1s an actual sales and ADVERT]SERS
sales service organization set
up to function nationally. RAD lo

Exclusively representing a SERVICE, INC.

group Of SUCCCSSfUI key sta- is owned, controlled and operated by

tions as their own sales offices the mamivel, Bonfions 3t dcasests.

. . owned, controlled and Yankee Network: WMAQ, Chicago
operated by the member WNAC, Boston WTMJ, Milwaukee
stations 1t represents. WAAB, Boston WCCO, Minneapolis

WEAN, Providence WS, Louisville
WORC, Worcester M. Miami
WICC, Bridgeport WQAM, 3 -
WDRC, Hartford WCAE, Pittsburgh
WLBZ, Bangor WHK, Cleveland

WNBH, New Bedford WHO, Des Moines
WMAL, Washington WOC, Davenport
WPTF, Raleigh WMT, Waterloo

ADVERTISERS RADIO SERVICE, INC.

Chicago Office: 400 West Madison St. New York Office: 60 East 42nd St.
Phone: State 2621 Phone: Vanderbilt 3-1127
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ONE-MINUTE
ANNOUNCEMENTS

(Continued from page 14.)
in sight and none prophesied.
Speaking of raincoats or umbrel-
las in connection with rain, the
writer is of the opinion that one-
minute announcements spotted over
a large number of stations in this
way by the Morton Salt Company
would do more to institutionalize
their slogan, “When it rains, it
pours,” than three times the amount
of money spent in an institutional
evening show.

One-minute announcements prove
particularly effective as supporting
advertisements for a large institu-
tional show. There are sponsors of
good radio entertainments on the
“Blue” network who have national
distribution. Yet, because they are
on the “Blue” network, they are not
in the state of Iowa (the “Blue”
network having no outlet in that
state).

What more logical, therefore (if
they can't afford spot shows), than
a series of one-minute announce-
ments placed over good Iowa sta-
tions-—these one-minute announce-
ments advertising the show as it is
broadcast out of St. Paul, Kansas
City, or Chicago? If the Iowa sta-
tions hesitate to accept what they
might term “competitive copy” (an-
nouncements which will draw part
of their audience away from them)
then that hesitancy is brought about
because they are afraid to stand on
the merits of their own program

schedule. And the sooner we find
that out, the better.

BEven more effective is the one-
minute tie-in announcement for an
evening show placed over the same
station in the morning,as an audience
plug. Let us assume, for instance,
that the Super-Suds people took a
one-minute announcement over all
of their chain stations at 1:15 p. m.
—that announcement to ask the
questions, “Did you hear Clara, Lu
and Em last night?”’ and “Are you
using the super-dishwashing-soap—
Super-Suds?” Between 12:45 and
1:30 the dishes of the nation are
being washed. The only difference
between urban and rural centers is
the fact that the man of the house is
not home in the large city, whereas
in the smaller town he does get home
for luncheon. Regardless of loca-
tion, 12:00 to 1:00 is the luncheon
hour, and 12:45 to 1:30 is the dish-
washing period. A oné-minute an-
nouncement staged at this particular
time of the day would sell a lot of
dishwashing soap and do much to-
ward building an audience for the
evening show.

In like measure, the people with
hand lotions to sell might very well
capitalize on the national habit of
washing dishes at this time of day
and sell their merchandise through
one-minute announcements placed
on the air at 1:30 to 1:45—asking
frankly if the ladies listening in have
hands that are red because they have
been in dishwater, and, if so, use

lotion.

One-minute gnnouncements can

=

be, for many advertisers, the most
effective means of employing radio.
They can, at any rate, if the product
lends itself to some particular time,
condition, temperature—or reason.
The one-minute announcement
which has a good, logical reason for
its existence is many times more
effective than the announcement
broadcast blindly.

Form Radio Agency

IX Minncapolis newspaper advertis-

ing men have organized Broadcasters,
Inc., as the first exclusive radio mer-
chandising and sales promotion agency
for western Wisconsin, Minncsota and
North and South Dakota, and have
opened offices in Suite 420, Hodgson
Building, in Minnecapolis. S. H. McGov-
ern is president; A. H. Schumacher, sec-
retary-treasurer.

The agency opened with more than 50
accounts, and representation agreements
with 100 Northwest, Midwest and Mis-
sissippi Valley stations. .A separate de-
partment will contact and develop busi-
ness from firms rated as chain broadc,a_\st
prospects. Complete equipment and studios
for electrical transcriptions are now be-
ing installed.

Water Softener on KMOX

THE Ross-Gould Advertising Aggn.cy,
St. Louis, is placing the advertising
for Abso Crystals, a water softener and
cleaner manufactured by the Absorbene
Manufacturing Company, also St. Louis,
over station KMOX of that city. Daily
annourcements are being used for an
introductory campaign, which will be ex-
panded at a later date. A radio contest
campaign over 14 stations for Absorbene
Wall Paper Cleaner, conducted in 1929,
-produced very satisfactory returns.

ecause

ylicht Programs=a real buy

WEFBL"%

MAXIMUM POWER until sunset. While the evening power of
WPFBL is limited to 1000 watts, the daytime power has been in-
creased to 2500 watts, through the installation of the finest modern
equipment—100 per cent modulation, crystal control.

REASONABLE RATES are another reason why this rich market
offers an exceptional daytime broadcast opportunity. In spite of
the increase in power the daylight rates of this station are still
509% lower.

MINIMUM COMPETITION is assured as WFBL enjoys the dis-
tinction of being the only full-time network station within a radius
of 75 miles. Write for further information.

ONONDAGA RADIO BROADCASTING CORP.

“A¢ the Hub of the Empire
State” Station WFBL i3 a
necessary part of every pro-
gram effective in covering
the state of New York.
Eight years of leadership in
service to the 1,634,000 radio
listeners of this prosperous
area has developed their re-
sponsiveness and their con-
fidence in WFBL.

Onondaga Hotel,

SYRACUSE, N. Y.
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Perfected
Electrical Transeription
by
RECORD-0-CAST

Custom built electrical transcriptions as only
Record-O-Cast can build for the most discriminat-
ing advertiser — means a perfect program for each

and every occasion.

Impartial analysis of the mechanical perfection of
the electrical transcription is additional Record-O-
Cast insurance which has brought satisfaction to
clients who know advertising and who spend

millions in publicity.

Free from all entanglements — Record-O-Cast—
gives advertisers the best in Continuity, Talent,

Program Production and Recording.

FOR PERFECT
ELECTRICAL TRANSCRIPTION
WRITE

RECORD-0-CANSNT. Inec.
410’ N. MICHIGAN AVE., CHICAGO

2 M X X



CHOOSING THE
PROGRAM IDEA

(Continued from page 15.)
don’t listen at all. For this reason
the dramatic program is either an
unqualified commercial broadcasting
success or a comparative failure,

With rare exceptions, the largest
and the surest audiences are built
by musical programs — programs
ranging from grand opera to Ken-
tucky mountaineer trios. Sometimes
the choice of a musical program is
dictated by the atmosphere the ad-
vertiser wishes to throw around his
product. Atwater Kent radio with
its grand opera stars, Stromberg-
Carlson with the Rochester Civic
Orchestra of symphonic proportions,
Whitall Rugs with their glamorous
melodies—all have music chosen to
weave a definite atmosphere about
the merchandise it promotes.

More often the type of music
chosen depends on the type of
audience to be reached. In the cur-
rent state of collected data on this
subject, the choice of music is really
more likely to depend on the mu-
sical taste of the advertiser’s presi-
dent, chairman of the board, sales
manager, advertising manager, and
others who make-up the committee
on strategy. Culturally this is for-
tunate for America, because the av-
erage manufacturer wishes to spon-
sor a program of higher quality than
the majority of his customers would
demand

One very careful and useful study
of the relation of musical taste to
age and economic status has been
made by Mr. Herman S. Hettinger
of the University of Pennsylvania.

Its carefully chosen cross section of
radio owning Philadelphia makes it
quite reliable for that city, but how
far its conclusions can be general-
ized no one can say. The two most
significant tables from this study of
2,250 radio owning families show :

o

music program, well identified with
the sponsor and his product, is hard
to secure.

The light classical, or semi-popu-
lar prograny, embodying some dance
music, some musical comedy and
light opera, some ballads, and occa-

MUSICAL PROGRAM PREFERENCES

OF ECONOMIC GROUPS

Type of program High
(G112 7 T e Y Sy 42.8
Semi-classical .............. 50.0
| DTy e S S 50.0
SRR S b v sl A A 6 A r - 4 14.2
Old-fashioned melodies . ..... 28.5

Per cent —

OF AGE GROUPS

20

yrs.and 21-30 31-40
under years

Program type

Classical Ji:.vs vz 34.7 17.1
Semi-classical ....... 9.6 22.1
1D, o 94.2 75.4
GO NN 5/ +r<'wy = 7.7 5.7
Old-fashioned melodies 7. 11.4

Clearly, dance music and the
semi-classical (Herbert, Romherg,
Nevin, the lighter airs from grand
opera, et¢.) are the two most popu-
lar forms. The majority of the
popular musical programs on the air
are built from these two types of
music. Many an advertiser turns
away from dance music, popular as
it is, because distinctive dance mu-
sic is hard to supply. The air is so
fiill of good jazz bands that, except
when a personality captures popular
fancy as Rudy Valee did, or when
sheer weight combines with program
excellence as Lucky Strike’s three
hours a week do, a distinctive dance

Income———— Weighted aver-
Average Low age, all groups

36.1 12,5 21.0

40.7 15.7 40.0

40.0 84.2 62.4

19.3 16.7 18.2

37.6 21.8 30.4

Per cent

51 Weighted
41-50 yrs.and average,

years year over all groups
21.0 21.6 25.3 21.0
25.6 42.4 45.1 40.0
74.8 60.5 279 62.4
16.7 26.7 24.6 18.6
30.8 38.1 63.0 304

Reprinted through courtesy of station WCAU

sionally some heavier music, is hailed
by many as the golden mean. Such
a program permits the development
of a number of distinctive person-
alities ; for instance, the Camel Hour
with Reinald Werrenrath and Mary
McCoy, or the Palmolive Hour with
Olive Palmer and the Revelers. Such
programs as these, the Cities Serv-
ice hour, the Mobiloil program, and
the A. & P. Gypsies, seem to have
struck the least common denomi-
nator of popular taste, and appeal
to everyone.

The programs built of still higher
grade music—such as the Strom-
berg-Carlson, Atwater Kent, Halsey

. __—7 =

OF THE FISHER BUILDING

W J R is the acknowledged favorite in the fourth largest market in the country.
The most powerful station in Michigan—with an exclusive cleared channel. WJR
offers the advertiser assured coverage in one of the richest aress in the world.

THE G OO0OD

i

WIilLL STATIO

LEO J. FITZPATRICK
Vice-Pres. & Gen. Mgr.

DETROIT
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In the Good Old Summer Time
61.84% Renewals?Z

N a spring issue of this publication we announced that
52.19; of all WBBM clients were on renewed contracts.

Now that summer is here we announce that—

61.84%

of all
WBBM CLIENTS

are on

Renewed Contracts

Further, commercial revenue has increased more than
100% since January first.

Surprising, you say? Not at all. For the last four years
a summer month has brought the top, and a winter month
the bottom of our sales curve. Broadcast advertising
through WBBM'’s super-power transmitter is always at
its height at this time of the year.

A long time ago, when radio was young, one of our skep-
tical friends in the publishing business said, “It’ll be a hot
day in summer when radio cuts any figure in the advertis-
ing field.” He was right.

The Air Theatre

YW B B M cuicaco

235.000 Watts—389.4 Meters—100% Modulation—Clear Channel
July, 1931 41
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K-M-B-C
Has
Decided

Not to have
g

"Summer S|ump"

This Year

Unusua|

Merchandising

Plans are in

Progress and
the traditional
: Boog-a-Boo"

is outsmarted

JOIN US

K-M:-B-C

“Midland Broadcast Central”

Midland Broadcasting Co.
Pickwick Hotel
Kansas City -

Missouri

Stuart and General Electric pro-
grams—are designed with a recogni-
tion of the fact that although the
higher type of music may lose them
listeners, the loss is more than offset
by the quality of the audience se-
cured and by the loyalty with which
these listeners follow the programs
week after week. Because the lovers
of the better music more often than
not are among the higher income
groups, and because the advertiser
who uses classical music competes
with very few similar programs, he
is able to bind his audience to him
as with chains of steel.

When a mass audience is desired,
the vaudeville act is likely to supply
popular and profitable entertain-
ment. Phil Cook’s one man show
and the Radiotron Varieties have
commanded a wide and enthusiastic
following. With such a program
the time chosen 1is usually but fifteen
minutes, and the lightness of the ad-
vertiser’s individual punch is more
than overcome by the rat-tat-tat of
additional programs each week. An-
other advantage of the vaudeville
type of program is that the concen-
tration of the talent budget on a
few persons makes possible the se-
curing of top-notchers at a total
program cost no greater than many
a run-of-mine musical program.

Even at night, a fourth entertain-
ment unit—the speaker—can be
used. The Old Counsellor, feature
of the Halsey Stuart program ; Low-
ell Thomas, speaking for the Lit-
erary Digest; Bobby Jones, talking
golf and advertising Listerine, have
been successful because they enter-
tained.

Regardless of the speaker’s in-
trinsic entertaining ability, his re-
ception by the radio audience will be
tremendously enhanced if they, or
at least a goodly part of them,
already worship him as a hero. Such
programs secure an enthusiastic, in-
tently listening audience who tune
in week after week. They are best
employed when the subject matter
bears an intimate relation to the ad-
vertiser’s product, as do Floyd Gib-
bons’ talks on “The House of
Magic” or Lowell Thomas’ dis
courses on the day’s news, both of
which are subtly selling all the time
they entertain.

The canny gentlemen who imake
money from our desire to be amused
know that, properly handled, a star

KGKB

““The Voice of
East Texas’’

In the heart of the
world’s largest oil
field.

Very thickly populated
with 6,907 farms alone
in Smith County.

It will pay you to cul-
tivate this territory
which is the brightest
commercial spot on the
American continent.

Your inquiries will be
appreciated.

TYLER « TEXAS

WJAY

CLEVELAND

( Cleveland's only fruly local
station, with rates in accord-
ance.

( Has largest foreign listening
audience of any station in
the United States.

For details and figures write

WJAY
1224 Huron Rd., Cleveland, O.

IN IOWA IT’S

-KFJB-

MARSHALLTOWN
I0WA'S GEOGRAPHICAL CENTER

250

WATTS

Western Electric Reproducers
1007, MODULATION  CRYSTAL CONTROL

ALL NEW EQUIPMENT
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makes a good box office. Radio
broadcasters have had the same ex-
perience. Atwater Kent, with its
ranking by Crossley as the second
most popular program on the air,
has achieved this position not merely
by the quality of its music, but by
the policy of presenting different
stars from the operatic and concert
stage, a variety of stars which has
constantly whetted the public curios-
ity. Many other advertisers have
exceedingly popular programs built
around stars, but stars presented so
often that their appearance no
longer is an event. —~—

Analysis of such successful pro-
grams shows that “big names” are
often well worth their, cost, but that
whether big names are used or
whether the radio advertiser “finds”
his talent, his broadcast must be de-
signed to provide capital entertain-
ment for the class of radio audience
he wants to reach. Then he is ready
to consider other phases of his radio
advertising.

(Next month Mr. Pumphrey will dis-
cuss these “other phases” of producing
radio programs.)

Hodges Again Heads A. F. A.

GILBERT T. HODGES, New York
Sun, was re-clected president of the
Advertising Federation of America at
the 27th annual convention at New York
City. R. L. Johnson of Time was re-
elected secretary, and Joseph H. Appel,
of John Wanamaker, treasurer,

Council chairmen, who will also act as
vice-presidents of the Federation, were
named as follows: George W. Kleiser,
of Foster & Kleiser, San Francisco, heads
the Council on Departmental Activities ;
Miss Jeannette Carroll, Bryant & Strat-
ton College, Providence, the one on
Women’s Club Management; and G.
Lvan Sumner, G. Lynn Sumner, Ine,
New York, the Council on Club Man-
agement.

The following board members were re-
clected: Miss Helen Baldauf, Johnson
Candy Company, Milwaukee; Don Bridge,
of the Indianapolis News; and Francis
H. Sisson, of the Guaranty Trust Comn-
pany, New York.

New directors are: Frank G. Hunt-
ress, San Antonio Express; Turner
Jones, Coca-Cola Company, Atlanta; and

R. Schaeffer, Marshall Field & Com-
pany, Chicago.

Program Service for Food

Advertisers

CATHER!NF_ W. BRANHAM, John
M. Richmond and Sally M. Mar-
shall have formed a company in New
York City to prepare radio programs for
manufacturers of food products. The
organization will be known as Branham-
Richmond-Marshall.

Jaly, 1931

Radio Spot Time, Inc., Is New
Station Representative

UDSON RADIO PROGRAM COR-

PORATION, a division of the Colum-
bia Concerts Corporation and a producer
of clectrical transcriptions for radio, an-
nounces the formation of Radio Spot
Time, Inc., organized to represent a se-
lect group of radio stations throughout
the country. Listed on the roster of
Radio Spot Time, Inc., stations are units
of both chains, as well as important in-
dependents. Organized under the direc-
tion of John T. Adams and Herbert G.
Foster, the new company has as its aim
the intelligent representation of a single
station in each important territory.

Steelcote Uses Mid-West
Stations
HE Steelcote Manufacturing Com-
pany, St. Louis, maker of enamel,
lacquers, etc., is sponsoring a series of
musical programs over a mid-Western
chain of Columbia stations.

Lambert to Direct Westinghouse
Advertising
FOLLOW'ING the resignation of J.'_C.

McQuiston as general advertising
manager of the Westinghouse Electric &
Manufacturing Company, East Pitts-
burgh, Pa. the advertising will be under
the direction of M. B. Lambert, assistant
to the vice-president.

Pittsburgh’s Dependable Station

SERVES

Busy, thriving commer-
cial community of 3,618,629.
An audience held by intelli-
gent program building and
public service.

OFFERS

Entirely modern facil-
ities — NO old equipment.

Fully equipped program
service and large staff of
artists.

WCAE, INCORPORATED

Gimbels -+

Y

Pittsburgh, Pa.
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BELLOWS DEFENDS
THE AMERICAN PLAN

OF BROADCASTING

(Continued from page 17.)
the advertising features are sup-
posed to appeal chiefly to the mass
taste, the broadcasters fall over
backward in their efforts to hold the
minority interest through their un-
sponsored programs.

HERE does not seem to be

much ground for the fear that
commercial programs will absorb all
of the available time, or even so
much of it as seriously to limit the
facilities of non-commercial service.
As yet the situation is all the other
way, most stations have more unsold
time on their hands than they know
what to do with. Theyv offer to turn
it over, without charge, to educa-
tional institutions, in the generally
vain hope that they will make sensi-
ble use of it, or even any use at all;
as a rule the offer is declined.

I have no hesitation in saying that
the state universities could have,
without cost to them, five times as
many hours on commercial broad-
casting stations as they are now
using, and win the undying grati-
tude of the hroadcasters to boot, if
only they were equipped to put on
reasonably interesting programs. As
for the public schools, most broad-
casting stations periodically beg the
school authorities to make use of
their facilitties—in vain. Even our
regional governing bodies, garrulous
as they normally are, turn suddenly
shy when it comes to making use of

1009, MODULATION
CRYSTAL CONTROL
500 WATTS—1430 Ke.
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Who Knows Best

you or the Memphis listener audience?

WNBR

ELK’S HOTEL

MEMPHIS BR

free radio time; the task of utilizing
as much as fifteen minutes a- week
taxes their facilities to the utmost.

No, all this talk about there being
no radio time available for public
service, including education, free of
all advertising control, is nonsense—
sheer and arrant nonsense as re-
gard the past and the present, and
apparently nonsense as regards the
future, too. And even if all the
worst fears of the anti-commercial-
ists should be realized—if a time
should come when advertisers are
using every available minute—there
would still be the protection of the
Federal I.aw. Let the Federal Radio
Commission, if ever such action be-
comes necessary, but certainly not
before, define public interest as re-
quiring a certain percentage of non-
advertising time, and the gate, thus
forced open, can never be shut
again.

In the long run, broadcasting in
America is completely controlled by
the people, through their govern-
ment, just as surely, though not as
directly, as it is in Great Britain.
Perhaps it is harder here than it is
abroad for a small minoriy to dic-
tate what the public shall hear, but
the power of the American public
over broadcasting is unquestioned
and absolute.

The American public, I hear it
said, objects to so much radio ad-
vertising. I am not so sure of this;
it does not seem to object to adver-
tising elsewhere—in the magazines
and newspapers, for instance—and
the fourteen million radio receiving

=

8,260 people wrote Coca Cola from May 6 to 16 on
WNBR baseball broadcasts.

towns in Mississippi—735 from 83 Arkansas touns—
574 from 87 Tennessee towns, not counting Memphis.

S~ MEMPHIS, TENN.

STING COMPANY

L

sets now in operation in the United
States furnish an elogquent answer to
the argument that the public disap-
proves of the commercial sponsor-
ship of radio programs.

These things, after all, are largely
matters of habit. I remember at a
luncheon in Londen a year ago, be-
ing asked how we in America could
tolerate the use of radio for adver-
tising, to which T replied that be-
tween Southampton and the metrop-
olis every railway station appeared
to represent a community called
“Bovril”—whereupon that particular
line of questioning was promptly
dropped.

Of course there are objectionable
and blatant radio programs. Many
newspapers carry special Sunday
feature sections which are grossly
unfit for admission to any decent
home, and most newspapers today
accept advertising matter which no
self-respecting radio station would
permit, but that is not generally re-
garded as justifying government
ownership of our newspapers. For
broadcasting, government owner-
ship and operation provide thé only
apparent alternative to commercial
support through advertising.

\Would you really like to have the
Senate select your orchestral pro-
grams, or the House of Representa-
tives take over the management of
Amos and Andy? Not until we are
ready to let the Federal government
censor our daily reading-matter shall
we as a nation be content to let gov-
ernment functionaries tell us what
we shall hear.

791 wrote from 112

A MEMPHIS STATION
IN MEMPHIS FOR
MEMPHIS PEOPLE
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Our policy
is to clear
any time for
a National
Program
account

“The Voice of
Montana”

MONTANA

KTBS

The only FULL TIME
station in the great Tri-
State Trade Area of
Louisiana, Arkansas and
Texas. Covering a 150
mile radius including the
East Texas Oil Field —
which is considered the
World’s Largest.

1000 WATTS |
100% Modulated

Serving the best
Accounts in its
territory

Washington-Youree

Hotel

Shreveport, La.

July, 1931

No one would deny that there is a
good deal of offensive advertising in
connection with radio, It is, how-
ever, preposterous to put the blame
for this on the broadcasters, whose
dream of Paradise is a world in
which advertisers are content with
mere credit announcements at the
beginning and end of each program.

The cure for blatant advertising
rests with the public itself. No ad-
vertiser is so foolish as knowingly
to offend any considerable part of
his audience, when his sole object is
to create good-will for his product.
That there is vast room for improve-
ment in our methods of radio adver-
tising is readily granted, but it is
only through the money spent by
radio advertisers, unless we accept
the alternative of ownership and op-
eration by the Federal government,
that the American public can enjoy
the immense amount of unsponsored
broadcast service it now receives.

Two other things must always be
kept in mind, when considering the
future of American broadcasting.
The first is the vast geographical
area of the United States, with the
bristling individuality of its compo-
nent units. Our Radio Law, with
its specific requirement of an equi-
table distribution of radio trans-
mission among the states, takes
cognizance of this fact. Such cen-
tralization of broadcast service as is
practicable enough in Great Britain
or Germany would here be incon-
ceivable,

The other thing to remember is
that our system of privately owned
and commercially operated stations
is a pretty solidly established fact,
protected by a series of court deci-
sions. The overturning of this sys-
tem would require an overwhelming
preponderance of evidence that its
continuance is not in the public in-
terest, wherefore it seems infinitely
wiser to proceed on the theory that
our surest hope of improvement lies
in making better use of the broad-
casting facilities which now exist,
and particularly in the better em-
ployment of unsponsored periods.

JITH ample time available,

and likely to remain so, for
broadcasts free of advertising con-
trol, we may turn from the question
of quantity to that of quality. What
is the nature of the unsponsored
programs being sent out by the net-
works and the individual stations?

|
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KFH

Alwaysinthe lead
with new ideas in
Radio now offers

A Complete
Merchandising

Service

Surveys

Letters to the Trade
Window Trims
Counter Displays
Sales Reports
Entire Co-operation

Write For
Our New
Booklet

MERCHANDISING
THE RADIO
PROGRAM

Your Copy Awaits You

RADIO STATION

KFH

COMPANY

WICHITA
KANSAS
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What assurances have we that the
character of these programs will not
only stimulate and maintain public
interest, but actively serve public
welfare in encouraging clearer
thinking, truer understanding and
more discriminating taste?

The record of past and present
performance certainly justifies op-
timism as to the future. Let me cite
four specific illustrations from cur-
rent network schedules. The week-
ly broadcasts of the New York
Philharmonic Orchestra’s complete
concerts give American radio listen-
ers the finest instrumental music in
the world. The Sunday morning
broadcasts from England, arranged
with the admirable co-operation of
the British Broadcasting Corpora-
tion, present as speakers for the
American audience the foremost
men and women of Great Britain.
The weekly radio forum {rom
Washington provides opportunity
for the public discussion of our na-
tional political problems by the men
to whom we have entrusted the re-
sponstbility of solving them. The
daily programs of the American
School of the Air constitute a care-
fully planned and conscientiously
executed effort to adapt chain broad-
casting to the special requirements
of secondary education.

These four, of course, are net-
work programs, with many others
falling into similar categories. Most
of the leading individual stations
have likewise done excellent work
in the presentation of non-commer-
cial features. Lectures, readings,

debates, courses of instruction, con-
certs of good music, drama, eco-
nomics. public affairs—all of these
play a considerable part in the non-
commercial broadcast schedule of
every first-class station,

The worst criticism which can
justly be brought against this serv-
ice is that it is, as a rule, poorly co-
ordinated, developed more or. less by
chance and without any clearly con-
ceived plan. For this the responsi-
bility, I think, rests chiefly elsewhere
than with the broadcasters. They
are doing the best they can and
spending, in the aggregate, hundreds
of thousands of dollars on their non-
commercial programs, with remark-
ably little help or intelligent guid-
ance from the outside.

No, the non-commercial results
which have been achieved—and they
are very far from being negligible—
have been brought about by the
broadcasters themselves, at a heavy
cost in money and effort, with re-
markably little assistance from those
on whom they have every right to
rely. Do not think that in all this I
am trying to paint the broadcasters
as a peculiarly high-minded, altru-
istic set of men. They are not. They
are business men, with the limita-
tions and timidities usual to their
class. Like everybody else, they
want to make money.

Their vocation, however, places
them in a quite exceptional relation-
ship both to the public and to the
government. “Public interest,”
whatever else it may signify, means
for them the sole source of their

daily’ bread, and even their legal
right to try and earn it. In their
worst nightmares they behold the
appalling panel of the Radio Com-
missioners sitting in judgment ; they
hear the pronouncement of the death
sentence, “Not in the public inter-
est,” and they are sent forth naked
to face the world.

Under such circumstances it is no
particular credit to them that they
seek in every possible way to find
out what “public interest” means,
and to live up to what they conceive
to be its requirements. If they fail,
as in part they doubtless do, it is
chiefly because they get so little in-
telligent help. It is far easier to
raise a popular clamor for taking
away from the broadcasters their
right to use certain wave lengths
than to advise them soundly as to
how they may best employ these
wave lengths in the public service.

NAB to Hold Western Regional
Conference

HE first western regional conference

of the National Association of Broad-
casters will be held at the St. Francis
Hotel, San Francisco, Cal., Tuesday and
Wednesday, July 21 and 22, 1931. A meet-
ing of the board of directors will be held
in connection with the western confer-
ence. All stations west of the Mississippi
river, whether members or not, will be
invited to attend the meeting.

The program is now being arranged
and at least two speakers of national
prominence in radio circles will address
the sessions. Other details of the pro-
gram will be worked out by a committee
headed by Birt F. Fisher, station KOMO,
Seattle, Wash.

The Highe;t-Powered P_‘uli-Time Station
In Louisiana on a National Network!

And The ““Leader in New Orleans®

WDSU

With its 1,000 watts Western Electric equip-
ment, carries more commercial programs than
all other locals combined, offering a diversified
schedule commencing at seven a. m. and running

WDSU carries three times as many chain fea-

tures as the next network station; established in

July, 1923; it has increased its power 200%.

Its record of 37,000 letters on eight half-hour
programs proves the tremendous popularity.

WDSU lays down a strong signal with its

1009% modulation and 1,000 watts power into

Network.

Louisiana and Mississippi.

WDSU is affiliated with “Columbia and Dixie”

Make your dollars talk on the “Leader in

continuous until midnight.

New Orleans.”
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theSouth's

richest
market

F_’iedm_on[ Carcﬁinas

iscovered
by but one
station . . .

5000 Watts
Cleared Channel
Affiliated with C. B. S.
KeyStation Dixie Network

STATION WBT, Inc
Charlotte No. Car.

il
FALL?

Yes, fall is coming,
and, fall-planning

If you plan on using
WDAY, Fargo,
this fall, we sug-
gest you make your
arrangements now!

Don't be one of
those  advertisers
who are going to
be too late!

Arrange for com-
plete northwest
coverage now. Con-

tract. with WDAY.,

time is here. &

WDAY, .

FARGO, N. D.

An NBC Associate
1000 watts; 1009 modulation;
940 ke.

July, 1931

Advertisers Radio Service
Appoints Managers

R. G. HOWELL MULFORD, for

many years associated with the
Scripps-Howard newspapers, has been
appointed eastern manager of Advertisers
Radio Service, Inc., cooperatively owned
station representative organization, with
offices in the Lincoln Building, 60 East
42nd Street, New York City.

The Chicago office, in the Daily News
Building, 400 West Madison Street, will
be conducted under the direction of R. M.
Vandivert and William G. Rambeau. Mr.
Vandivert has had many years’ experi-
ence as an advertising executive of
Hearst newspapers and as an agency man.
Mr. Rambeau was for several years a
representative of Curtis Publishing Com-
pany in Chicago and has recently been
connected with the Jam Handy Picture
Service.

Advertisers Radio Service, Inc., now
represents the Yankee network, including
the following eight stations: WNAC,
Boston; WAAB, Boston; WEAN, Prov-
idence; WORC, Worcester; WICC,
Bridgeport; WDRC, Hartford; WLBZ,
Bangor, and WNBH, New Bedford.

The other stations represented are as
follows: WMAL, Washington, D. C.;
WPTF, Raleigh, N. C.; WCAE, Pitts-
burgh; WQAM, Miami; WHAS, Louis-
ville; WHK, Cleveland; WMAQ, Chi-
cago; WTM]J, Milwaukee; WCCO, Min-
neapolis; WHO-WOC, Des Moines and
Davenport, lowa, and WMT, Waterloo,
Iowa.

It will be the function of Advertisers
Radio Service, Inc,, to sell time on the
various stations individually or collec-
tively, depending upon the needs of the
advertiser. Files are being rapidly built
up on each of the member stations so that
complete information will be available
regarding cach station and the market
it serves.

Wisconsin Broadcasters Elect

Mann

H S. MANN, of station WRJN, Ra-
e cine, wasg elected president of the
newly organized League of Wisconsin
Radio Stations, Inc., which includes 11
radio stations of Wisconsin. William T.
Evjue, of WIBA, Madison, was elected
vice-president; William C. Forrest, of
WIBU, Poynette, secretary, and Francis
Kadow, of WOMT, Manitowoc, treas-
urer,

The directors elected include Mann and
Evjue. as well as W. C. Bridges, of
WEBC, Superior; Sidney Bliss, of
WCLO, Janesville; C. E. Broughtol
WHBL, Sheboygan; Joseph Callaway,
WKBH, La Crosse, and the Rev. Wag-
ner, WHBY, Green Bay. Arthur
Towell, Madison, was selected as the ex-
ecutive sccretary. Offices for the group
are established at 504 Beaver building,
Madison.

Travel Company on Air

THE travel agency of Gillespie, Kim-
ports & Beard, Inc, is using time over
station WLWL, New York City, to ad-
vertise its. California and Alaskan tours.

*HANJONe®

Electrical
Transcription

SERVICE

SUSTAINING
PROGRAMS . . . . . .

For lease to radio stations
and available to advertisers
and advertising agencies who
require distinctive programs
for spot broadcasting. Sev-

eral complete series now
ready.
SPONSORED
PROGRAMS . . . . ..

Built to order for National or
Territorial advertisers. Our
service is complete from the
creation of the original idea
and includes the preparing,
recording and distribution.

STATION
REPRESENTATION . . . .

NDf interest to radio stations
and advertisers alike. We ar-
range the booking of station
time for advertisers or
agencies and represent radio
stations in our offices.

Full commission to advertis-
ing agencies.

THE HANJON COMPANY

Incorporated
755 Seventh Ave.
New York City, N. Y.

Phone Circle 7-3833
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Station Rate Direeiory

NORTHWEST BROADCAST-
ING SYSTEM, INC.

303 Home Xavings Blidg., Seattle, Wash. Ber.
trand M. Rrryant, Business Manager; g De
Provine, General Munager. Stutions are KJR.
Seuttle; KEX, Portland, and KGA, Spokane.

Contract Regulations.

*General, exeept Par. 3: no agency commission
allowed on talent chirges.

Sponsored Programs.
Rates include line charges between stations.

210.60
126.38

$195.00 $1B5.25 £175.50 $165.75

117.00  111.15  105.30 99.43
70.20 46.69 63.18 50.67
Announcemaents.
(8:004°, M. to 11:00 P. M.)
1 Ti. 13 T4 26Ti B2TL
1 Minute...... 63 $61.75 §38.50 $55.25

£63.00
(Before 6:00 P. M. and after 11:00 P. M.)
1 Minute...... 89.00 35.03 35.10 33.15
(6:00 P. M. to 11:00 P, M. daily except Sunday.)
1T 13 Ti. 26 Ti. 52Tl
1 Min. daily,

per week....£390.00 £370.30 £331.00 $£331.50
(Before 6:00 P. M, and after 11:00 P. M. dally
except Suanday.)
1 Min. daily

per week.... 130,00 123.60
8pecial Feature Periods,
Electrical Transeriptions,

8% and 7S r.p.m. turntables,

SOUTHWEST BROADCAST-
ING CO.

Avintion Bldg.. Fort Worth, Tex. J. E. Biyan,
Genernl Manager: Arthur E. Biard, Sales Man-
ager; A. P. Barrett, President.

Contract Regulations.

*General, except Par, 8: no ngeney commis-
slon allowed on talént charges.
Sponsored Programs.
Group Discount.
if all elght stations are used. apply a group
discount of 7% to the gross amount for time.
If all stations are not desired, deduct from
total shown for all stations, the chairge for
time on the ntatlons not desired, and then apply
a group disconnt of 1% for ench station more

117.00  110.50

than one.
(After 6:00 P, M.)
One Hour,
Ks(‘l'l(_h)ﬂl. 1Ti. 474 1374 26 Ti. 52 Ti.
Ft. Worth....135.00 132.50 125.00 120.00 115,
Bo&a g 00 115.00

8an Antonio...120.00 118.%0 B8.50 03, y
205 b7 .00 90.00

Wichita Falls. 87.50 06.50 04.50 9250 '90.30
WACO. ‘Waco.| 97.30 #0.30 $4.30 9270 90.50
OKlu. City....100.00 157.50 140.00 135,

Ol city 135.00 120.00

Kél:lll‘nlillo ..... 97.50 95.50 03.50 87.75 84.00

PR a0y s ayull pow

Total ....... 957.50 134.50 671,00 530,23 790.00
Half Hour.

K%f‘n“t‘lonn. 1TI 4Ti. 1374, 26Ti. 32 TN

Fi, Worth..,. B0.00 78.50 72.00 69,00 %.00
8an Antonio.. 73.00 €3. 60.00 33.00 .50
‘4 00 52

Wichita Falls. 57.50 56.30 Bi.%0 B350 52.50
WACO, Wico.. $7.50 5630 54.50 5350 5250

ﬂ‘ . sase . ‘. 5 0 0.00
Okl ‘ City 90.00 8§7.50 TR.60 T2. [
Amarillo .... 87.50 568.00 34.50 51.75 49.00
KTRI1

Houxton ..... 80.00 7500 T2.00 6R.00 @4.00
WRR, Dalins.. 65.00 62.50 60.00 355.00 50.00
Total ....... 562.50 537,50 50G.00 478,25 435,80

*General Contract Regulations, ete.—Un-
less otherwise noted under the station
listings, the following general regulations
apply to the purchase of time on the air,

. Rates Include time on the air, facili-
ties of the station in arranging |programs.
preparing announcements, securing talent,
services of staff announcera, and blanket
fees charged for copyrighted musie.

2. Rates do not include talent, travel-

4x

Quarter Hour,
Stations. 1TI. 4Ti 13Ti. 2671 52T
KTAT

AT,

Fort Worth.. 30.00 48.50 45.00 42.30 40.00
KTSA,
8an Antonfo.. 43.00 40.00 33.00 32.50 30.00
KGKO

Wichita Fulls. 33.00 33.30 31.30 20.30 20.50
WACO, Wuco.. 35.00 33.50 31.50 30.50 20.50
KFIF.

Okla. City,.. 6000 58.30 48.50 45.00 42.50
ll\gmtl. Amarillo 322,50 31.30 30.75 20.25 27.50
ATRH.

Houston ..... 45.00 42.50 40.00 38.25 38.00
WRR, Dallas.. 40,00 37.50 35.00 20.00 25.00

Total .......342.00 325.30 207.25 278.50 200.00
(Before 6:00 I, M.)
One Hour.
Stailons. 1TL 4T 13TL 267TL 52T
KTAT

{(. Worth.... 81.00 .50 372.50 70.00 65.00
A,
San Antonle.. 73.00 70.00 60.00 53.00 32.50
KGKO

Wichita Falls. 58,50 57.00 B55.00 54.00 53.00
‘:ﬁ‘;‘o Waco.. 58.50 57.00 55.00 54.00 53.00
Okla. Olty....100.00 97.50 83.00 82.50 80.00

KGRS,
Amarillo ..... 38,50 57.50 86.00 52,75 50.50
KTRH, Houston 75.00 72,50 67.50 63.78 60.00

WRR, Dallis.. 85.00 80.00 75.00 65.00 513.00

Total .......501.50 571.00 526.00 407.00 46100
Half Hour,
Stations. 1T 4T 13TL 26 Th 52T
KTAT

,\_r:l'i A\\'orth.... 48.00 47.50 42.50 40.00 38.00
San Antonio.. 45.00 40.00 $2.50 30.00 28.50
KGKO,

Wichitn Fulla. 34.50 33.00 31.00 50.00 20.00
WACO. Wico.. 3450 32.00 31.00 30.00 20.00

FIF,
Okla, City.... 60.00 57.30 47.30 43.00 42.30
KGRS,
Amarillo ..., 34.50 33.75 12,76 31.00 290.50

KTRH, Houston #0.00 38.00 36.00 34.00 32.00
WRR, Dalins... 35.00 52.50 50.00 45.00 40.00

Total ....... 331.50 333.25 303.25 285.00 208.50
Quarter Hour,
Btationn. 1T 4TL 13T 26T 52 Th

KTAT.
Fort Worth,.. 32.00 30.50 27.30 26.50 23.50
KTSA,
San Antoulo.. 27.50 23.00 2250 20.00 18.50
KGKO

Wichita Fails. 21.00 20.00 18.060 17.00 16.00
:2'5‘\,0"0. Waeo. 21.00 20.00 18.00 17.00 18.0v

Okla. City.... 40.00 37.30 30.00 27.50 25.00
KGRS,

Amarillo ..... 19.50 18,75 18.25 17.50 16.50
KTRH, Houston 22.50 21.30 20.23 19,15 18.00
WRR. Dallas.. 30,00 27530 23.00 22.50 20.00

Total ....... 213.50 200.75 179.50 167.15 155.50
Special Feature Periods.
Electrical Transeriptions.

YANKEE NETWORK

1 Winter Place, Boston, Mass. Charlex W.
Phelan, Director of S8alex: John Shepard, 3rd,
President; R. L. Harlow, Assistant to President.
Operated by Shepard Broadeasting Bervice, Inc.
Contract Regulations.

*General, except Par. 3: no agency commis-
sjon nllowed unless payment is made on or be-
fore 10th of month following broadcast,
Sponsored Programs.

{6:00 P. M. to 11:00 P. M. Duily and after
1:00 P. M. Bundays.)

1 Hr. Hr, Hr.
Bouton, Mass. (WNAQ)..$300.00 $150.00 $100.00
Roston, Mass. (WAAB).. 150.00 75.00 50.00
Providence, R. 1. (WEAN) 150.00 $3.00 50.00
Worcester, Maxs, (WORC) 130.00 75.00 50.00
Hartford, Conn. (WDRC). 130.00 7500 B50.00
Bridgeport, Conn. (WICC) 150.00 75.00  60.00
Bangor, Me. (WLBZ).... 120.00 60.00 +0.00
New Bedford. Mass.

(WNBH) . icodam. % .0 60.00 30.00 20.00
Total T stations neing

WNAC . .dudicadsst oo 1.080.00 540.00 360.00
Total 7 statlons using

WAAB, e pws - oroig® - 930.00 465.00 310.00

ing expenses, tolls and mechanical ex-
penses for remote control, or other extras.

3. Recognized adverusfng agencies are
allowed a commission of 15% on both
time and talent.

4. It advertisers prepare their own an-
nouncements or provide their own talent,
thesxe must be approved by the station
well in advance before broadcasting.

5. Periodic broadcasts must be con<

(Before 6:00 P. M. after 11:00 P. M. dafiy
and before 1: P. M. Sundays.)
Foston, Mas:. (WNAQ).. 150.00 75.00 50.00
Boston, Muss. (WAAR).. 35.00 37.50 25.00

Providence, . I, (WEAN) 75.00 37.50 25.00
Worcester, Masa, (WORC) 75.00 37.50 25.00
Hartford, Conn. (WDRC) 75.00 37.50 25.00
Fridgeport, Conn. (WIOC) 75.00 3i.50 25.00
Bangor, Me. (WLBZ)... .00 30.02 20.00
New RBedford. Masa,

(WNPH) ...- i 30.00 15.00 10.00
Total 7 stations using

WNAC ....... . .00 270.00 1£0.00
Total 7 =statious using

WAAR ....... 463.00 252.50 155.00
Special Feature Periods.
Electrical Transeriptions.

43% and 78 r.p.m. turntables.

ALASKA
Ketchikan

KGBU

500 Watta. ‘900 Ke.

Ketehikan, Adaskn. G, E. Burleigh, Manager.
Owned. nnd operated by Alaska Radlo & Service
Co., Inc.
Contract Regulations.
*General,
Sponsored Programs.
(After 6:00 P. M)

1 {lour (time only)........ccovuvionnarans £30.00

1 Hour (programsa furnishe« . 60.00
{Before €:00

1 Hour (time only).c..cuun.. 18.00

1 Hour (programw furnished). 30.00

Term contructs—rates on appli

Hpecinl Program Rates (Mintmum 3 monthe’

contruct.)

Two dally announcements with one studio pro-
gram one honr each week, talent furnished
(after 6:00 P, M.), per month. $150.00.

Two dally announcements with one studio pro-
gram one-hnlf hour ench week. talent furnished
(nfter 6:00 P. M.), per month, $100,00. g
Rpeclai Group Programs (Minlmum 3 months

eontract.) |

Two dnfly daytline announcements, with short
group program weekly (studlo and records), per
month, £50.00,

Daytime dally record program, per month,
£25.00.

Annotncements,

Fer minute, $1.00.

Term coutracts—rates on application.

Special Feature Periods.

Electriea] Transcriptions.
33% and 78 r.p.m. turntablex.

CALIFORNIA
San Francisco

KJBS
100 Watts. 1,070 Xe.

1380 Bush 8t., 8an Franclseo, Calif. Ralph R.
Brunton, General Manager. Owned and operated
by Julius Brunton & Bons Co.
Contract Regulations.

*General, except Pur. 3: no commission allowed
on talent charges.
Sponsored Programs.
(Dafly except Sundays.)

1 Ti. 13. Ti. 20T

1 ., B2THL
1 Moar... ... 8 £50.00 $37.50 $30.00 $25.00
% Honr........ 30.00 ° 22,50 18.00 15.00
1, Hour........ 20.00 15.00 12.00 10.00
(Sundnyn.)
Hong........ 3.00 28.00 24.00 20,00
14 Hour........ 23.00 20,00 14.00 14.00
Announcements.

Not to exceed 100 words.
(Daytime dafly c'xeept Sundays and Special
folidayn,
1 T, ’m)n. 52 Ti. T8TL
Per time........ $4.00 £3.00 £2.76 £2.60
(12:00 “midnight to 6:00 A. M., seven days per

week.) -
Per month (6 per night, 1 ench hour)....§175.00
Per month (1 per night)................. 60.00
Special Feature Periods.
Electrical Transcriptions.
33% and 78 r.p.m. turntables.

tracted for in advance and broadcast at
least once u week to earn period dis-
counts.

6. Stations reserve the right to reject
any broadcast which might mislead radio
listeners, which is against state or gov-
ernment regulations, or which is not in
keeping with the policy of the station.

7. No contracts accepted for a period of
more than one year.

Broadcast Advertising



CONNECTICUT

Bridgeport

See Yankee Network.

Hartford |
WTIC

50,000 Watts, NBC 1,060 Kec.-660 Ko.

26 Grove Bt,, Hartford, Coon. P. W. Morency,

Genernl Munager; J. F. Clancy, Business Muan-
ager. Owned by Travelers' fusurance Co. Oper:
ated by Travelers’ Broadcasting Service Corp.
Contract Regulations,
‘General.
Sponsored Programs.
(6:00 P, M. to II(K) B, M.
1T 25 T 50 Ti. 100 Ti.

1 Hour.......8300.00 $475.00 $462.50 $450.00

% Hour....... 300,00 5.00 277.50 270.00

% Hour....... 70.00 1615 157.23  153.00
8:00 A. M. to 6:00 P, M.)

1 Hour 250.00 237.50 231.2%5 225.00

a Hour 150.00 142,50 13875 135.00

Hour. 85.00 80.73 78.08 76.30

Special Feature Periods.

Electrical Transoriptions.
33% and 78 r.p.m, turntables,

Sec also Yankee Network.

DISTRICT OF COLUMBIA

Washington

WOL
100 Watts 1,310 Ke.
Annapolis Hotel. Washington, D. C. Le Roy

Mark, President. Owned and operited by the
Americun Rroadcasting Co.
Contract Regulations,

*Generanl, and in addition: discounts earned
are deductible only at completion of contracts.

(After 7:00 P. M.
1. 13T, 26TH. 52T

1 flour........ -$100.00 $95,00 $90.00 $85.00
}ﬁ Hour. . 53.00 52.25 49.50 46.75
(. Hour S 33.00 3325 31.30 29.73
1 \Ilnu(v Tnlkn 30.00 28.50 27.00 25.

{Before 7:00 P. M.)
1 Hour... 50,00 47.60 43.00  42.50
15 Hour ..... 21.50 2613 24.7% 23,38
Y llou 17.50 18.63 1577 14.588
0 \Ilnuw Taike. 1500 1425 1350, 12,75
Announcementa.

(Between electricnl recordings).

(Mon., Wed., Fri. or Tuex., Thurs nn(l 8at.)
7-10:30 A. M A5 00 Words
12. 2:00 P. M 190 Wo-ds

5 7:00 P. M., W Words
Before 7:00 P. M................. 100 Words
(V'er Month, Three Times Weekly)

3 Mow. (30 Ti.)..$75.00 $£635.00 £75.00 $£55.00
6 Mox, (78 TL).. 71.25 6173 71.25 52.2%
1 Yr. (156 Ti.)... 67.30 B8.50 7.50  49.50
(Per \louth Dnlly Exﬂ»pt sundnr )

3 Mon. (78 14250 123.50 142.50 105.00
€ Mox. 156 Tl) 135.00 117.00 135,00 99.00
1 Yr. (812 Ti)..128.23 110.50 128.25 93.50

Rates are buased on payments made monthly In
advanee from which a discount of 2% may be
deducted If check is received on the due date
only. Doubte xbove prices for announcements
after 7:00 PP, M. No merchandise prices quoted
after 6:00 p.

Special Feature Periods.

Electrical Transeriptions,

33% and 78 r.p.m, turntables

ILLINOIS
Chicago
WBBM
25,000 Watts, CBS 770 Ke.

Chicago, 1. J. Kelly Smith,

Wrigley Bldg.,
Owned and operiited hy

Commercinl Manager,
the Atlnss Co.. lne.
Contract Regulations,
*Genernl.
Sponsored Programs.
Class "*A**
(7:00 . M 'o 11:00 P, M. weekdays and after
00 . M. Buniay.)
Tl 13 TI. 26 Ti. 52T 100 Ti.
1 Heur. &no 00 £315.00 $207,50 $280.00 $262.50
% Hour.. 210.00 186.00 178.50 168.00 157.50
% Hour. 12500 112,50 106.25 100.00 93.75
Cluiss B
6:00 I*. M. to 7:00 P. M., weekdays only.)
1 Hour.. 245.00 238.30 225.2% 212,00 108.75
Y% Hour.. 160.00 144.00 136.00 128,00 120:00
% Hour 05.00 83.50 1% 76.00 T1.25

July, 1931

aaga 0

{a
M. 1:00 I*. M.; 5:00 P. M. to 6:00
(903 AM; 1‘1000 P. M. to 12:00 Midnight
weekdays, and Sunday until
4:00 I'

. M.) 5 3

1 Hour.. 210.00 189.00 178.50 108.00 157.50

3% Hour.. 123.00 112,30 106.25 100.00  82.75
Hour.. 1500 61.50 6335 60.00 54.25

t5 Min... 7500 6750 63.7 60.00 58.25

Clanss “D"l ol B M. ® 5:00
6:00 A. M. to B:00 A. M 0 5:
f P. M.; 12:00 Mldnlghl to 2:00 A. M.
weekduys only.)
1 Hour.. 173.00 187.50 148,76 140.00 131.25
% Hour.. 105,00 $4.50 .25 84 18..75
Hour.. 62,50 b06.25 53.13 50.00 46.88
t6 Min... 6250 36.25 5313 10.00 4688
Ciass “'E."
Special raten for three-time and six-time per
week contraets.

(Week daywn only, during Clans *°C’* hours,)
——Per W nL—T—L-

g

TSEIOUE. . . )., o i oo - g $504.00 $840.00
1% Hour. 302.40 504.00
* Hour.. 180.00 'wooo
5 Mlnutl-- ..... 180.00 300.00
Week d ouly, durln: Class D" hours.

( ﬁ@ "J"‘ ................ 420.00 700,
% Hour 420.00
L4 Hour. ... 250.00

Minutes. 250.00

*8 minutes only is allowed for talk, remainder
of time must be used for muxjcal prwenlullon

$This time muy all be used for tatk and i= for
fnstitutional, agricuitural, beauty or housclold
information only.

These specinl rates sre subject to the follow.
ing discounts. on contraet for:
13 to 23 werks
26 to 51 weekx
52 weeksn......
Announcements.

During  the

(early
morning) and the *Chicrago Ilour™* (afternoun).

“Muxien! Time Saver'

5 worls, per unnounceinent:
1 Ti. 13 Ti. 26 T!.
$20.00 £15.00 $10.00
Special Feature Periods,
ahove,
Electrical Transcriptions.
83% asnd .8 r.p.m. turntables. KRates on
appliceation.
WGES
1,000 Watts, Sundays. 1,360 Ke.

500 Watts, Weekdays.

Guyon‘s Parndise Ballroom, Crawford and Weat
ind Aves., Chicago. Gene T. Dyer, Manager:
Arnold Hurtley, Btudlo Director. Owned by Ouk
leaves Broadensting Station, Inc. Operated by
Gene T. Dyer.

Contract Rogulations.

*General,
Sponsored Program
(6:00 l' \l to 10:30 P. M.)
Ti. 13 T1. 6 TI 82 Ti.
'50.(!) n'mm $127.80 $120.00
20.00 1.00 75.50 72.00
50.00 45 02 12.60 42,00
(6:00 A, M. to 6:00 . M.)
.00 47.00 £3.00 50.00
43.00 40.00 37.50 35.00
25.00 22.00 20.50 18.00
Announcements.

8 Minutes. 19,00 18.00 17.00
10 Minutes.. .. 33.25 31.50 29.75
n:ﬂly (ex"pt Sunday).

00 A. M. to 6:00 P. M.)

30 two-minute announcements............ $100.00
(9:00 P. M. to 10:30 P. M.)

30 two-minute announcements............ $200.00

Special Feature Periods.
Electrical Transcriptions.
331 and 78 r.p.m. turntables,
WMAQ
5,000 Watts. CBS 670 Kec.
400 W, Madison SKt., Chicage, Ill. Bill Hay,

Commercial Manager: Wm. 8, Hedges. Prexldent:
Judith C. Waller, V. P, and Munnger. Owned
by WMAQ. lpc., & subsidiary of the Chicago
Duily News.

Contract Regulations,

*Genernl, #1s0 add to Par. 3: agency commnris-
sion will not be allowed unless payment is wade
on or before the twentieth of the month follow-
ing broadcast.

Sponsored Programs.
1 Ty 14 Ti. 26 T4. 52 Ti.
00 P. M. to 11:00 P, M.)
.£400.00 $3%0.00 S-’l(l().‘(g £340.00

230.00 23750 225 212.50
14000 123.00 126.00 119.00
(:00 P. M. to 7:00 P, M.)

. 350,00 332,50 31500 297.70

200.00 190.00 180.00  170.00

125.00 11875 112.30 106.25

to 5:00 P. M. and 11:00 P. 3. to

1 Hour..... 200,00 10000 180.00 170,00

i Hour....... 125.00 11835 112.50 106.25

3 Hour....... 7500 71.25 61.30 63.75
Announcements.

Accepted “only in specinl feature riods.
Special Feature Periods. ke .

Shopping Bag (duythme) Hwmited to six
pgr half hour—with music—per hmdmoo

wm. Calendar (daytime) Himited to

three per half hour—per brondeast. . ...
Rates on the Shopping lLag und the \Vonmnl
(hlendar nre subject to the following quantity

discounts:
Nix brondcasts WEOK, o ..ccvvinoonnaosine 15%
Less than six broadeasts per week— e

13 or more times..
26 or more times..
32 or more tlmes
Electrical Transcriptions.
R4 and 8 r.p.m. tumuhlos Transcriptions
no:"umpl'(l between 7:00 and 11:00 P. M,
Subject to service charge.

——
INDIANA
Fort Wayne
WOWO
10.000 Watts. cBS. 1,160 Ke.

Fort Wasne, ind. O R.

3 We in 8t.,
T o L Owned and operated

Durbin, Business Manager,

by tbe Main Aute Bupply Co

Contract Regulations.
*Genernl.

Sponsored Programs.
00 P. M. to 10.00 P. M.)

= 1TI. 13T 26T 52 T1.
nuo'.o $171,00 $161.60

83.50 80.75
.25 40.50 46,70
7:00 P. M.)
50

6:00 P. M. to 7
3 150.00 142. 135.00 127.
71.25 47.50 6-9.7.'1

. 42.7h 40.50 38.25
. to 11:00 P, M.
1 128.25 121, 114.75
% 86.50  63.00 59,50
% 42,75 4050 38.2%
. to 6:00 P, M.)
11873 112.30 106.25
58.50  55.25
36.00 34.00
. M.}
04, 80.25
49.50 46.78

81.50 20.76

80.75
42.50

.

76.50
25.50

I ,..0 63.75
% MNHour.. . 3 38.00 #6.00 2%4.00
i Hour....... 25.00 2.7 22.50 21.28
Announcements.
(None after 8:15 P )l
(7:30 A, M. to 6:15
1 T4 26 Ti. 52 TI l Ti. 30 Ti.
i3 W o rds or
....... £15.00 $14.256 $12.75 £12.00 $11.25
150 \\ o rds or

enn €1

Minute) .. 17.50 14.63 14.88 1100 13.13
200 Words or

lens

Minutes) .. 2300 23.75 21.23 20.00 18.75
Special Feature Periods.

Electrion]l Transcriptions.
33% and 78 r.p.m. turntables.

IOWA
Marshalltown
KFJB

100-250 Watts. 1,200 Ke.
1603 W. Majn St., Marshalltown, lowa. Phil
Hoffman, Manager. Owned and opernted by the
Muarshall Electric Co.
Contrnet Regulations.

*Genernl, except Par. I:
allowed on talent charges.
Sponsored Programs,

(Day or Night Rates.)
1TL 13TY. 2607Ti. 39TH 52TL
...$65.00 £60.00 $57.00 smoo $61.00
% Mour... 40.00 $56.00 33,25 4150 20.75
% Hour... 30.00 2500 23.78 2250 21.75

Announcements,

no  commissions

13TL 2671 52Ti. 100 T
3.80 3.60 3
4.75 4.50 1.25 3.
4

¢

070 5.40 8.10
7.36 8.97 6.5

(One announcement daily except Runday.)
1 Ti. 13 °TH. 268 Ti. 82 Ti.
.§22.50
. 34.00

$21.88 $£20.25 $19.13
32.30 31.60 28.90

Special Fenture Penodl
Electrical Transcriptions,
33% nnd 78 r.p.m. turntables,

49



KANSAS

Topeka
WIBW
1,000 Watts, OBS 560 Ke.

Natlonn! Reserve Life
Perce Harvey, Jr,,
Nickell, Director.
Publications.
Contract Regulations.

*General, except Par. 3: ne commission allowed
on tnlent charges,
Sponsored Programs.

Hﬂer 6:00 P. M)

Bidg., Topekn., Kans.
.\dver!hlnﬁ Manager; Joe
Operated by The Capper

1T1. 1I8TI. 26TI, 62 TL

1 Hour....... smooo 811000 tlt]oll) $150.L0.
3% Hour...... 80.00
4 Hour... 00 (D 50 (X) 47 50 45.00

(Belore 6:00 P. M)

1 Hour 0.00 $0.00 85.00 80.00
e 10 00 80.00 55.00 50.00
% 40.00 3500 325 30.00
Announcements.

(After 6:00 ¥, M)
1 Minute..... 14.00 12.00 11.00 10.00
(Before 6:00 l' M. )

1 Minute..... 7.00 6.00 5.00

2 Minutes.... 15.00 12.50 lI 50 11.00

5 Minutes.... 40.00 35.00 32.50 30.00
Special Feature Periods.

Electrical Transcriptions.
33% and 78 r.p.m. turntables,

Wichita

KFH

1,600 Watts. CBS 1,300 Ke.
124 B. Murket St., Wichita, Kans, J. Leslle Fox,
Manuger, Owned and operated by Radle Sta-
tion KFH Company (Wichita “Eagle,” Hotel
Lassen).

Contract Regulations,
*General, except Pur. 3: no commission

allowed on talent charges.
Sponsored FPrograms.
(After 6:00 P. M. weekdays and after 12 noon
Bundays.
1 Ti. 13T 26TiI. B2Ti.

1 $200.00 315000 314250 $135.00
1y . 125.00 40.00 85.50 81.00
% 70.00 uOllD 47.50 45.00

(Befure 6:00 I*, M. weekdays and before 12 noon

Sundays.)

1 Hour..... . 125,00 100.00 05.00 90.00
% Houwr....... 70.00 60.00 57.00 54.00
% Hour..... 40.00 3500 3225 381.50
Anncuncements.

(After 6:00 P, M)
Minute..... 12.00 11.00 2.50 8.00

1
2 Minutes.... 15.00 14.00 13.00 12.00
g Minntes. ... 17.00

16.00 15.00 14.00

Minutes.... 20.00 17.00 14.00 15.00
(Belore 600 P M)

1 Mioute..... 6.00 3. 4.00

2 Minutes. ... 10.00 8.00 7.50 6,00

3 Minutes.... 12,00 10.00 8.30 .50

3 Minutes.... 15.00 12.00 10.00 8,00

S8pecial Feature Periods. &

“Ladies’ Matinee. 3 lo 4 P. M. dally, excent
Sunday. Limited to 7 sponsors. Rate. $50.00
per week. Minimum contract, 13 iweeks,
Electrical Transcriptions,

33% and 78 r.p.m. turntables,

LOUISIANA
New Orleans
WDSU
1.000 Watts. CBS 1,250 Ke.

Hotel DeSoto. New Orleans, {a. J. H. Uhait.
Mansging Director. Owned and operated by
Ubalt Broadeasting Co.
Contract Regulations.
*General, except Par. 3:
slon on talent charges.
ndvunce.
Sponsored Programs.
5:00 P. \'l"to 12: M \lldnlxht )
26 T

no agency commjs-
2% discount for cash in

58 Ti.

1 Hour....... £125.00 SHB o.n $112. 50 £106.25
3% Hour....... 75.00 .25 67.50 63.7%
U | S 45.00 42.73 40. '»0 38.25

10 Minutes. . . 30.00 28.50 21.00 26.50
& Minutes..... 20.00 18.00 18.00 17.00
3 Minutes. 15.00 14.25 13.50 12.75

1 Minute..... 1000  9.50 9.00 8.50

*General Contract Regulations, etc.—Un-
less otherwise noted under the station
lstings, the following general regulations
apply to the purchase of time on the air.

1. Rates include time on the air, facili-
tiex of the station in arranging programs,
preparing announcements, securing talent.
services of staff announcers, and blanket
fees charged for copyrighted muslie.

2. Rates do not include talent, travel-

50

(6:00 A. M. to 8:00 P
s 63.00 61

| 4
-

58.30  53.25

36.00 34.00

2373 22850 21.28

19.00 18.00 17.00

14,28 13.50 12,95

. X 9.50 .00 8.30

1 Minate..... : 6.65 6.30 5.5
Announcemenu

(3:00 P. M. to 12:00 \lldnluht)
50 Words dull\'. per mouth............... $150.00
(6:00 A. M. to 3:00 P, .\|.)
50 Words dally, per month.............. $£125.00

Announcements (mmediately after Chain Pro-
grams: 4 aonouncements, each $25.00; 8 an-
nouncements, each $22.530; 12 nnuouncements,
each $22.00; 16 announcements, each $18.73.

Announcements immediately before Chaln Pro-
grams: 4 announcements, ench $20.00; 8 an-
nouncements, each $17.50; 12 announcements,
euach $15.00; 16 announcements, each $12.73.

(10:30 P, M. to 2:00 A, M.)

Co-operntive pick-up Muslcal Programs only,

14 Hour (6 nights weekly), per month...$500,00
8pecial Feature Periods,
}:Yectriul Transcriptions,
WSMB
500 Watts, NBC 1,320 Ke.

Maison Blanche Bldg.. New Orleans, La, M.
Wheelahan, Munager; T. J. Fontelieu, Commer.
cial Manager; Harry Seymour, Program Director.
Owned snd opernted hv Bsenger Theatres Co.,
inc., and the Maison Blanche Co.
Contract Regulations.
*Genernl.
Sponsored Programs.
(6:00 P. M. to 12:00 Midoight,)
13 Ti. 260TI. 2971 52Ti.

1 Hour....... $200.00 $£190.00 $185.00 $180.00
% .. 110,00  104.50 101.75 99.00
3% .. 80,00 57.00 55.50 54.00
(7:00 A, M. to 6:00 P, M.)
100.00 95.00 92.50 10.00
50.00 47.60 46.25 45.00
30.00 28.50 27.7 27.00
Announcements,
(6:C0 P. M. to 12:00 Midnight.)
10 Minutes.... 40.00 38.00 37.00 .00
5 Minutes.... 30.00 28.50 27.75 27.00
2 Minutes. . 15.00 14.25 13.88 13.50
1 Minute..... 10.00 .50 9.25 9.00
(7:00 A. M. to 6:00 P. M.)
10 Minutes.... 20.00 19.00 18.50 18.00
5 Minutes.... 12.50 11.88 11.56 11,23
2 Minutes.... 10.00 9.50 9.25 9.00
1 Minute..... 850 8.08 7.86 7.63%
Special Feature Periods.
Electrical Transcriptions.
33% and 78 r.p.in. turntables.
Shreveport
KTBS
1,000 Watts, 1,450 Ke.

Dixie Gardens, 8hireveport, Lu. Johu P. Good-
win, Director. Owned and operated by the Tri-
State Broadeasting System.

Contract Regulations.
*General.
Sponsored Programs.
(After 6:00 P, M.)

1T, 13T 267TiI. 32Ti. G2TL

1 Hour..$100.00 $45.00 $80.00 $83.00 $80.00

3% Hour.. 00.00 B7.00 54.00 51.00  18.00

% Hour.. ¢0.00 3IN00 36.00 3400 22.00
(Before 8:00 P. M.)

1L Hour.. 50.00 47.50 45.00 42530 40.00

% Hour.. 3000 2850 2700 2550 2400

% Hour.. 2000 19.00 18.00 17.00 16.00

Announcements.

(After 6:00 P. M)

1Ti. 13 Ti, 26 Ti. 80 Ti. 52 Ti. 100 Ti.

1 Min..$ 7.50 £ 7.12 § 6.75 & 6.48 ¢ 6.0085.“‘.'

2 Min,.. 960 922 864 8.6 768 720

5 Min.. 20.00 19.00 18.00 17.00 16.00 15.00
(Before 6:00 P. M.)

1 min,. 500 4.75 4080 429 400 3.75

2 Min.. 780 17.12 630 648 600 562

5 Min,, 18.00 1425 13530 12.75 1200 11.25

Special Feature Periods.
Electrical Transcriptions.

ing expenses, tolls and mechanical ex-
penses for remote control, or other extras.

3. Recognized advertising agencies are
allowed a commission of 15% on both
time and talent.

4. If advertisers prepare thelr own an-
nouncements or provide thelr own talent,
these must be approved by the station
well in advance before broadcasting.

5. Periodic broadeadts must be con-

MASSACHUS

Boston

WBZ—.SZA

15,000 Watts. 980 Ko.

Statler Hotel, Boston, -‘Il Hotel Klmball,
Springtield. Mass, O nml operated by the
Westinghouse Electric i anufacturing Co.
Contract Regulations.

*General, except Par 8: no
nllowed on tnlent charges.
8ponsored Programs.

(6:00 P. M. to 11:00 P. M.)
1 TL

commisslons

Ti, 26Ti. B2Ti
.00 $637.50 $600.00
00 3406.00 320.00
.00  238.00 224.00
(11:00 . M. until &:loﬂ of mgrums, 6 A. M.
to 6:00
1 Hour 375.00 'n.w 318.75  300.00
1% Hour....... 200.00 180.00 170.00 160.00
% lour....... 140.00 126.00 119.00 112.00
8 Minutes. 100,00 90.00 8500  50.00
Special Feature Periods.
Electrical Transcriptions.
33% nund 78 r.p.m. turntables.
See also Yankee Network.
Worcester
WORC
100 Watts CBS-YN 1,200 Ke.

8 Trust Bldg., Worcester, Mass. Ted
glﬁcmlgltrecwr Owned and operited by Alfred
F. Kielndie
Contract noxuhtions,

*General., except 1'ar, 3: no
ailowed on talent charges.
Sponsored Programs.

(ﬂOOP \l to 11:00 P. M)
1T, 20Ti. 39TI 52TL

1 Hour. $l.’$000 n.'ooo 3110.00 MM.OO £102.00

% Hour.. 85.00 6650 63.00 .50

commissiop

% Hour 45.00 40!!) 28.00 26.00 34.00
(Before 6:00 P. M. and after 11:00 P, M.)
1 H . 100.00 80.00 78.00 72.00 mgo
% Hg:: 60.00 45.00 42.75 40.50 _'Ssﬁ‘?
i, Hour.. 8000 23.00 23.73 22,50 21.25
Announcements,
¥ P M.
(After 8:00 ) iy
lol' '.;.m"’
1Ti. 13TI. 26 TL. 3 Ti. 52 T4, o
1 Min..$20.00 $15.00 $18.00 $12.50 $£12.00 $11.00
2 Min.. 25.00 22.50 20.00 19.00 18.00
3 Min.. 30,00 27.50 24.00 22.00 21.00 19.00
5 Min.. 40.00 30.00 26.00 25.00 24.00 22.00
10 Min.. 60.00 50.00 46.00 45.00 44.00 42.00
1% Min.. 73.00 65.00 61.00 ©60.00 59.00 B57.00
(Before 6:00 P. M.)
1 Mt 1000 7.0 650 6.25 6.00 5.50
2 .\II:' 15.00 1‘2.50 11.50 11.25 11.00 10.00
3 Mio.. 20.00 17.50 15.00 14.25 13.00 11.50
5 Min.. 25.00 22.50 20,00 19.00 18.00 16.00
10 Min.. 85.00 82.50 30.00 20.00 28.00 28.00
153 Min.. 50.00 47.50 45.00 44.00 43.00 41.00
Special Feature Periods.
Electrical Transcriptions.
33% and 78 r.p.m. turntables,
MICHIGAN
Detroit
5,000 Watts, NBC 750 Ke.
Fisher Bldg., Detroit, Mich. Leo Fitzpatrick,

Vice-President and General Manager. Owned and
operated by WJIR, The Goodwill Station, Inc.
Contract Regulations.
*General.
Sponsored Programs.
(8:00 P, M, tollOOP.M\
1T, 3TI. 20TI. B1 T
35 Hour....... n.'som 5’&3250 $315.00 $207.5%0
% Hour....... 200.00 190.00 180.00 170.00

tracted for in advance and broadcast at
least once a week to earn period dls-
counts.

6. Stations reserve the right to reject
any broadcast which might mislead radio
listeners, which is against state or gov-
ernment regulations, or which is not in
keeping with the policy of the station,

7. No contracts accepted for a period of
more than one year.

Broadcast Advertising



(12.noon to 1:00 P. M.; 3:00 P. M. to ¢ P. M.
and 11:00 P. M. to 12:00 midnight.)

(Sunday, 1:00 P. M. to 7:00 P, M.)

1 Hour 332.50 313.00 207.50
15 llour. 160.00 180.00 170.00
i THour 93.00 90.00 83.00
(6:00 A. M. to 12:00 Noon; 2:00 P. M. to
3:00 P. M. and after 12: (l) Midnight.)

1 Hour....... 300.00 285.00 270.00 235.00
13 Hour. 150,00 142.50 135.00 127.50
% Hour....... 90.00 83.50 81.00 76.50

1 Hour.. . 450.00 427.50 405.00 182,50

Hour. .. . 250.00 237.60 225,00 212.50
Hour.... 1560.00 14250 133.00 127.50
Announcements.

{100 words maximum.)
6:00 to 7:30 A, M.—Night Watchman’s program.

12:00 to 12:30 P, M.-——Noonday aunouncements.
1 announcement, £15.00; Monday to Saturday (6
times), ¥75.00.

9:30 to 10:00 A. M.—Mrs. Page's program.

1 announcement, £10.00; Monday to Saturday (8
times), %73.00.

543 to 6:13 P. M.—Diuner music.
P. M.—Late usnnouncements.
1 lnnouncement $40.00; Monday to SBaturday (8
times}, $200.00.
Special Feature Periods.

S8ee above.

Electrical Transcriptions.
33% and 78 r.p.m. turntables.

After 11:00

MINNESOTA
St. Paul
KSTP
10,000 Watts. NBC 1,460 Ke,

8t. Paul Hotel, 8t. Paul, Minn. E. D. Jencks,
Commerelal \lunnzer maley E. Ilubbard, Vice-
I'resident and General Munager; K. M. Hance
Assistant Manager. Operated by the hu(louui
Battery Broadcasting Co.
Contract Regulations,
*General, except Par. 3: no agency commission
tllowed on talent charges.
Sponsored Programs.
(6:00 P. M. to 11:00 P. M.)
1 Ti. 13Ti. 26T1, 352 Ti

l Hour.......§300.00 $283.00 $270.00 $255.00
Hour...... 175.00 168.25 157.30 7
s Hour....... 100.00 $5.00 $0.00 85.00

(12:00 Noon te 1:00 P, M.)
142.50 135 00 127.50
80.73 .50 72.28
47.50 ~l500 42.50

(All other hours.)
1 05.00 90.00 85.00
7.00 54.00 51.00
33 2» 31.50 20.78
Sundayw.

(6:00 P. M. to 1):00 P. M.)
1 285.00 270.00 253.00
168.25 157.50 148.75
95.00 90,00 85.00

(1000 A. M. to 6:00 P, M.)
1 Hour. 150.00 14250 135.00 127.50
Hour....... 85.00 80,75 74.50 72.28
1our. ... B0.00 47.50 45.00 42.50

Announcements.

(Daily except Sunday.)
(6:30 A. M. to 9:00 A, M. or 12:00 M. to
6:00 P. M.)

(One Minute or 125 Words.)
6 days, per week, $35.00; 3 days, per week.
£30.00; 4 days. per week, $25.00; 3 days, per
week, $£20.00; 2 days, per week., $13.00: 1 day,
$10.00,

(8:30 A, M, to 6:00 P. M.)

(Two Minutes or 270 Words.)
[ d‘: s, per week, $£30.00: 5 days, per week.

£42 4 days. per week, £35.00: 3 days, per
;1':50 $27. 50, 2 daym, per week, $20.00; 1 day.

Discounts on anmouncements: 5¢ for 13; 10%
for 28;: 15¢% for 52 consecutive Weeks.
Special Feature Periods.
{One minute or 123 words. Same rates and
discounts as regular announcements.)

(Dully except Sundayw.)
Nizght Watchman's Parade (8:00 to 6:30 A. M.):
Eariy Risers Club (8:30 to 9:00 A M.): \lhu
Vogue's Fashion Review (9:30 to 9:43 M.
Home Maker's Chats (10:00 to 10:153 A. M.
Farm Hour (12:20 to 1:00 P. M.); Tea 'l‘lme
Concert (3:30 to 4:13 P, M.); Children’s Iour
(5:00 to 5:30 P. M.).
(Three times 2 week-—Monday, Wednesday and

Saturday.)

Household Corner (10:30 to 10:43 Ar M.)

Electrical Transcriptions,
23% and 78 r.p.m. turntabies.

July, 1931

MISSOURI :
Kansas City
KMBC
1,000 Watts. CBS 850 Ke.

11th Fioor, Pickwick Hotel, Kansas City, Mo.
Arthur B. Church, Vice-President aud General
Manager. Owned and operated by the Midland
Brondcasting
Contract Regulations,

*General.
Sponsored Programs.
(6:00 P. M. to 10:00 P. M. weekdays, and 12:00

noon to 10:00 P. M. Sunday n.zr
1T4. 13 Ti. 26 T4. 52 Ti. 100 Ti.800 Ti.

34 Hr...187.50 150,00 142.50 127.50 120.00 112.30
Y Hr...112.50 $0.00 8350 76.50 72.00 67.50
10 Min.,100.00 80.00 76.00 @8.00 64.00 00.00
5 Min., 67.50 50.00 47.50 42.50 40.00 37.30
10:00 P. M. to 11:00 P, M.)
1% Hr...150.00 120,00 114.00 102.00 $6.00 00.00
3% Hr... 90.00 72.00 68.40 61.20 57.60 54.00
10 Min.. 80.00 64.00 60,80 54.40 51.20 48.00
3 Min.. 54.00 40.00 28,00 34.00 32.00 30.00
(Al Other Hour-.]‘_

+) 93.75 75.00 71.26 63.73 60.00 058.25
53 H 56.25 45.00 42.78 38.2% 36.00 33.75
10 ) 50.00 40.00 38.00 34.00 32.00 30.00

. 31,23 25,00 23.75 21.25 20,00 18,78
(kp rte for dally 18- mlnule pro‘fruun

lw{ore 4:30 P. M. and after 1

13 Weeks. 26 Weekn 52 Weeku

Per week ......... $180.00 $171.00 $£135.00
Announcemonts.
% minute, maximum 30 words; 3% minute,

maximum 60 words; 1 minute, maximum 120
words; 2 minntes, maximum 240 words,
(000 P. M, to 10:00 P. M,
6Ti. 24 TH.

1 Minute. : 50 nsoo SlﬂbO £15.00 !
1, Minute,. 30, 24,00 21.00 18,00
1 Minute.. 45.00 38.00 31.50 27.00
2 Minutes. 75.00 60.00 52.50 .00
(10:00 P. M. to 11:00 P, M.)
i Mioute.. 13.00 12.00 10.00 9.00
5’ Minute.. 20,00 164.00 14.00 12,00
Minute.. 30.00 24.00 21.00 18.00
2 \llnulvs 30.00 40.00 35.00 30.00
(BRefore 6:00. P. M.)
Minute.. 7.50 6,00 5.50 5.00 4.50
Minute. . 10(1) 8.00 1.50 7.00 8.00
Minute.. 15.00 12.00 11.23 10.50 9.00
2 Minutes, 25,00 20.00 18.75 17.50 13.00

Special Feature Perioda.

Co-8ponsorship Programs ‘‘Big Brother Club'’
(daily  except Sunday—Chiidren’s Feature);
“Happy Hollow'' (every evening except Sunday-

Serial l"?l(llrl?; “*lady of the House (Dally
H{ome Economica Proxram).
Electrical Transcriptions.

33% aund 78 r.p.m, turntablex.

St. Louis

KWK

1,000 NBC 1,350 Ke.
Hotel Chnse, St. Louis, Mo. Thomnas Patrick
Convey, President and General Munager. Owned

and operated by the Greater Bt. Louis Broad-
easting Corp.
Contract Regulations.

*General, except PaP. 3: no
allowed on talent charges.
Sponsored Programs,

(6:00 P, M. to 12:00 midnight weekdayn; Sun-
diys 9:00 A, M. te 11:00 P, M.
1 f'er. 13 I'er. 26 Per, 50 Per. 100 Per,

1 Hour..$350.00 $280.00 $266.00 $£252.00 $218.00
% Hour.. 200.00 160.00 152,00 144.00 136.00
i Hour.. 11250 90.00 83.530 81.00 76.50

(0:00 A. M. to 6:00 P, M., except noon to 1:00

1 Hour.. 173.00 14000 l.-'HX) I"ﬂ00 1190.00
3% Hour.. 100.00 2.00 63,
i Hour.. 356.23 4300
Announcements.
G:20 P, M. to 11:00 . M.)
Maximum copy, 40 words,
13 Weeks, per week..........o.ovnuennns £160.00
29 \\'eek.n. per week. i
30 Weeks, per week.
32 Weeks, per week
(9:00 A. M. to 5:30 P. M,)
Maxiniam copy. 78 words, Two musical numbers
precede and foliow each unnouncement. Mini
mum contract, 13 weekn

commission

13 Weeks, per week. £ 83.00
26 Weeks, per week. 82.00
30 Weeks, per week. .00
52 Weeks, per week.........o..c0vuun.. 76,00

700 A. M. to 9:00 A. \l and 11:00 P. M. to
12:00 Midnight.)
13 Weeks, per week ....................
26 Weeks, per week. e ,
39 Weeks, per week.............
52 Weeks. per week...
Special Feature Periods.
Electrical Transcriptions.

33% and 78 r.p.m. turntables.

(6:00 P, M, to 12:00 mldnoﬁht ”“ld&_fn.
Sundiys, 9:00 A, M. to 11:
1 Per. 13 Per. 26 Per, 50 Per 100 Per,
Hour. .$250.00 $200.00 $190.00 $180.00 3]10(!)
q Hour.. 137.560 110.00 104.50 $0.00 1¥3.50
Min.... ..... 80.00 ..... “peses eenen
(ﬂ(l)A M. toﬁm . M.}

Hour.. 125,00 100,00 D3.00 $0.00 85.00
qﬂour.. 68.78 55.00 52.25 4D.50 46.78

Mia... ..... B 00 * o .ove o o ueE Rl
—
MONTANA
Butte
KGIR
500 Watts. 1,360 Ko.

121 West Broadway, Butte, Montans. E. B,
Craney, Manager. Owned unJ operntedt by KGIR,
1nc.
Contract Regulations.

*General, except Par. 3: no commissions al-
lowed on talent chirges,

Sponsored Programs.

€6:00 P, M. to 12: (X) Nld ight
1T, 4Ti. 13Ti, 26 Ti. 62 100 Ti.

1 Hr..$60.00 $57.00 $54.00 851 00 $49.00 $45.00

1 Hr.. 36.00 34,20 32,40 30.60 28.80 27.00

% Hr.. 20.00 22.80 21.60 20.40 19.20 18.00

{All other hours)

1 Hr.. 40.00 38.00 36,00 34.00 32.00 30.00
Hr.. 24.00 22.80 21.60 20.40 19.20 18.00
Hr.. 16.00 1520 1440 13.00 12,80 12.00

Announcements:

(6:00 P. M. to 12:00 Midnight)
Per month—on contruct, 8 times a week for:
Single 1 Month 6 )Ionthl
7. 00 % 78.

1 Minute............ 125.
2 Minutes,. .. 10.50 187.50 112.50
3 Minutes.. .. 14,00 250.00 150.00
5 Minutes........... 21.00 375.00 225.00
(Au other hours)

1 Minute.........,.. 83.33 50.00
2 Minutes.. °q 125.00 713.00
3 Minutes. . =3 166.687 100.00
5 Mionutes......... . 250.00 150.00
Special Feature Perlods.
Elsotrical Transcriptions

33% and 78 r.p.m, mrnlnble-
NEW YORK
Rochester

WHEC

500 Watts CBS 1,440 Ke.
New Ro«heu(er Savings Bank Bldg., Rochester,
N X. 0. Wlg, Genernl \lnnuzer, i 8.

Hickson, Prnldn-m Owned and opersted by the
1lickson Electric nnd Rudio Corp.
Contract Regulations.
*General, except Par. 3. no commissjon allowed
on talent charges.
Sponsored Programs.
(6:00 I, M, to 12:00 P, M. and Sunday.
1T 18Ti. 26Ti.

D
3

1 Hour....... $100.00 §95.00 $00.00  $85.00
3% Hour...... . 67.00 63.65 40.30 56.98
xg Hour....... 42.00 39.90 31.80 35.70
10 Minutes. 30.00 28.50 27.00 25.50
5 Minutes 20.00 19.00 18.060 17.00
2 Minutes 15.00 14.25 13,50 12.73
1 Minute..... 8.50 8.08 7.6% 723

A. M, to 6:00 P. M.)
1 Hour 00,00 57.00 54.00 51.00
% Hour 40.00 38.00 16.00 34.00
1 Hour 25.00 23.75 2.5 21.25
10 Minutes. .. 1750 . 1663 1535  14.88
5 Mlnu(e-.... 12.00 11.40 10.80 10.20
2 Minutes. . 8.50 8.08 7.63 7.28
1 Minute..... 5.00 4.75 4.50 4.25
Special Feature Periods.
Electrical Transeoriptions.
33% and 78 r.p.m. turntabies.
Syracuse

WFBL

1,000-2,500 Watts. CcBS 1,360 Ke.

Onondaga Hotel, 8yracuse, N. Y. Charles F.
Phillips, Manager. Owned and operited by The
Onondagn Radlo Broadeasting Corp,

Contract Reguintions.

*General, except Par. 3 no commission
aliowed on talent charges. No commissions
allowed uniess payment Is made on or before
tenth of month foilowing broadeast,

Sponsored Programs,
(After 6:00 P. M.)
1 Ti. 13Ti. 20Ti. 39 Ti G&2Ti

1 Hour..$100.00 $08.00 $80.00 $85.00 $80.
:’ Hour.. 6250 M.37 56.25 538.12 50
4 Hour.. 39.00 1703 2510 2313 31

(Before 6:00 P. M.)
1 Hour.. B50.00 47.50 43.00 42.50 40.80
Hour.. 31.25 2980 2912 2856 25,00
Hour.. 1853 17.60 16468 1575 14.82

(Continued on page 53)
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Annpouncements,

(7:30 A. M, to 8:00 P. M.)
10 Min.... 17.50 16.62 13.76 1487 14.00
5 Min.... 1200 1235 1150 [11.05 10.40
Lass  than
5 win.,

per min.. 3.00 4.73 4.30 4.25 4.00
Special Feature Periods.

Electrical Transcriptions.
33% und 78 r.p.m. turntables.

NORTH CAROLINA

(100 words maxim
.M wn's Rambles.

— An s,
OHIO 900 to 9:30 A
Cincinnati 3:00 to 12:30 P.

Afterncon periods:
WKRC
(8 times), $50.00
1,000 Watts. CBs 550 Ke. B:45 10 6:30 P. M.
Hotel Alms, Cincinnati. Ohlo, E. 8. Mittendorf,

Genernl  Manager,

WKRC, Inc.

Contract Regulations.
*Gener:il.

Owned and operated by

Sponsored Prognml
Charlotte (6:00 . M. to 12:00 Midnight.)
1 TI 26 Ti. 52 Ti. 100 Ti.
WBT 1 Hour.......$200.00 $190.00 $170.00 §108.00
% Hour....... 110.00  104.5( 93.50 88.00
5,000 Watts. CBS8 1,080 Ke. % Hour....... 60.00 57.00 51.00 48.00
Wilder Bld Charlotte, N. C. Barle J. Gluek, (B:00 A, M. to 6:00 P. M)
Manager; C 1yde H. 8mith, Commercial Manager. 1 Hosr....... 100.00 95.00 85.00 80.00
Owned and operated by WRT, Inc. 14 Hour .. 35.00 32.25 46.7.5 44.€0
Contract Regulations. i Hour....... 3250 3088 27.63  u6.00
o C cial A ¢
'General,

except Par. 3: no 188§
allowed on talent charges.
Sponsored Programs.
(600 P. M. to 2:00 A. \112
1T 13 Ti. 1. BRTL
$180.00 $180.00 £170.00

118.75 11250 10625
71.25 Q!" .50 63.75
. to 6:00 P. M.)
118.78 112.50 106,25
71.25 67.50 63.75
47.50 45.00 42.50
Announcements,
$15.00 euach. Limited to 100 words. No period
discounts on sannouncements.
8pecial Feature Periods.
Electrical Transcriptions.
33% and 78 r.p.m. furntables,
(6:00 P. M. to 2:00 A, M.
13 Ti. g e T
1 $237.580 322500 $212.50
Y 142.50  135.00 127.80
% 83.50 sx 00  76.50
o 6:00 P. M,)
1 14250 135.00 127.30
% 85,50 81.00 76.1
% 52.25 49.50 46.75

NORTH DAKOTA

Fargo
WDAY

1,000 Watts. NBC 840 Ke.
Address: Furgo, N. D. QCharles G: Burke, Com-
mercial Manager: E. C. Relneke, General Man-
ager. Owned and operated by WDAY, Inc.
Contract Regulations.

*General. except Par. 3: no agency commiss
sion allowed on talent.
Sponsored Programs.

(Afler 6:00 P. M)
1 Ti.

1371, 26Ti. 82Tl

1 Hour. $95.00  $90.00 $85.00
3 Hour.. 5§7.00 54.00 51.00
1§ Hour... 3.5 31.50 2075

(B«-fcm- 6:00 P M. )

1 Hour... 60,00 57.00 .00 51.00
% Hour....... 33.25 sl 50 20.78
‘¢ Hour.. 18.C0 18.00 17.00
10 Min e X 14.25 13.50 12,00
3 Min,....... 11.85 11.23 10.00
Announcements,

(Broidennt hefore 6:153 P. M. only.
to 100 words.

Copy limited
months, 20%.) a2

Discounts: 6 months, 10%;

9:30-
11:30 A, M.;

6:00- 1:20-
9:15 A. M. 4:30P, M,
Duaily, except 8un., per mo.$100.00 $70.00
3 times n week, per mo, 60.00 40,00
Daily, except Son., per wk. 30.00 20.00
Less than week, per an-
nouncement ............. 0.00 4.00
12:30- 5:4 0-
1:15P. M. 615 P,
Dally, execept Sun., per mo. sunoo :0, 00
3 tlmes a2 week, per mo... 75.00 H0.00
Dally, except 8un., per wk. 37.50 25.00

less than week, per an
nouncement ........... .. 7.00 5.00
Special Feature Periods.
Electrical Transcriptions.
My and 78 r.p.m. turntables,

*General Contract Reguiations, etc.—Un-
less otherwise noted under the station
listings, the following general regulations
apply to the purchase of time on the air.

1. Rates include time on the air, facili-
ties of the station in arranging programs,
preparing announcements, securing talent,
services of staffl announcers, and blanket
feex charged for copyrighted music.

2. Rates do not include talent, travel-
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$250 per month between 6:00 P, M. and 11:00
pll?ﬁ per month between 7:00 A. M. and 6:00
Special Feature Periods.

A specin]l Woman's Hour program (10:30 A.
M. to 11:00 A, M.). 8 one-minute announcements
weekly on 6 months® contract, £100.00 » month.
Electrical Transcriptions.

33% uand 78 r.p.m. turntubles.

WLW
50,000 Watts NBC 700 Ke.
2401 Colerain Ave., Clnclunati, Ohlp. R. L, Fer

guson, Commercial Manager; Powell Crosley, Jr.,
President; John L. Clurk, General \lunuger
Owned and operuted by The Crosley Radie Corp.
Contract Regulations,
*General.

Sponsored Programas.
(Minimum coutract period, 13 weeks.)

(7:00 P. M. to 11:00 P, M.)

13 Ti. 20

1 Itour

5 Hour... "

: Hour. 458.00 380.00 142,00

(Daity 3:00 P, M. te 7:00 P, M. and Sunday
noon to 7:00 P. M.)

.......... 864.00 ©20.00 G48.00
486.00 406.00 3684.50
.......... 342.00 285,00 256.50
(11:00 P, M. to 8ign Of.)
Rates on application,
(A1l other hours.)
1 Hour .. 576.00 80.00 432
% 5 . 324.00 270.00 243.00
% Hour...,...... 228.00 190.00 171.00
Announcements.
(Not uaccepted between 7:00 P. M. and
Midnight.)
Special Feature Periods.
Electrical Trantcriptions,
3% and 78 r.p.n. torntables,
Cleveland
WGAR
500 Watts. NBC 1,450 Ke.

Hotel 8tutler, Cleveland. Ohlo. Joln F. Patt,
Manager; Olyde L. Wood, Commercial Munager:
Fred R. Ripley, Anssintant Manager. Owned
and operated by the WGAR Broadeasting Co.
Contract Regulations.

*General,
Bponsored Programs.
(6:00 P. M. to 11:00 P. M.)

1Ti. 13T, 26Ti. 51T
..$300.00 28500 $270.00 $255.00
. 175,00 168,25 157.50
100.00 95.00 $0.00 83.00
(12:00 noon to 1:00 P. M.: 5:00 P. M. to 6:00
P. M. and 11:00 P. M. to 12:00 I'. M,
Mldnight.)

1 lloue...

1 Hour....... 175,00 168.25 157.50 14878
% Hour..... 100.00 95.00 $0.00 83,00
1 Hour....... 50.00 47.50 45.00 42.50
(All other hours.)
1 Hour....... 150.00 142,50 135.00 127.50
¢ Hour...,.. 75.00 71.28 87.50 G3.75
:Z Hour..... 45.00 42.78 40,50 38,25
M. to 7:00 P. M.)
1 27.00 225,00 21250
% 142.50 133,00 127.30
3% 71.25 6750  63.7h

ing expenses, tolls and mechanical ex-
penses for reinote control, or other extras,

3. Recognized advertising agencles are
allowed a commission of 15% on both
time and talent.

4. It advertisers prepare thelr own an-
nouncements or provide thelr own talent,
these must be approved by the station
well in advance before broadcasting.

5. Periodic broadcasts must be con-

ement, $7.

nday to Saturday
j“ unm) $37.50. 4 1

announcements.

5:30 to 5:45 P. M.—A ¢ Gulde.
ay to Saturday

Music.
Late announcements
Monday to Saturdas

1 announcement, $1

After 11:00 P. M
1 announcement,
(8 times). $100.00.

Special Feature Peri

See above.
Electrical Transeri \
33% and 78 r.p.m. @
r—
WHK
1,000 Watts. CBS 1,380 Ke.
Standard Bank Bidg., Cleveilund, Ohlo. H.
Howlett, Commercial Manager. Owwed and

operated by The Radlo Alr Bervice Corp.
Contract Regulations,
*General, except Par. 8: no ngency commis-
sion on talent charges.
Sponsored Programs.
(After 6 P'“H.)

1 T1. 26T 52 TL
1 Hour....... 8‘!25 (l) $308.75 $292.50 $2764.28
i Hour....... 75.00 l:% 15150 148.75
l,, Hour. lmm 85.00
% Minutes. ... 40.00 .(I) 34.00

Refore O':ﬂb )I.)

1 Houwr....... 175.00 €6.25 15750 14870
4 Hour..... .00 05.00 90.00 83.00
% llour....... 60.00 57.00 54.00 51.00
5 Minutes. 23.00 23.75 22.30 21.23
Announcoments (D ] 15.)

nytime on
1 Minute... 25.00 {n 22.50 2.28
5 Minutes.... 33.00 33 25 %1.50 20.75
Special Feature Periods.
Electrical Transcriptions.

43% and 78 r.p.m, turntables.

WIJAY
500 Watts. 610 Ke.
1224 Huron Road, Cleveland, Ohlo. G, C. Mel-

rone. Manager. Owned nand operated by Cleve-
Innd Rudio Broadcasting gorp
Contract Regulations.

*Genernl, except Par. 3: no commission

allowed on talent charges.
Sponsored Programs,
Sunday Rates
(12:00 Noon to 6:00 P. M.)

1 £175.00
% X
%

1
1%

k- Weekdny Raten
" L Mlr, - 3% He, Y Hr

8:00 A. M.-10:00 A. M.. $123.00 § 02.50 $£35.00
11:00 A. M..12:00 Noon.. 135.00 67.50 35.00

1:15 P, M- 2:15 P M.. 135.00 a7.50  35.00
3:00 1. M.- 4:00 P.M... 125.00 4250 35.00
4:18 . M.- 6:00 P. M.. 130.00 75.00 40.00
8:00 P. M..Signoff..... 200.00 100,00 50.00
Announcements.

(7:00 A, M.-8:00 A. M.
7. v nnnnuncemen
b A. M.: "15 P. M.-1:15
00 P, M.-2:45 P. M.; 4:30
P. M.5:00 P. )I)
$£12.50 per announcement.
Special Feature Periods.

Electrical Transcriptions.
33% and 78 r.p.m. turntabies.

OKLAHOMA

Oklahoma City
See Southwest Broadcasting Co.

Tulsa

KvVOoo
5,000 Watts NBO 1,140 Ko,
Wright Ridg.,, Tulsa, Okin. Leonard Byars.
Commereial ['-nn;rr. H. A. Hutchinson, Gen-

eral )Iunu;.er Owned and operated by the
Southwestern Sales Corp.
-

— =

tracted for In advance and broadcast at
least once a week to earn period dis-
counts,

6. Stations reserve the right to reject
any broadcast which might mislead radio
listeners, which is against state or gov-
ernment regulations, or which is not in
keeping with the policy of the station.

. No contracts accepted for a period of
more than one year.

Broadcast Advertising



Contract Regulations,

*Genernl, except Par. 3: no agency commis-
sion allowed on talent charges.
Sponsored Programs.

(8:00 I, M. to 12:00 P. M. Miduight local time.)
I Ti. 13 Tls 26 Ti. 52 T!, 200 Ti.

1 Hr. sz .00 $213.75 $202.50 $191.25 $168.78
Y Hr... 14063 133.60 12657 119.54 108.47
i Hr... B7.80 8350 7010 7471 63.02

(6:00 A. M. to 6:00 I, M, local time.)
1 Hr... 112.50 106.88 ]01.26 0563 B4.38
% Hr... 7032 6480 62.28 39.77 5274
% Hr... 43056 41.7% 3053 37.35 3294
Announcements.
Dayiight Broudmstlnx
Except by special arrang [
of a2 commercial character ure hundled only in
daylight hours:
100 words..$10.00 % 950 & 9.00 $ 8530 £ 7.50
200 words.. 15.00 1423 13.50 1235 1L
300 words.. 1800 17.10 16.20 1530 12.30
Night Rate.

Minimum night rate, if acceptable, $23.00, Max-
imom 200 words.
Special Featurs Periods.

Electrical Transoriptions.
33% r.p.m. turntable.

'500-1,000 Watts.

SOUTH CAROLINA
Columbia

LAR

CBS 1,010 Ke.

Jefferson Hotel, Columbia, 8, C. Van I B in,

Commerciul \lnnnxer P. Danforth, e-

tlon Manager. Owned nnd opernted by Geo =

Barnes, Inc.

Contract Regulations.
*General, except Iar.

lowed on talent charges.

Sponsored Pr

3: no commission al-

After 6:00 P.

1 13T1. 28Ti. 38 Ti. 52 Ti
1 Hour...$83.00 $80.35 $§76.50 §i2.25 $68.00
% Hour... 45.00 42.75 40,50 13823 36.00
% Hour... 25.00 23.75 2250 21.25 20.00

(Before 8:00 P, M.)

1 Hour... 68.00 61,75 58. 52.00
% Hour... 37.50 3b6.63 30.00
1, llour... 21.26 20.1% 17.00
Announcements

(Untll 8:00 P.
Under 100 words, per wol L X0}
100-200 words, per word. g"a

200-300 words, per word.

OREGON 300400 words, per word............ U
= = e —— Minimum, 50 words; Maximum, 400
Consectutive announcements bear discountx as fol-
Portland lows: 12 times. 5% : 20 times, 10%; 3y tumes,
S 18%: 52 times and over, 20%.
ee Northwest Broadcastin stem. cial Feature Periods.
B g Sy Electrical Transeriptions.
33% und 78 ”r)m n&r)mnbl;r)
(After 6:
PENNSYLV 1TI. 13T 26Ti 30T, 52T
et L ANIA 15 Minutes.$23.00 $23.75 $22.50 $21.25 $20.00
.P — 19 .)\I'Inuu--. 18,00 17.10 16.20 1530 14.40
& Minutes
ittsburgh o lew. 1300 W 13J0 127 12.00
efore 6:00 PP, M.
KDKA 13 Minutes. 20232018 113" 18.08 1700
b, . 18.00 v 40 3.6v 2.8
50,000 Watts, NBC 1.380 Ke. B > ® e a
Woi. Penn Hotel, Pittaburgh, Pn. Owned and i . 1250 ELSRRRNIES 10457 10.00
operated by the Westinghouse Heclrk- & Manu-
fucturing Co
Contract Regulations. TENNESSEE
*Genernl, except Par., 4: no o isnion
allowed on talent chirges, .
8ponsored Programs, Memphls
(G(I)P \l loll"l#l’ )' WNBR
1 Hour... ..snoo.no £810.00 sz.?‘..';r 00 ;’rzzﬂn 500 Watts. 1.430 Ko.
% Hour.. 500.00 430.00 425.00 400.00 Elk's lfotel, Memphis, Tenn. Mallory Chambe?.
% Hour..... 350.00 315.00 207.50 280.00 1in, General Manager; Francis 8. Chamberlin,
(8:00 A. M. 10 6:00 P. M. nnd 11:00 P, M. untfl  spogrem [irector. OWeed and operated by the
c‘g;.&; pm‘.;"""') & Contract Regulations. ]
.,‘0'00 “22‘5% ?ﬁ% m;ﬂgm . °*Genernl, except Par. 3: comminsion nllowed
: i"b.o() 157.50 hi'_,‘ 10’% on tnlent chnrges only !f payment in full Is
U g b iy 4 made on or before the 10th of the month fol-

Minutex. ... 100.00 $0.00 83.00 80.00
Special Feature Periods.
Electrical Transcriptions.
33% and 78 r.p.m. turntables,

WCAE

1,000 Watts. NBC 1,220 Ke.
Sniltbileld 8t and 6th Ave., Pittsburgh, Pa. J.
L. Kaufmnan. Manager. Owned und ‘operated hy
Gimbiel Brothers.

Contract Regulations.

*General,
Sponsored Programs.
(8:00 FI>. M. to 12:00 M ldnlxht Weekdays and ail

dny 8und: ng
13 Weekn. 26 Weekn. (2 Weeks,
£200.00

i1 Rour.......c... $250.00 $237.50
fiour E 150.00 142.50 120.00
Hour.......... 105.00 0.73 84.00
(6 00 A. M. to 5:30 P. M,
1 Hour 125.00 118.7 100 m
% Hour....... 5.00 71.25
Hour. . 52.50 40,88 41 ,uu
¢ Minutes. .. 35.00 43.25 00
1 Minute, 15.00 14.25 12.00
Announcements.
(8:00 P. M. to 12:00 Midnight Weekdays and

all day Sunday

13 Weeks. 26 *Weeke. 52 Weeks,
100 Words. ceee 30.00 28.30 24.00
One minute unnounmmenu are lmited to 100
woris. Copy submitted in excess of this 1lmit
wltll be broudeast but will be charged nt higher
Tate,
Speciai Featu
Electrical T
Y snd 78 r.p.m.

Perlods.
scriptions.
turntables

RHODE ISLAND

Providence
See Yankee Network.

July, 1931

fowing broadenst.
Sponsored Programs.
(After 6:00 P. M.}
1 Ti. 13T, 28TI. 39Ti. b62TL

1 Hour. .$100.00 $05.00 :uo 00 $85.00 £80.00
3 Hour.. 40.00 §7.00 51.00 48.00
i, Hour.. 36.00 34.20 8'.’. 30.40 28.80

(Before 6:00 P. M.)

1 Hour.. 60.00 53.00 5’4.00 31.00 48.00
1 FHour.. 36.00 3420 3240 30.40 2380
% Hour.. 21.00 20.50 1940 1835 17.2%

5 Minutes 253,00 23.73 2250 21.25 20.00

2 Minutes 18,00 17.10 16,2 13.30 1440

1 Minute. 1200 11.40 10.80 10.20 9,60

50 Words. 50 7.13 .76 6.40 8.02

25 Words. 00  4.73 5‘0 ; 4.25 .00
5 M.

8 Minutes 1
2 Minutes 1
1 Minute. 6.84
0 Words. .50 4.28
25 Words. 3.00 2.83 2.70 2.53 2.40
Special Feature Perlods.
Electrioal Transcriptions.
33% and 78 r.p.m. turntables.

Fort Worth
See Southwest Broadcasting Co.

Houston

KTRH
500 Watts, 1,120 Ke.

CBS

Rice Hotel, Houston, Texas, J. G. Belcher,
Commercial Manager; B. F. Orr, Statlon Super.
visor. Owned and opernted by the Rice Hotel.
Contract Regulations.

*Genernl, except Par. 3: no agency commlssien
on talent chargen.
Sponsored Programs.

(6:00 P, \_Ir to 12:00 .\lldnluhl.)

13 26 TI. 82 Ti.
1 Hour....... £150.00 n-’xoo 81.’750 $120.00
3% Hourr....... 80.00 72. 68.00 64.00
i Hour. .. 43.00 40,50 38.23 36.00
(7T:00 A. M. to 6:00 P, M.)
1 Hour..... HS'(’I) 47.50 43.75 60.00

40.00 36.00 34.00 32.00
22.59 20,25 19.13 18.00

ents,
(Not to exceed 100 words.)
(7:00 A, M. to 8 I’ M)
8ingkle snnouncement o e o i ool SRS
Daily: 6 announcemen $50.00; 24 announce-
ments, $180.00; 78 unnouucementu. $620.00; 134
announcements, $10.
{Rates for (\nn minutes or more upon revuest.)
ht announcements.)
(On daily nen %enture containing national, local
and sport news, together with iocal merchandise
news. Goes between $:30 and 10:00 P, M)
Single announcaments ’
Nightiy: ¢ announcements, $90.00; announce-
ments, $300.00; 78 announcements, $78000, 106
announcements, £1,304.00.
ecial Feature Periods.
Electrical Transcriptions.

San Antonio
See Southwest Broadcasting Co.
Tyler |
KGKB
100 Watts 1,500 Ko.

Tyler Commerciul College, Tyler, Texas, J. M.
Gilllum, Genernl Manuger; Evan Rives, Local
Manager. Owned und operated by the Tyler
Broadcasting Co.

Contract Regulations, N
*Genernl. except Par. 3: no ngency commis-

sion allowed on talent chiarges.

Sponsored Programs
éAfker 7:00 P. M.)
TS 13T 28 Ti
l Hour. .. s.uuo £70.00 $£60.00 $£53.00
Hour. .. 42.50 4000 3500 32.50
53 Hour... 27.50 2500 21,00 20.00
10 Min.... 19.00 1 50 15.00 14,50
mu“..uoo 0.00 8.50 8.00 7.50
ll 00 A. M. to 7:00 P M. dally, except Bunday.)
These rates include studio talent. Bpecial talent
extra.)
1 Hour... 30.00 47.50 4250 40.00 37.50
Y% Hour... 33.00 3230 2750 25.00 22.50
Hour... 20,00 17.50 13.30 12.50 11.00
10 Min.... 14.50 14.5 11.50 10.50 n.50
5 Mia. 9.3 850 7.0 6.50 5.50
Announcements,
(8:00 A. M. to 7:00 P. M.)
156 312

1T 4 TH. 13T 26 TL. 78 Ti. Ti. Tl
Min...$7.50 $6.50 $5.00 $4.00 £3.00 $2.50 $2.25

=as§3
gzeged

2 Min...13.50 12.50 9.00 7.30 550 5.00 4.00
3 .\lln...19.2.') 18.25 14.50 11.25 8.50 8.00 7.00
4 Min...25.00 24.00 19.00 15.00 11.50 9.50 8.30
5 \Iln .31.26 30,00 24.00 18,50 17.00 11.50 10.50

ial Feature Periods.
E ectrical Transcriptions,
33Y% and 78 r.p.m. turntables.

Waco
See Southwest Broadcasting Co.

WASHINGTON

Seattle
See Northwest Broadcasting System.

KFPY
1,000 Watts 1,340 Ko.

CBS
s mons nl_ly Spokane, Wash. Arthur Lo Bright,
W. Symons, Jr., President. Owned

Spokane

Manager: T.
and opernted by The Symons Broadeasting Co.
Contract Regulations.

*General.

Sponsored Programs.
(7:00 P, M. to 10:00 P. M,

13Ti. 26TL. 852Ti. 101 Ti
$93.00 §90.00 $83.00 $%0.00
57.00 5400 51.00 48.00
38.00 %00 2400 32.00
23.73 225 21.25  20.00

M and after 10:00 P. M.)
50 45.00  42.30 40.00
28.50 27.00 2550 24.00
10,00 18.00 1200 16.00
11.88 11.25 10.63 1000

ons.
3 Minute tranmrpnonu only, minimum 3 times

weekly:
(7:00 P. M. to 10:00 P. M.
... ¥13.00 $£14.23 $l'¥n0 $l"75
f.)

5 Min.... 5

(Before T P M, and uﬂer 1000
5. M. g, . b s, 150 (%2
Announcements,

Muximom of 125 words per minhte.
{6: . M. to 10:0 P. M.)

1 Ti. 100 T§. 200 T1. 300 Ti.
50 Wd».£10.00 £8.50 £8. $8
1 Min. 15.00 14.25
2 Mian. 20.00 19.00
5 Min, 50.00 47.50

4
)
®
4
8
~
z

50 Wds., 3.00 475
1 Min. 780 7.3
2 Min. 10.00 9.50
5 Min. 25.00 23.75 5
Special Feature Periods.

Electrical Transcriptions.

Broadcasting

See also Northwest
System.
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WORC

Selected by an overwhelming
majority of National, Regional
and Local advertisers as the one
best Station to cover the popu-
lous and prosperous Worcester
market.

The story is told in a new book-
let, just off the press.

Oftices: 80 Franklin 8t.,, Worcester,
Mann,

Member: Columbia Broadceasting
System, Yunkee Network

Co-operating with Advertising

Agencies for Effective Han-
dling of Radio Appropriations

AGENCIES
BROADCASTING
BUREAU, L.

520 No. Michigan Ave.
CHICAGO, ILLINOIS
WHITEHALL 4915

WNAC Broadcasts Headlines
Every Half-Hour

HALF-HOURLY news service is

now being broadcast by station
WNAUC, Boston, through the cooperation
of ‘the Boston Traveler during the day
and the Boston Record in the evening.
Teletype communication between the edi-
torial rooms of the two newspapers and
the station’s studios has been installed
which brings the outstanding news story
of the period to WNAC a few minutes
before the broadcast. The stories are
told in 25 words and are sent on the air
along with the half-hour announcement
of station call letters.

Double Media Campaign for
Double Cream Shaves
RADIO and newspapers in the Pitts-

burgh territory are being used to
introduce the General Products Corpora-
tion’s new two-cream shaving prepara-
tion QUO, by Ketchum, MacLeod &
Grove, Pittsburgh agency. Future cam-
paigns are being planned for two other
products, QUO Skin Cream and Frigitalc.

KFH Issues Brochure

AN ATTRACTIVE brochure, “Mer-
chandising the Radio Program,” has
been published by radio station KFH,
Wichita, Kan., explaining the merchan-
dising service offered to advertisers using
that station and containing a number of
letters from satisfied advertisers.

~ NETWORK
S

Use Announcements on
Local Daytime Stations

+

Advise the Daytime Audience of
your Night Time Features

1070 Kyecs. K ' B s 100 Watts |

I Operating from 12:01 A. M. until Sunset Every Day in the Year

SAN FRANCISCO

ENHANCE THE VALUE |
| OF YOUR |

PROGRAM |

CALIFORNIA
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M. F. Rigby Dies

F. RIGBY, advertising manager of

o The Studebaker Corporation of

America, died May 23 at Epworth Hos-

pital, South Bend. He was also a direc-

tor of the Audit Bureau of Circulations,

a member of the advertising committee

of the National Automobile Chamber of

Commerce and a member of the radio

committee of the Association of National
Advertisers.

Mr. Rigby was born February 27, 1898,
in Topeka, Kans., and had been associated
with Studebaker since August 19, 1920.
Up to 1925 he was*in charge of export
advertising and for the last six years had
occupied the position of general advertis-
ing manager.

Organizes Radio Publicity
Service
E R. WELLER has organized the
e Weller Radio Publicity Service,
with quarters in the Vance Building,
Secattle. R. C. Fuller and Helen Purcell
are his associates in the service.

Eno Adds Stations, Changes
Length of Broadcasts
BGINNING July 6, the 15-minute
daily Eno Crime Club broadcasts
will be replaced with two half-hour pro-
grams a week, which will be sent out
over a greatly increased CBS network.

Joins McGregor & Ingram
OSEPH CONNELL has joined the
staff of McGregor & Ingram, record-

ers of electrical transcriptions, San Fran-
cisco. Previously Mr. Connell was with
Holman and Connell.

Dag Account to Addison Vars
DDISON VARS, INC, Buffalo
N. Y., will place the advertising of

Dag, a general disinfectant, antiseptic

germicide manufactured by the Hypo-

chlorite Products Corporation, Buffalo,

N. Y. Broadcasting, magazines, news-

papers, farm journals and trade papers

will be used.

Wisconsin Stations Combine
ADIO stations WIBA and WIS]J, of
Madison, Wis.,, have consolidated as
one station and will operate under the
call WIBA, with 500 watts at night and
1,000 watts during the day, on 1280
kilocycles. The station will be operated

by the Badger Broadcasting Company.

Radio for Pie Company
RADIO will be used to carry the ad-

vertising of the Johnson Pie Com-
pany, Los Angeles, according to plans
announced by the Ad-Staff Advertising
Agency, Lid,, of that city.

Station Publishes Booklet

N INTERESTING booklet, “Selling

by Radio,” has been published by
station WSMB, New Orleans, describing
the facilities and services this station has
to offer the broadcast advertiser.

Broadcast Advertising



New Accounts on the Air

The Principal New Accounts of Radio Stations with
the Iixception of Chain and Strictly Local Programs

(Where no address is given, the advertiser is located in the same city as the radio station)

ARIZONA
KTAR—Phoenix

Auxiliary of Arizona Wool Growers’ As-
sociation.

Buick Motor Car Co., Flint, Mich.

Champion Spark Plug Co., Toledo.

Colonlal Dames Co., Los Angeles,

Encanto Development Co.

Imperial Bus Lines, Inc,

Midland Flour Milling Co., Inc.,, Kansas
City, Mo.

Montgomery Ward Co. (Local branch).

Oakland Motor Car Co., Pontlac. Mich,

8ears, Roebuck & Co. (Local branch),

Southwest La Vida Distributing Corp.

Union Ofl Co. of California, Los Angeles.

ARKANSAS
KTHS—Hot Springs
Oakland Motor Car Co., Pontiac, Mich.

CALIFORNIA
KNX—Los Angeles
NuBone Co., Inc. (Corsets).
Simon Levi Co. (Foods). !
Sperry Flour Co.
International Bible Students.
LCh} )Sarntoga Chip Co. (Bell Potato
ps).
Elks’ Magazine. New York,
Heise’s Bakery Co.
E. I. Du Pont _De Nemours & Co., Inc.,
Wilmington. Del. (Fabrikoid).
Parker Dental! System Co., San Francis—
co.. Cal.
Coffee Products of America.
Weber Baking Co.
The Barbasol Co.,
(Shaving Cream).
H. Jevne Co.
Dri-Brite Wax Co. (Polishes).

KFRC—San Francisco .
Prudential Securities Corp.
Tourist & Convention ureau,

mento.
Panama Pacific Lines

KJBS—San Franclsco
Pacific States Savings & Loan Co.

Indianapolis, Ind

Sacra-

CONNECTICUT
WICC—Bridgeport
S. S. Pierce Co., Boston (Food).
Zion Baking Co., Boston.
Safety Service Corp. (Raybestos Brake
Lining).
Mutual System Co. (Loans).
Kennel Food Supply Co., Fairfield, Conn.
Kinney Shoe Co., Providence, R. 1
Lockwood Brackett Co., Waltham, Mass.
(Laco Baby Powder),
Sanford Mfg, Co., New York City (Paste).

DISTRICT OF COLUMBIA
WOL—Washington
Tom Collins, Jr., Cincinnati (Beverages).

FLORIDA
WFLA—Clearwater
Healatoe Laboratories, Harrisburg, Pa.
(Patent Medicine).
Fla. Brogdex Dist.., Dunedin, Fla. (Orange
treatment to prevent decay in fruit).
Oakland Motor Car Co., Pontiac, Mich
ﬁé:(tl and Stream Pub, Co., New York
y
Jantzen Swimming Suits, Portland, Ore,
Arrolyn Laboratories, Tampa, Fla. (Pat-
ent Medicine).

IDAHO.
KIDO—Bolse

Western Auto Supply Co., Los Angeles,
Oakland Motor Car Ce.. Pontiac, Mich.
Montgomery Ward & Co. (Local branch),

ILLINOIS
WGN—Chicago.
Brook Hill Farms, Genesee Depot, Wis.

trertified Milk).
1. T. 8. Co., Elyria, Ohio {Rubber Heels).

It 1931

WMAQ—Chicago

Burnham & Morrill, Boston (B. & M.
Beans).

Sun Ray Laundry Assoclation.

Michigan Tourist & Resort Association,
Grand Rapids. Mich.

Alien B. Wrisley Co. (Soaps and Per-

fumes).
INDIANA
WOWO—Fort Wayne

Robertr June Co., Detroit (Von Malt).
Buick Motor Car Co., Flint, Mich.
Tom Huston Peanut Co., Columbus, Ga.
Dr. Miles Medical Co., Blkhart, Ind.
Senshelmer Bros. & Co. (Sinbac Shoes).
Indiana Service Corp., Indianapolis (In-

terurban Ry. Lines).

IOWA
WMT—wWaterloo

Arl\gom Rabbitry Farms, Inc., Cedar Falls,
owa.

Bartles-Shepherd Oil Co.

Frostop Sales Co. (Root Beer).

LOUISIANA
KTBS—Shreveport

Studebaker Corp., South Bend, Ind. (Local
dealer).

Bulova Watch Co., New York City.

Gruen Watch Co., Cincinnati.

Sears Roebuck & Co. (Local branch).

Metropolitan Chain_Stores,

Jantzen Knitting Mills, Portland, Ore.
(Bathing Suits).

Frigidaire Distributor, Dallas, Tex.

Louisiana Oll Refining Corp.

N. V, Potash Export My, Inc., Jackson,
Miss. (Chemicals).

Shreveport Chemical Co.

MASSACHUSETTS
WAAB—Boston
N. E. Mirror & Plate Glass Co.
Martino Willow Furniture Co.
WNAC—Boston
Savoy Pictures Corp. New York City.
Buxton Medicine Co., Abbott Village, Me.
WBSO—Needham
Carters Ink Co., Cambridge, Mass.
Dominant Metal Polish Co., Cambridge.
Aspirin _Seltzer Corp., Cambridge (As-
pirin Seltzer).
Rawson Electrical Co., Cambridge.
Best Foods, Inc,, Cambridge,
William Keefe & Sons, Cambridge (Fur-

niture).
Charles C. Copeland Co., Milton, Mass.
(Ginger Ale).

National Adhesive Corp., Boston.
Brooks-Farrar, South  Easton,
(Duck Farm).
WORC-—Worcester
Baker Extract Co.. Springfield, Mass,
N. E. Confectionery Co., Cambridge,

Mass.
Morgan Brand Creamed Foods Co., Buf-

falo.
National Pine Tree Soap Co., New York
City.

MICHIGAN
WBCM—Bay City
Oakland Motor Car Co., Pontlac, Mich,
Buick Motor Car Co., Flint, Mich,
National Co., Saginaw, Mich. (Carbon-
ated Beverages).
WJR—Detroit

Dossin’s Food Products (Soft Drinks).
Odorono & Glazo, New York City (Beauty

Products).
Windsor, Ontario, Canada (Selllng Can-

ada).
City of Pontiac, Pontiac, Mich.
Pere Marquette R. R., Detroit.
Chesapeake & Ohio R. R., Detrolt,
WOOD—Grand Rapids
Blatz Brewing Co., Milwaukee (Bever-
ages).
General Tire Co. (Local branch).

Dr. Mile's, Elkhart, Ind. (Alka-Seitzer),
Peter Pan, Inc., Chicago (Canned Goods).

Mass.

Jantzen Knitting Mills (Local dealer)
(Bathing Suits).
Commonwealth
(Local branch).
Tanglefoot Co. (Insecticides),
Cantilever S8hoes (Local branch).
Qakland Motor Car Co., Pontlac, Mich,
Buick Motor Car Co., Flint, Mich.
MONTANA
KGIR—Butte

Western Auto Supply Co., Los Angeles.
QOakland Motor Car Co., Pontiac, Mich.

NEBRASKA
KFAB8—Lincoln

Lincoln Tent & Awning Co.
Goodrich Cosmetic Co., Omaha.
Studebaker Corp. (Local dealer).
Oakland Motor Car Co., Pontiac, Mich.
WOW—Omaha
Buick Motor Car Co., Flint, Mich,
Stglndnrd Briquette Fuel Co., Kansas City,
o.
Association of Ameriean Sna[é & Gly-
cerine Producers, New York City,
Oakland Motor Car Co., Pontiac, Mich.
O'Gara Coal Co., Chleago.
NORTH CAROLINA
WBT—Charlotte
Association of American Soap & Glycerine
Producers, New York City.
Buick Motor Car Co., Flint, Mich,
Chevrolet Motor Co., Detroit.
Parfumerie Dollup, Inc. (Cosmetics).
Oakland Motor Car Co., Pontiac, Mich,
Pearson Remedy Co., Burlington,
(Medicine).
Plough, Inc., Memphis, Tenn. (Cosmetics).
WBIG—Greensboro

Velvetina Omaha, Nebr. (Hair Tonic).
Sears Roebuck & Co. (Loecal branch).

J. F. G. Coffee Co., Knoxville, Tenn.
Edna Wallace Hopper, Chicago (Cosmet-

ies).
Coca-Cola_Bottling Co.
Southern Dairies, Inc,, Washington, D. C.
Montgomery Ward (Local branch).
James G. Gill Co., Norfolk, Va. (Coffee).
Central Oil
Pure Fruit Juice Co.
Big Frosty Bottling Co.
Armour Fertilizer Works.
WPTF—Raleigh
Chilean Nitrate of Soda Educational Bu-
reau, New York City (Fertilizer).
Champion Spark Plug Co., Toledo, Ohio.
Buick Motor Car Co.. Flint. Mich.
Oakland Motor Car Co., Pontiae, Mich,
NORTH DAKOTA
KFYR—BIsmarck
Karmel Korn Shop (Confectionery}.
Northern Pacific Ry., St. Paul, Minn,

Get the
National Slant
from Heinl’s

an Co., Indianapolis
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TEE HeE
You MITHED (T

YETH,  THETHIL MITHED IT—

Sally's instructions
were explicit and com-
plete. She never stopped
talking all the time
Cecil was getting ready
to drive. But in spite of
her help Cecil missed
the ball completely.
Sally just loves golf.

But Cecil and Sally
don't miss on the air.
They hit the ball every
broadcast. And listeners
never miss a program.
It's a daily comic strip
serial.

Stations and agencies
do miss the cares and
worries of the production
job. Cecil and Sally
take care of everything
but the sponsor's copy.
It's the surest way
to handle that spot pro-
gram. Samples, a booklet
and reports of other
sponsors' results will
gladly be sent.

PATRICK AND COMPANY
865 MISSION STREET
San Francisco, Calif.

Manchester Biscuit Co., Fargo, N. D.

International Proprletaries, Dayton, Ohio
(Tanlac).

National Carbon Co., New York City
(Radlator Antifreeze).

Watch Tower Radlo Service; Brooklyn, N,
Y. (Tracts and Pamphlets).

Oakland Motor Car Co., Pontiac, Mich.

Fargo Seed House, Fargo, N. D.

WDAY—Fargo
Northwestern Sash & Door Co., Fergus
Falls, Minn., and Fargo, N. D.
Fairmont Creamery Co., Moorhead, Minn.
Frigidaire Sales Corp.. S8t. Paul, Minn.

: KLPA—Minot, N. D.
International Proprietaries, Dayton, Ohlo
(Tanlac),
Olson Electric Co.
Echo Poultry Farms, Tolley, N. D,
Kelly Springfield Tire Co. (iocal dealer).
OHIO

WGAR—Cleveland

The Ayer Co., Lowell, Mass. (Vita-Ray
Cream).

l‘)}nu) Wallace Hopper, Chicago (Cosmet-
cN).

City Ice & Fuel Co.

Western Union Telegraph Co.

A. C. Kendel Seed Co.

Ideal Bedding Co.

Tanglefoot, Inc., Grand Raplds, Mich.
(Fly Paper).

Carlsbad Products Co.,, New York City
(Tollet Articles).

F. E. Huber (Distributor) (Vita-Mont).

WHK~—Cleveland
Kozak, Ine., Batavia, N. Y. (Polishing
Cloth).

Northwestern Consolidated Milling Co..
Minneapolis, Minn. (Flour).,
Johnson Motor Co., Waukegan, Il (Out-
board Motors).
Chevrolet Motor Co., Detroit.
WCAH~—Columbus

Bond Clothing Co.

E. G. Buchseib, Inc. (Fertllizer).

Clorox Chemical Co., Oakland, Cal.
(Liquid Bleach, Cleanseér)

WSPD—Toledo
Oakland Motor Car Co. (Local dealer).
Zo~-Ro~-Lo, Ada, Ohlo (Medicine).
Veldown Co., Inc., New York (Sanitary
Products).
E«Ilna) Wallace Hopper, Chicago (Cosmet-
cs).
Champion Spark Plug Co., Toledo,
National Enameling & Stamping Co.,
Milwaukee (Enamelware).
Chevrolet Motor Car Co., Detroit.
‘The Berry Bros., Detroit (Paints).
Reliance Mfg. Co., Chicago (Shirts),
Lipton‘'s Tea. Hoboken, N. J
American Institute of Food Products,
Chicago (Candy).

PENNSYLVANIA
WCAU—Philadelphia
Associated Barr Stores. (Jewelry Chain).
The B. V. D, Co., Inc.,, New York City

(Underwear).
Bentley-Beale, Montgomery, Ala, (Aera-

or).

Oakland Motor Car Co., Pontiacs Mich.

Philadeiphia Storage Battery Co. (Phllco
Radios and Batteries).

Setz Packing Co., New York City (Canned
Foods).

KQV-—Pittsburgh
Buick Motor Co. (Local dealer).
Repubilic Tire & Rubber Co.

SOUTH DAKOTA.

KGCR—Watertown
lowa Masnter Breeders, Inc., Sloux City,
lowa (Baby Chicks),
International Proprietaries, Dayton, Ohlo

(Tanlac).
TENNESSEE
WDOD-—Chattanooga
Jantzen Knitting Mills (Local dealer)
(Bathing Suits).

Oakland Motor Car Co.. Pontiac, Mich.
TEXAS
KFUM—Beaumont

Jantzen Knitting Mills, Portland, Ore.
Champion Spark Plug Co., Toledo, Ohio.
KTAT—Fort Worth

Morrls Plan Bank.
Ozarka Water Co. (Crazy Wn(er{.
George E. Keith Co., Brockton, Mass
(Walk-Over Shoes).
Montgomery Ward & Co. (Loeal branch),
Tl};ush Health Center (Battle Creek
8).

KPRC—Houston
Pllous):h. Inc., Memphis, Tenn. (Cosmet-
cs),
Perfection Stove Co., Cleveland. Ohio.
Champion Spark Plug Co., Toledo, Ohio.
The Ayer Co., Lowell, Mass. (Vita-Ray
Cream)
DuPont, Detroit (Polish).
San Antonlo Chemical Co. (Insecticide).
Rumford Chemical Works, Rumford, R. L
(Baking Powder),

KTL
Coca Cola Bottling
Southern Pacific |
Sal-O-Dent Labora San Antonio,
Texas (Tooth Pas "
D. & M. Finance Co., Chicago (Silver).
KTRH—Houston
Buick Motor Car . Flint, Mich.
Oakland Motor Car ., Ponting, Mich.
Crazy Crystal Co., Minerali Wells, Texas
(Mineral Water).
UTAH
KDOYL—S4alt Lake City
Servex Corp. Los Angeles (Servex Femi-
nine Hygiene).
Sego Milk Product.s,?orp.
Jantzen Knitting fils, Portland, Ore.
(Bathing Suits).

Oakland Motor Co., Pontiac, Mich.
VIRGINIA
WRVA—Richmond
Philip Morris Co., New York City (Cigar-

ettes).
WEST VIRGINIA

WSAZ—Huntington
Edna Wallnce Hopper, Inc., Chicago
(Cosmetics).
WWYVA—Wheeling
Watch Tower, New York City.
Buick Motor Co., Flint, Mich.
Oakland Motor Car Co.. Pontiac, Mich.,
Moonshine Chemical Co.. Pittsburgh
(Washing Fluld).
Roxan Drug Co. (Mouth Wash).
Germania Tea Co., Pittsburgh (Reducing
Tea).
: WISCONSIN
WTMJ—Milwaukee
Beatrice Mabie Co., Chicago (Beauty
Specialist).
Schaaf Sauﬁs:EIe Coé
arpenter n; 0.
sl:'he[ Hilex Co., ;-‘Fl. Paul, Minn. (Hilex}.
Amity Leather Products Co., West Bend,
Vis

Wis.
Cosden Oil Co., Chicago.
Buick Motor Co.. Flint, Mich.
Oakiand Motor Car Co.. Pontiae, Mich:

WYOMING

KDFN—Casper
Oakland Motor Car Co., Pontiac, Mich.
Western Auto Supnly Co.. Los Angeles.
Bulek Motor Co., Flint, Mich.

‘_‘It;s“ Wasteful
To Spend More

To Cover
Chicago!”

‘ Seventy leading advertisers
use W G E S exclusively to
get more than their share of
Chicago business. Every one

of these advertisers has re-
newed his contract more than
once! They've found that

W G E S, with its 1,000-
watt tranimitter located in the
HEART of four million pop-
ulation—with a commercial
increase of more than 1000%

in one year—is unquestionably

The World’s Greatest
Publicity Investment!

WGES

GENE T. DYER, Operator

“ ———in the HEART
of Chicago”
Broadcast Advertising



