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\HAR'S GoLD For You IN THEsE 15 VITAL

There are somevery sound reasons
why advertisersusingthese 15 Vital
Spots consider them a highly prof-
itable investment. First, they are 15
stations completely programmed
by NBC. In addition, they provide
the benefit of clear-cut local
identity and the prestige that goes
with it. Third, they blanket 10 of the
richest markets in the country. Use
them — and you will quickly find
out that they pay off with profits!

FUNNY HOW SOME
PROSPECTORS MISS
THE REALLY
VITAL SPOTS!

SrPoTs!

WBZ 50,000 Watls- 990 kc. {Boston

WBZIA 1,000 Watts: 990 ke. [Springﬁeld
WENMR 50,000 Wattss 870 ke, . . Chicago
WMAG 50,000 Watts—670 ke, . . Chicago
wTtam 50,000 Watts—-1070 ke. Cleveland
KOA 50,000 Watts——830 ke, . . . Denver
WEAF 50,000 Watts——660 kc. . New York
WIZ 50,000 Watts—760 ke. . New York
KYw 10,000 Watts—1020 kc. Philadelphia
KDKA 50,000 Watts—980 k¢, . Pittsburgh
KGO 7,500 Watts—790 ke¢. San Francisco
KPO 50,000 Watts——680 ke. San Francisco
WGY 50,000 Watts—790 ke.  Schenectady

* WMAL 500-250 Watts—630 kc. Washington
*WRC 5,000-1,000W.—950 kc. Washington

The NBC Spot Specialist in any of these cities (also Detroit
and Hollywood) will give you full information
on any or all stafions.
*WMAL and WRC will soon be operoting with 5,000 watts
day and night.

NATIONAL BROADCASTING COMPANY

A RADIO CORPORATION OF AMERICA SERVICE
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INTRODUCTION

By THHE EDITOR

OBSERVATION

Once again RADIO DAILY presents RADIO ANNUAL to the World of
Radio. Nothing so dramatically represents the scope and magnitude of
the colortul Radio industry as the one thousand pages that follow.
BRADIO ANNUAL is a mirrored reflection of the progress and achievement
of radio, playing its important part in the lives of all. marching ever
forward as the finest and most wholesome force lor enlightenment and
entertainment the world has ever known.

1939 e~ P 1940

1939 is now his-
tory. Its radio
highlights were
many. Television
became a reality.
Frequency modu-
lation made its
bow. James L. Fly
became chairman
of the FCC. Net-
works passed the
eighty million
mark for an all
time high in bill-
ings. Unprecedent-
ed radio coverage
kept America up
with  war news
lwenty-four hours a

Never have the
prospects for Ra-
dio been greater
than at the dawn
of 1940. Television
has conquered
both color and dis-
tance. Reception
has been dynami-
cally improved.
Both the educa-
tional and enter-
tainment value of
programs has
vastly progressed.
Daily. almost,
hourly, broadcasts
from Europe, are

day. Radio con- —r ® now fact. Radio
tinues to stride does indeed bring
firmly forward both technically and happiness and contentment into mil-
artistically. lions of homes.

APPRECIATION

The comprehensiveness and accuracy of the thousand pages that follow
would be impossible without the complete and enthusiastic cooperation of
every branch of radio. The editor takes this opportunity to express his
sincere appreciaticn, on behalf of RADIO DAILY, to the many Govern-
mental Departments in Washington and New York. to the Federal Com-
munications Commission, to the Naliional Association of Broadcasters, the
Columbia Broadcasting System., the Mutual Broadcasting System, the
National Broadcasting Company

and the hundreds of others from M
far and wide, for their splendid ( .

cooperation,
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Pleasant and profitable relation-
ships are built largely on mutual
confidence.

We have found much satisfaction
in the many expressions of good-
will that have made our work with
advertising agencies so gratifying.

This good-will is our most pre-
cious asset—one that we intend to
preserve above all else.

TRANSAMERICAN BROADCASTING
AND TELEVISION CORPORATION

NEW YORK CHICAGO HOLLYWOOD
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EDITORIAL

1940

A

Acoustical Products and Service......... 940
Acoustical Society of America, Personnel. 916
Actors’ Equity Association, Personnel.... 916
Actors and Their Work in 1939........... 697
ADVERTISING:
Advertising Advances in 1939, Article
by John Benson.................... 133
Advertising Federation of America, Per-
sonnel .............. ... ... .. .. .. 916
Advertising Volume in 1939, Ariicle by
L.D.H Weld..................... 168

Agencies, Address Personnel, Accounts 205

American Association of Advertising
Agencies, Personnel ...... ... .. 200 & 916

Billings, Network .................... 167

Bureau of Advertising of the NAB...... 149

Conditions for Spot Broadcasting, AAAA 201
Expenditures, Network by Agencies and

Sponsors ............c..... 165-167
Federal Trade Commission:

Activities ........................ 193

Procedure in Radio Cases, Article.... 172

Review of Commercial Continuilies. ..

Standards of Practice of ARAA........ 200
Station Representalive Looks At the
Time Buyer, Article................. 171
Aeronautical Radio Equipment.......... 949
Agency Network Expenditures for 1937,
1938 and 1939..................... 165
Agents and Managers, Chicago, Los An-
geles and New York............... 684
Air School, Article by Sterling Fisher.... 95
ALABAMA:
Newspaper Affiliated Stations......... 565
Radio News Editors and Writers. ...... 248
Stations  ........ .. ... oL, 309
Alabama Network, Personnel, Stations,
etc. ... 280
ALASKA:
Newspaper Affiliated Stations......... 572
Stations  ......... .. ... . 562
ALBERTA:
Newspaper Affiliated Stations......... 612
Radio News Editors and Writers....... 255
Stations ............ ... .. 591
Alicoate, Jack, Introduction.............. 3
Allocation of Call Lelters, Set by Cairo
Conterence ....................... 139

5

1940

Allocation Table, for Licensing of Televi-
sion Stations
Alphabetical List by City of Stations of
U. S. with Network Affiliations......
Alphabetical List of Standard Broadcast

Stalions of the United States......... 289
American  Association of Adverlising
Agencies:
Personnel and Addresses......... 200 & 916
Standards of Practice................. 200
Standard Conditions Governing Con-
tracts for Spot Broadcasting. ......... 201
American Association of Baseball Broad-
casters, Personnel ................. 916

American Bar Association (Standing Com-
mittee on Communications), Personnel 916
American Communications Association
(CIO), Personnel 917
American Council on Education, Personnel 917
American Federation of Musicians, Person-

nel ... . 917
American Federation of Radio Artists
(AFRA):
Code of Fair Practice. .. .............. 688
Personnel ..... ... ... ... .. .. ... ... 917
American Guild of Musical Artists, Person-
nel ... ... ... 917

American Guild of Radio Announcers and

Producers, Personnel ............... 918
American Marketing Association, Person-

nel ... .. 918
American Newspaper Publishers Associa-

tion, Personnel .................... 918

American Society of Composers, Authors
and Publishers (ASCAP):
Foreword by John G. Paine and Mem-

ber Publishers .................... 674
Personnel .............. ... .. ... ... 918
American Society of Music Arrangers,
Personnel ......................... 919
Amplifiers ..... .. ... ... ... L 940
Announcers and Their Work in 1939. .. .. 749
Antenna Equipment ................... 940
Application, FCC Regulations.......... 579
Argentina, Stations of.................. 976
ARIZONA:
Newspaper Affiliated Stations......... 565
Radio News Editors and Writers...... 248
Stations  ......... .. ... i 312
Arizona Broadcasting Co., Personnel, Sta-
tions, etc. .......... ... ..., 280
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( ftdill/({c/ //)L(} HL/ILH‘ !.I!(,“.

(Established 1930)

THE OLDEST INDEPENDENT PROGRAM
PRODUCING ORGANIZATION IN RADIO

For ten veurs producing up to twelve programs

individual writing.

per week  and  furnis]

direction and *“doctoring™ services to others.

Many distinguished motion  picture. theatrical, sports and
radio personalitics have been supplied radio material by Jean
V. Grombach. Many have Deen starred or featured in pro-
grams conceived and produced hy members of these organi-
zations . . . Names on request.

In the past six years, every “package” show or unit production
delivered by this organization has attaired a Crossley audience
rating at least 509, higher than the "median,” or average.

K

/ﬁ([ll 7 C/Cl’l/{[(/’q (ILCe

(lm...,,.,. ated 1931)

PRODUCTION, RECORDING, DISTRIBUTION OF
ELECTRICAL TRANSCRIPTIONS

Some  of the most successful transeribed - programs of - the  past

ten vears hanve been produced by this organization ... List on request.

——

. S,
C/L’Llllt/t[(/ é/juz/t(uu/‘

STUDIOS AND OFFICES
113 West 37th Strect New York City
Clrcle 66540

REPRESENTATIVES IN

Hollywood Boston Chicago Paris London

0
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Arizona Nefwork, Personnel, Stations, etc.. 280
ARKANSAS:

Newspaper Affiliated Stations......... £85
Radio News Editors and Writers....... 248
Stations . ....... ... o o 315
Arrowhead Broadcasting System, Person-
nel, Stations, etc.................... 280

As We See It, Article by M. H, Shapiro.. 39

Bssociated Actors and Artistes of America
(AAAA). Personnel. etc............. 919

Associated Broadcast Technicians, Unit of
International Brotherhood of Electrical

Workers, Personnel ................ 920
Associalion of National Advertisers, Inc.
Personnel ........................ 9290
Associated Press, Personnel, Address. . ... 233
Association of Radio News Editors and
Writers, Personnel ................. 920
Association of Radio Transcription Pro-
ducers of Hollywood, Personnel..... 920
Associations ........... ... .. ... . ..., 915
Aftenuators ... ... ... ... ... ...... 940
Audiences, Social Stratification of Radio
Listeners, Article .................. 57
Ausiralian  Federation of Commercial
Broadcasting Stations, Personnel.... 920
Authors’ Guild, Personnel.......... ... .. 920
Authors’ League, Personnel........ . .... 921
Auw, Alvin Von, Article on Technical
Progress in Radio During 1939...... 930
B
Back Stage with Radio Production....... 791
Band Leaders and Their Work in 1939.... 735
Bar Association, Federal Communications,
Members, Officers, etc............... 922
Batteries ............. .. ... .. ... 941
Benson, John, Article on Adveriising Ad-
vances in 1939. . ..... ... .. .. ... . 199
Billings:
Agency Gross, by Networks.......... 167
Network for 1939, 1938, 1937 and 1936.. 164
Binding Posts ......................... 941
Bolivia, Stations of..................... 977
Books and Pamphlets on Radio.......... 910
Books on Television.................... 913

Boutwell, William Dow. Article on Educa-
cation and the Progress of Siations

and Civic Groups. . ................. 49
Brazil, Stations of.......... ... ......... 979
British Columbia:

Newspaper Affiliated Stations. ... ...... 612

Radio News Editors and Writers. .. .. .. 255

Stations .......... .. ... ... L. 593
British Guiana, Stations of.............. 977
British Honduras, Stations of............ 985
Broadcast Equipment............. ....... 941
Burn, Walter P., Article on “A One Year

Plan” For Sales Promotion.......... 842
Business Side of Radio................. 161
Business Side of Radio During 1939, Ar-

ticle by Benn Hall.................. 163
Buying Guide .............. ... ... ... 939

C

CAB-Crossley Method of Radio Research,

Article by A. W. Lehman............ 198
Cable, Microphone .................... 946
Cables .......... ... ... . . . 942
Cairo Conference, Allocation of Call Letters

As Set By, Arlicle. . ................ 139

Calendar of Leading Holidays and Events 844
CALIFORNIA:

Newspaper Alfiliated Stations. .. ....... 565
Radio News Editors and Writers. ... ... 248
Stafions ............ ... ... oL 317
California Radio System, Personnel, Sta-
fions, etc. ...... ... .. 281
CANADA:
Broadcast Stations . ................... 591
Foothill Network Stations, etc......... 586
Canadian Association of Broadcasters,
Personnel ............ ... ... .. ..., 921
Canadian Broadcasting Corp., Stations,
efc, .. e 586
Canadian Performing Right Society. Ltd.,
Personnel ............... ... ... ... 921
Networks .......... ... iiiiinann, 586
Newspaper Affiliated Stations......... 612
Stations Lisied Alphabetically by Call
Letter .. ... ... ... . 589
Station Representatives .............. 179
SUIVEY . oo e 587
Carpets ... 942

Cathode Ray Oscillographs and Tubes... 942
Catholic Actors Guild of America, Inc..

Personnel ............ ... ... oa.n 921
Catholic Writers Guild of America, Inc.,
Personnel .............. ... ... ... .. 921
Cells, Bias .............. i, 941
Cells, Photo-electric ................... 947
Census, Arlicle on Radio and Television
Facts Sought by.................... 174
Central Stales Broadcasting System, Per-
sonnel, Stations, etc................. 281
Chile, Stations of...................... 977
Chimes-Bells, Musical and Electrical. . ... 941
Chokes, Filter ........... ... ... .. ....... 942
Cloths, Varnished and Papers ........... 350
Clubs . ... . . .. 915
Coaxial Cables . ...................... 942
Code of Fair Practice, AFRA............ 688
Coils . ... 942

Colleges and Universities in United States
Offering Courses in Radio Broadcast-
iNng ... 904
Colonial Network, Personnel, Stations, etc. 281
COLORADO:

Newspaper Affiliated Stations......... 565

Radio News Editors and Writers....... 248

Stations . ..... ... 331
Colorado Radio Network, Personnel, Sta-

flons, etc, ... ...t 281

COLUMBIA BROADCASTING
SYSTEM:

Air School, Article by Sterling Fisher.. 85

Article ...... ... 259
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TheVERY 1dea

Five vearsago, the first network operated

by stations and for stations received its
initial trial. This shocking idea prospered
into the Mutual network of today. Every
Mutual index now stands at an all-time
high. Billings have had an uninterrupted
rise of 134.2% in the past five years
(more than twice the rise of all network
broadcastingasawhole! ). And Mutual’s
station line-up now numbers 119 outlets.
Yet Mutual has never deviated from its
original policy —the “Very Idea” of full
profit sharing for all stations and Jocal
autonomy of operation for each affiliate.

MUTUAL

Broadcasting System
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Commercial Programs in 1939...... ... 802
Gross Billings by Agency for 1939.... 167
Neiwork Billings for 1939-38-37-36..... 164
Networck Map ..................... 262-263
Personnel ........... .. ... ... .. .. .. 284
Publications ........................ 914
Sponsor Expenditures, 1939........... 165
Stations Owned and Operated or Leased
By 266
Susiaining Programs in 1939.......... 817
Television Activities, Article by Adrian
Murphy ... ... ... 614
Columbia, Stations of.................. 980
Commentators:
News, and Their Work in 1939........ 773
Sports, and Their Work in 1939....... 781

Commercial Program of Networks in 1939. 802

Condensers, Electrolytic and Fixed...... 942
Condensers, Variable ... ........... ... 543
CONNECTICUT:
Newspaper Affiliated Stations...... ... 566
Radio News Editor and Writers. .. .. .. 249
Stations ........... .. ... ... ..., 337
Connecticut Broadcasting System, Person-
nel, Stations, etc................ ... 281
Continuities, Commercial, Review of by
Federal Trade Commission, Article.. 643
Converters, Electric ................... 943
Co-Op Shows, Their Importance to the Ad-
vertiser, Article by Fred Weber. .. .. 69
Corn Belt Wireless Rebroadcasting Ser-
vice, Personnel, Stations, etc........ 221
Costa Rica, Stations of................. 985
Coupling Equipment ................ ... 943
Cowles Stalions, Personnel, Stations, etc.. 282
Crossley-CAB Method of Radio Research,
Article by A. W, Lehman.......... 198
Crystal and Magnetic Pickups........... 947
Cuba, Stations of. . ... .................. 969
Cuba Survey ............ ... ... ... 968

Cuthbert, Margaret, Article on Progress In
Women's Program in 1939... ... .. .. 51

Data on Program Winners in Radio Daily’s
Third Annual Poll of Radio Editors 83

Davis, Elmer, Article on War News .. .. 47
DELAWARE:
Newspaper Affiiated Stations. ... . 566
Stations  ........... ... .. . 341
Development of Conlinuous Uninterrupted
Recording, Article by Jay C. Fonda.. 683
Developmental Broadcast Stations....... 577
Direct Mail Advertising Associalion, Per-
sonnel ......... . ... .. . 921
DISTRICT OF COLUMBIA:
Newspaper Afliliated Stations. 566
Radio News Editors and Writers.. . ... 249
Stations ....... ... 342
Dominican Republic, Stations of.......... 987
Don Lee Broadcasting System, Personnel,
Stations, ete. ........... ... ... .. 282

9

Drama, Radio, Progress in Broadcasting,
Article by Orson Welles............ 55
Dramatic and Variety Artists and Their

Work in 1939...................... 697
Dramatists’ Guild, Personnel............ 921
| D
Ecuador, Stations of................... 981

Editors, Radio, and Writers of Newspapers
in the United States and Canada.... 248
EDUCATION:
Air School, 200,000 Classrooms Listen
to CBS Air School, Article by Sterling
Fisher ....... ... ... ... ... ... ..... 93
American Council on Education, Person-
nel ....... .. 917
Educational Broadcasting in 1939, Ar-
ticle by Thomas D. Rishworth....... 899

Educational BRadio—A Public Service,

Article by J. Kenneth Jones......... 901
Educational Radio Division, Personnel. 921
Colleges and Universities in the United

States Offering Courses in Radio

Broadcasting . ..................... 904
Federal Radio Education Commitiee

(FREC), Personnel ................. 922

National Advisory Council on Radio in
Education, Personnel ...............
National Association of Educational
Broadcasters, Members and Personnel
878 & 924

National Committee on Education by
Radio, Personnel

Non-Commercial Educational Broadcast
Stations and FCC Regulations. . .902 & 903

Progress of Stations and Civic Groups,
Arlicle by William Dow Boutwell.... 49

923

924

El Salvador, Stations of................ 987
Electrical Measuring Equipment......... 943
Equipment, Broadcast .................. 941
Estimated BRadioc Homes, Report of Joint
Committee ..................... 175-177
Expenditures, Network:
ARgency ... 165
SPONSOr . ... ..t 165-167
F
Facsimile:
Experimental Broadcast Stations...... 631
FCC Regulations .................... 632

Passes First Milestone, Article......... 71
Progress in the U. S. During 1939, Ar-
ticle by W. G. H. Finch............
Facts and Figures from Radio Daily.....
Facts, Radio and Television Sought by
1940 Census
Federal Communicalions Bar Association:

Officers and Members. .. ............. 889

Personnel ............ ... .. ... ..., 922
FEDERAL COMMUNICATIONS
COMMISSION:

Announcement of Call Letters Regulation 687
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“"The Songbird of the South’’

Presented by GENERAL FOODS CORP.

Grape-Nuts and Grape-Nuts Flakes
CBS ¢ FRIDAY * 8 TO 8:55 P.M., E.S.T.
WEST COAST: 12 MIDNIGHT TO 12:55 A. M., ES.T.

1ufale Swilh Speaéi”
for CALUMET and SWANS-DOWN
12 Noon to 12:15 P. M., E.S.T. Monday Through Friday
*

TED COLLINS
PROEUCEH

“Thanks for Listenin'”

10
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Applications Requlations .. ... ... ... .. 579
Article, Assignment of Call Letters. .. .. 138
Article, Procedure in Regulating Radio. 135
Developmental Broadcast Station Regqu-

lations ......... ... ............ ... 578
Fly, James Lawrence, Statement. ... ... 35
High Frequency Broadcast Stations Reg-

ulations ........... ............... 575
International Broadcast Station Regula-

tions ........... ... .. ... .. ... ..., 966
Non-Commercial Educational Broadcast

Stations Regulations ............... 903
Personnel .......................... 129
Political Broadcasting Regulations. .. .. 687
Production (Operations) Regulations for

Radio Broadcast Stations........... 861
Review of Progress in Radio from 1930-

1940, Article by E. K, Jett........ ... 132
Stations Listing (see station)

Television Allocation Table............ 627
Television Committee Report...... .... 629
Television and Facsimile Requlations. .. 632

Television Standards as Reported by
FCC Television Committee, Article.. 623
Federal Radio Education Committee
(FREC), Personnel ................. 922
Federal Trade Commission:
Activities with Respect to Radio Adver-
tising Matter, Article............... 193
Procedure in Handling of False and Mis-
leading Radio Advertising, Article.. 172
Review of Commercial Continuities, Ar-

ticle ...... ... ... ... 643
Filter Chokes ........ ... ... .. ... . ..... 942
Filters, Inferference ................... 944
Finch, W. G. H., Article on Facsimile Prog-

resg in the U. S. During 1939........ 636

First Advertising Agency Group, Personnel 922
Fisher, Sterling, Article on CBS Air School 95

FLORIDA:
Newspaper Affiliated Stations......... 566
Radio News Editors and Writers. ...... 249
Stations ................ .. ... .. ..., 343
Fly, James Lawrence, Statement......... 35

Fonda, Jay C., Article on Development of
Continuous Uninterrupted Recording. 683
Foothills Network, Personnel, Stations, etc. 588

FOREIGN:
Cuba Survey ........................ 968
Department of Commerce Activilies, Ar-
ticle by John H. Payne............. 963
Foreign Language Market, Article.. ... 203
Havana (Pan-American) Treaty Becomes
a Reality, Article.................. 85
International and South American Sec-
tion ....... .. ... 961
Looking at Radio Abroad During 1939,
Article by John H. Payne........... 53
Mexico Survey ......... ... .. ... ... 971
Foreign Section ....................... 961
Foreign Language Market, Article Supplied
by Forjoe & Co........ ... . ... . ... 203

French Martinique, Stations of.......... 988
Frequency Control Units................ 944
Frequency Modulation, Article by Robert
A. Litzberg ............ ... ... ...... 87
Frequency and Modulation Monitors. . .. .. 946
Fuses ......... ... .. ... ... ... ... ... 944
G
Generators . ......... ... ... . 944
GEORGIA:
Newspaper Affiliated Stations......... 566
Radio News Editors and Writers....... 249
Stations . ......... ... ... 353
Georgia Broadcasting System, Personnel.
Stations, etc. ... ... 282
Gross Billings by Agency and Network... 167
Growth of U. S. Stations, 1937-39........ 77
Guatemala, Stations of........ ... .. ... 985
Guilds . ... 915
H
Haiti, Stations of...................... 988
Hall, Benn, Article on The Business Side of
Radio During 1939................. 163
Havana (Pan-American) Treaty Becomes A
Reality, Article ................... 85
Hawaii:
Newspaper Affiliated Stations......... 572
Radio News Editors and Writers. ... ... 255
Stations . ..., ... . i 563

Headlines, 1939 In, From RADIO DAILY.. 951
Headlines, 1939 Television, From RADIO

DAILY ... ... .. 625
Hickok., Guy C., Article on Short Wave
International Radio ................ 63
High Frequency Broadcast Stations...... 573
History Makers, Radio in 1939.......... 97
Honduras, Station of................... 986
House ot Representatives, Digest of Radio
Laws of the 75th Congress.......... 894
Hutchinson, Thomas H., Article on NBC
Television Activities ............... 614

|

IDAHO:
Radio News Editors and Writers....... 249
Stations  ........ ... 357
ILLINOIS:
Newspaper Affiliated Stations......... 566
Radio News Editors and Writers. ... ... 249
Stations  ......... ... ... L. 359

Independent Radio Network Affiliates
(IRNA):

Personnel ........................... 922

Statement of Samuel R. Rosenbaum. ... 158
INDIANA:

Newspaper Affilated Stations......... 566

Radio News Editors and Writers. . ... .. 249

Stations . ...... .. ... . 372
Institute of Radio Engineers:

Personnel and Article on History..... 932

. 11 . .
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JRCH LAVIN
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THE PARK CENTRAL, NEW YORK
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Insulation ................. .. ... ... 945
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Stations, ete. ................ .. ... 282
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Joint Committee on Radio Research Report
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Jones, J. Kenneth, Article on Educational
Radio A Public Service............. 901

K

KANSAS:
Newspaper Affiliated Stations......... 567
Radio News Editors and Writers....... 250
Stations  ........... . . i 382
KENTUCKY:
Newspaper Affiliated Stations......... 567
Radio News Editors and Writers....... 250
Stations ......... .0 387

Koehler, Joseph M., Article on the Value
of The Little Theater to Local Broad-

Casters . ......... ..., 671
L
Lambs, The, Personnel.................. 923
Law:
Federal Communications Bar Associa-
tion, Officers and Members.......... 889
Legislative Digest of Radio Laws of the
76th Congress ..................... 892
Recent Law in Review, Article by Louis
Nizer . ............ 0. .. 867
Leaders, Orchestra, and Their Work in
1939 ... 735
Legal Side .................. ... ... ... 865
Legislation, Bills Introduced in Congress
during 76th Sessions................ 892

Lehman, A, W., Article on The Crossley-

CAB Method of Radio Research...... 198
Libraries, Script ...................... 673
Library, Your Radio.................... 910
Lighting Fixtures ................ccoo... 944
Litzberg, Robert A., Article on Frequency

Modulation ................... ... 87
Lloyd. Ted, Promotion Digest............ 843
Lohr, Lenox, R., Article on NBC......... 271

Lone Star Chain, Personnel, Stations, etc.. 283
Looking at Radio Abroad During 1939, Ar-

ticle by John H. Payne............ 53
LOUISIANA:

Newspaper Affiliated Stations......... 567

Radio News Editors and Writers....... 250

Stations . ........ it 391

M
Magnetic and Crystal Pickups.......... 947
MAINE:

Newspaper Affiliated Stations......... 567

Radio News Editors and Writers....... 250

Stations . ........... ... i 394
Managers and Agents, Chicago. Los An-

geles and New York............... 684
MANITOBA:

Stations  ........ . . il 596
Market Research Council, Personnel... .. 923
MARYLAND:

Newspaper Affiilated Stations......... 567

Radio News Editors and Writers....... 259

Stations  ........... i 397
Mason-Dixon Radio Group, Personnel, Sta-

tions, efc. ............o.ina.., 283
Masquers, The, Personnel.............. 923
MASSACHUSETTS:

Newspaper Affiliated Stations......... 567

Radio News Editors and Writers....... 250

Stations  ........... ... .. L. 401
Master of Ceremonies and Their Work... 697
Masts, Antenna .........c...iieiinn... 941
McCosker, Alfred J., Article on MBS. . . ... 267
Measuring Equipment, Electric.......... 943
“Measuring Stick” for Radio Circulation,

Article by B. E. Jolley............. 195
Meters ........ ..ttt 945
Mexico, Stations of..................... 973
Mexico Survey .......... ... ... ... ... 971
Mica .......... i, 946
MICHIGAN:
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CHARLOTTE MANSON JACK COOGAN TED STEELE
ALEXANDER KIRKLAND HORACE BRAHAM BEATRICE MILLER
ELAINE BARRIE BEN PARSONS JIM BACHUS
BILLY LIVINGSTON ARTHUR ELMER ED JEROME

CBS Network — Sponsored by Corn Products Sales Co.

“SoYou THINK You KNow Musicl”

JAMES FASSETT—Director

TED COTT E T !  S—
Master of Ceremonies | o —

LEONARD LIEELING
Honorary Judge
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JOHN REED KING—Announcer

Chosen by the National Radio Editors’ Poll as One of the Leading Quiz Programs in the Country
CBS NETWORK

“CASH ON DELIVERY”
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MR. CURTISS — JOHN STEWART — ‘“‘JOLLY JACK™
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“VERY TRULY YOURS"
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R-W PRODUCTIONS, INC.—RADIO CITY, N. Y.

TED COTT
_ DIRECTOR
Kermit Schaefer Marylyn Brandt
ARTIST BUREAU PUBLICITY
Leon Liebling Andrew Schiller
MUSIC CONSULTANT RESEARCH

Henry H. Dagand
SALES REPRESENTATIVE
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STATEMENT OF BUSINESS

l

1939
SHOW AGENCY CLIENT
GUIDING LIGHT Compton Advertising, Inc. Procter & Gamble Co.
WOMAN IN WHITE Hutchinson Advertising Co. Pillsbury Flour Mills Co.
ROAD OF LIFE Pedlar & Ryan, Inc. Procter & Gamble Co.

SPRINGTIME & HARVEST J. Walter Thompson Co. Standard Brands, Inc.
RIGHT TO HAPPINESS Compton Advertising, Inc. Procter & Gamble Co.

IRNA PHILLIPS

Writer and Script Supervisor

o
SCRIPTS PRODUCTION
i Howard Keegan Howard Keegan, Manager
I i i Guilbert Gibboens
Pauline Hopkins Owen Vinson
Gertrude Prys Arhur Berg
L
i
|
CARL WESTER & CO
} | |
‘ 360 N. MICHIGAN CHICAGO
! |
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Butterworth, Wally ... .. 708
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CHNC ................ 608
CKCL ................. 604
CKLW ................ 605
CKNB ................. 597
Canadian Broadcasting
Corporation .......... 884
Carhart, Ruth .......... 722
Cassel, Walter ......... 725
Charlton-Wrigley, Lid. .. 242
Chemiavsky, Josef ..... 744
Circle Music Publications,
Inc. ... .l 678
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Studios, Inc, ......... 664
Conlan, Paul ........... 790
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Cott, Ted ............. 652
Crosby, Bing ........... 720
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Ennis, Skinnay ......... 82
28

www americanradiohistorv com

1940

F

Federal Recorder Co..

Inc. ................. 112
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Pegeen ............. 698
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H —
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Himber, Dick .......... 734
Hodek, Frank .......... 740
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Kyser, Kay ............ 737

Latimer, Ed ............ 702
Lavin, Jack ............ 12
Lehr, Lew .......... ... 700
Levy. Estelle ....... ... 710
Levy. Parke ........... 700
Lipscott, Alan ......... 700
Livingston, Jerry ....... 26
Lomax, Stan ........... 783
Lombardo, Guy ........ 42
Lopez, Vincent ......... 738
Lunceford, Jimmie ...... 741
Lyons, A. & S.., Inc....... 86
M
Manners, Lucille ... . ... 44
Manners, Zeke ... ...... 709
Marks, Garnett ...... ... 18
McCarthy, Charlie .. .. .. 54
McConnell, “Smilin" Ed”".. 7014
McFarland Twins ....... 27
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Metronome ............ 234
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16 & 17
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Mishkind, Samuel E..... 706
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Associates . .......... 160
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Morse, Carlton E..... ... 790
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Murray, Mildred ........ 712
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“Acclaimed in the radio business for accuracy, wariness
and brevity, Transradio got wide kudos during the war-
bulletin period for keeping its editorial head screwed
on tight, broadcasting no scare heads.”

- Time

THE FIRST LINE OF DEFENSE
. . . against the greatest enemy — MISINFORMATION

The combination of its own correspondents centage of error in many news services today.

PLUS the best news services obtainable Concientious care to weigh and check con-
abroad has enabled Transradio, I- to score flicting reports from abroad has given Trans-
many proved “beats” of the first magni- radio clients the swiftest, most accurate
tude , 2- to avoid foreign propaganda and and propaganda - free coverage of the war
other pitfalls accounting for the high per- obtainable today.

TRANSRADIO
PRESS SERVICE

352 MADISON AVENUE — NEW YORK, N. Y.

30

www americanradiohistorv com


www.americanradiohistory.com

ADVERTISING INDEX

Smith, Kate ............ 10
Society of European Stage

Authors & Composers,

Inc. ...... ... ... 22
Souvaine, Henry, Inc.

648 & 700

Stafford, Gene ...... ... 646
Standard Rate & Data

Service, Inc, ......... 118
Stanley, Bob ....... ... 741
Stein, Harold ... ... ... 694
Sterling, Len .. ....... .. 712
Stern, Bill ........ ... ... 780
Swing, Raymcnd Gram.. 772

T

Taylor-Howe-Snowden

Group ........... ... 524
Taylor, Sandy .......... 26
Tel-Pic Syndicate, Inc.... 842

Transamerican Broadcast-
ing & Television Corp. 4
Transradio Press Service. 30

Tri-Politan Market. ... ... 496
Trout, Bob ........ ... .. 752
Tyro Productions ....... 655
U ——
United Press ........... 232
United States Recording
Co. .. 664
Universal Microphone
Co., Ltd. . ... ... ... 665
V — -
Van Steeden, Peter... ... 744
Viola, J. Franklyn &
Company .. .......... 166
Voices, Incorporated 703
Von Zell, Harry...... ... 752
W —
WAAT ... . ... ... .. 440
WABY ... ... ... .. .. 444
WASH ... ... .. ... .. 16
WAVE . ... ... ... .. 388
WBAL ... .. ... 3397
WBBM ... ... 360
WBCM . ... 16
WBEN ... ... .. ....... 446
WBIG . ............... 467
WBNX ................ 288
WBNY ... ... ... ... 446

WBT ... ... ........ 464
WBZ ... ... 402
WCAU ... ............. 502
WCBM .............. .. 398
WCOP ................ 406
WCOU ... ... ... 395
WDB] ... ... L. 546
WDBO ... .............. 347
WDEL ...... .......... 341
WDRC ................ 338
WEEL .. ............... 404
WEEU ... ... .. ... ... .. 509
WELL ... .. . ... .. 16
WENR ...... .. ... .. .. 362
WESX ... .. ... ... 409
WEW .. 430
WFAS .. ............... 463
WFBL ... ... ... .. ... 460
WFDF ...... ... . ... ... 16
WFIL .. ... . ... 504
WFM] ... L. 484
WFTC .. ... .. .. ... .. 468
WGAL ... ... .. ... . .. 496
WGAN ... ... ... .. .. 396
WGN ... ... 364
WGNY ........ ... ... 449
WGTM ........ ... . ... 4869
WHAM ... ... ... ... 458
WHAS ....... ... ... .. 390
WHIO ...... .. .. ... . .. 482
WHIZ ... .. .. ... .. .. .. 472
WHN ... . 450
WHOM ... ..... ... .. 455
WIBC ... . .. ... .. 374
WIBM 16
WIBW ... . 386
WIND ... ... ... ... ... 365
WIOD ... 346
wIs 514
WISN ... . 558
WJAC ... ... ... .. 499
WIJAX 344
WIBK ... ... 412
WIET 400
wiM .. 16
WIID ... 367
WINO 350
wIiw 474
WKBO ... ... . . ...... 496
WKNE ..... .. ....438 & 481
WKRC ... ... ... 476
WKZO .. ... ... 16
WLAC ... .. ... . ... 521
WLAW . ... . ... .. 407
WLEU ... ... .. ... . .. 498
WLOK ... ... .. ..... .. 472
WLS . . 366
wLw 477
WMAQ ............... 358

www americanradiohistorv com

WOAL . ... ... ... 534
WOKO ... ... .. ... 444
WOL . ... 342
WOOD ... ... 16
WOPI .. ... ... ... 518
WOR ... ... ....... 286
WORK ... ............. 496
WORL ... ... . ......... 408
WOV 454
WOV Artists, Inc....... 122
WOWOo ............... 372
WPEN .. ... .. ... ... .. 506
WPTF ... ... ... .. 468
WRNL ... .. ... .. . ... 544
WRTD .. .. ... ... ... ... 544
WRVA . ... .. ... 545
WSAI ... ... ... ... 478
WSAL ... ... ... 400
WSAY ... ... ... . 459
WSB .. 352
WSIX ... 523
WSsSM ... 522
WSPD ... ... L 472
WSUN . .. .. ... 348
WSYR .. ... ... . ... .. .. 461
WTAM ........ .. ... 480
WTAR ... ... . .. ... . ... 543
WTBO ... ... .. .. ... ... 399
WTIC ... ... ... ... 336
WXYZ . ... 16 & 17
Wain, Bea .......... .. 723
Walton, Sidney ........ 774
Waring, Fred .. ... ... .. 76
Watanabe, Frank ...... 713
Wayburn, Ned ..... . .. 116
Webster, Charles ....... 714
Weill, Norman, Inc...... 230
Wester, Carl, & Co...... 24
White, Roger . ...... ... 20
Williams, Alun ...... . .. 758
Wilson, Powell & Hay-

ward, Inc. ...... ... . 648
Wilson, Roy ........... 648
Wolf Associates, Inc..... 650
Wood, Barry ........... 727
World Broadcasting

System .............. 104
Wynn, Nan ... ... ... .. 719

Y

Yankee Network
Inside Back Cover

/ /

Zerbe, Lawson
Ziv, Frederic W., Inc....
Zucker, Stanford, Agency

26 & 27



www.americanradiohistory.com

Sales Offices

o\
,one d
c\f\\‘m‘
- '\'r‘\\.i'-

26
in all HEX{W Establlshed 18 RO
principal L{,G 56@ ’QDM o
cities. p M’& CER cS ACHUSETY
GARONE |
I W |
32

www americanradiohistorv com

T R T

C e —_


www.americanradiohistory.com

THIS IS THE THIRD
€EDITION OF

RADIO
ANNUAL

1940

Designed to cover radio com-
pletely, for distribution shortly
after the first of each year, and
issued to Radio Daily subscribers
as part of Radio Daily Service.
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NS

-how it works

for 132 DD

News broadcasts have become an inleg-
ral part of American life. But to be worthy of a good
hroadcasling station the news source must he
speedy, aceurate, and complete. It must have world-
wide connections, the very latest mechanical equip-
ment, alert editors and the prestige of a great name.
In all these requirements INS excels. A new bro-
chure which will greatly help you in planning news
broadeasts as a profitable investment will be sent

on request.

INTERNATIONAL NEWS SERVICE
235 EAST 45th STREET. NEW YORK
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RADIO-A GREAT SOCIAL FORCE

By
JAMES LAWRENCE FLY

Chairman, Federal Communications Commission

HE European war has brought increased responsibilities to radio. Unknown

to the World War. radio broadcasting now defies national barriers and claims
of isolation. Over there radio has opened a new avenue for propaganda. Over
here radio must help preserve our neutrality and, at the same time, move
forward in the public service.

The time has come to recognize radio as a great social force. as well as a
great scientific achievement. It can affect the lives and the patterns of thought
of the people for good or for evil. On the whole, this influence in America has
been for the good. tending as it has, toward a better informed and more cul-
tured society.

It is because of its important public role that radio must avoid subservience
to any forces wholly selfish in nature. The Federal Communications Commission
is under a mandate from Congress to insure that the limited frequencies avail-
able for public broadcast are used to accomplish the greatest good for the
greatest number of people. Experience in seeking this end has demonstrated
that the public and the private interests coincide.

Radio in constantly improved form will continue to render a genuine public
service in America.

For Complete FCC Section Please Turn to Page 129
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Polling Harlem

ERTAINLY no broadcasting station

or advertising agency would attempt
to judge program preferences h.y' polling
Harlem.

But in a sense that is exactly what many
stations and advertisers arce attempting to do
when they limit their radio listening studies to
telephone subscribers.

Every rescarch man recognizes, as every
business man should, that even a census of one
part of a market cannot produce rehable re-
sults for the entire market.

You can turn almost at will in the 161-
page report of the roster study we made of
morning listening in New York for WOR,
Cofumbia and N.B.C. and find results such as
these:

On Thursday morning at 8:00 A.M.
84.6% of the W]J7Z listeners were telephone
subscribers, while at 8:15 A.M. this propor-
ton dropped to 66.7 and at 8:45 A M. o

47.00,. "The fluctuations are even greater than
that. As stated above, the telephone subscriber
portion of W |7, listeners was 84.67, ar 8:00
ALM. but at 10:00 ALM. it was 3417,

We wonder how long the radio industry
will continuce to accept data on program listen-
ing based on the listening habits of only a
small part of the total sets in usc.

Hooper-1Holmes can help you obtain a

complete picture of vour listening audience.

= — x - ——

WHAT IS THE HOOPER-HOLMES BUREAU?
For 41 vears (sinee 1899) this Burcaw has

been making confidential reports to insurance
companies on applicants for all kinds of insur-
ance. Most of these are made and written by
trained Inspectors, all of whom are full-time
men. Their work is supervised by 82 Branch
Offices. They regularly cover 13,577 citics
and towns in their insurance work and their
efforts are supplemented by 335000 part-time

correspondents.

Address dll inguiries to Market Research Division, Chester E. Haring, Director.

THE HOOPER-HOLMES BUREAU, INC.

AIDEN LANE, NEW YORK

www americanradiohistorv com
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RADIO
1940

NEVILLE MILLER
President
National Association of Broadcasters

Copyriaht Flarvis & Fritig

ADIO turned in its greatest record in 1939. It will turn in
a greater record in 1940.

Never before did an indusiry have the opportunity to render
vital public service as did American radio in the past vear.
Never before did an industry measure up to its responsibili-
ties so magnificently. It has proven to all that it can handle
a world war with common sense and restraint, yet without
sacrifice of the dramatic swiftness which is its essence.

It has been alert to recognize its vast social obligations and
these it has formulated in the new NAB code, one of the most
forward-looking steps ever taken in the history of radio.

The industry is fortified to meet its economic problems as
well. A record volume of business has substantially streng- ~
thened its economic base. The widespread acceptance of
Broadcast Music, Inc. gives ample evidence that the industry
will no longer permit itself to be the victims of but one source
of music,

A kaleidoscopic series of evenits are ahead. A national
political campaign is underway. A world war continues.
Creative fires are still burning. New programs. new talent
will find their way to the microphone. New technical devel-
opments will come from the laboratory. Merchandise will be
moved, the avenues of trade kept open in this, the biggest of
all markets—the 100,000,000 and more Americans who listen
in every day and every night.

And again. I am confident broadcasters will measure up
o the finest traditions of the American System of Broadcast-
ing, pre-eminently the finest and the freest system of radio in

the world.
For Complete NAB Section Please Turn to Page 141 H
Ao eval T ——
¥
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PRESS-RADIO BUREAU, INC.

Distinclive News [Programd

Daily and weekly
digests and analyses
of world affairs, edited

by experts.

CONSULTATIONS ON NEWS PROBLEMS AND PUBLIC RELATIONS

www americanradiohistorv com

¢ |
OFFICES: JAMES W. BARRETT
551 - 5th Ave., New York President and :
MUrray Hill 2-5670 Editor-in-Chief !
38
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AS WE SEE IT

Radio Daily Watches Daily Radio Progress

By M. H. SHAPIRO
Editor, Radio Duily

CKNOWLEDGED to be a depres-

sion-proof industry. the business
of broadcasting during 1939 not only
upheld this tradition but greaily ex-
ceeded all expectations in gross bill-
ings, both national. local sales and
spot.

Increased overhead expenditures,
however, were in evidence, including
that resulting from AFRA contracts
and other union pacts, while all webs
and affiliates, plus independent out-
lets went overboard in their public
service expenditures, bringing the
nation’s listeners full coverage of the
European wars.

Progress was general on all fronts,
with unusual efforts being made on be-
half of supplying new educational fea-
tures and utilizing those already on the
air to better advantage of either the
publie, the elass room or both. Networks
in particular sought to establish and co-
ordinate educationz] broadcdasts on a
national basis as contpared to merely
being satisfled to originate them and
maintain one or two local educational
staffs.

Television sprouted its wings and re-
vealed itself as no longer a laboratory
proposition but reazdy to move if the FCC
gives the G. A. sans too many restric-
tions.

Frequency modulation came to the
front, perhaps niore strongly than antici-
pated and this tvpe of broadcasting is

receiving a full measure of consideration
apart from serious experimentation.

Long awaited, the ratification of the
Havana Treaty further paved the way for
power increases and desirable realloca-
tions,

Radio following the tenets of its new
NAB Code continued to be the world’s
cleanest advertising medium. Less than
five per cent of the commercial copy
submitted to the Federal Trade Commis-
sion by all branches of the industry was
found to contain objectionable or misrep-
resented material,

While broadcasters look ahead to the
ensuing yvear with an optimism hardly
equalled in any branch of big business,
three main problems are on tap. One of
them, more or less perennial, is the un-
predictable FCC. Two others, of con-
tractual nature, zre serious in their poten-
tialities. The five-year pacts with Ascap
run out on December 31. To be in a better
bargaining position and eventually set up
a catalogue of music of its own, radio
organized and set in motion Broadeast
Music, Inc. It is obvious, however, that
negotiations with Ascap will be a major
proposition.

Negotiations with the American Fed-
cration of Musicians is none the less im-
portant considering the huge increased
demands upon affiliates and network key
stations. This also remains to be worked
out as well as possibility of fees for
broadcasting certain recorded musie.

And vet, despite thesc problems, the
industry is keyed to reach a new all-
time high in each of its objectives, mak-
ing 1940 its b: nner vear just as each
successive vear has been in the past.
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WARNER BROS.

T'he Ideal Organization for Building, Promotion :
and Broadcasting of Radio Programs

Largest studio facilities on the west coast—with
seating capacities ranging from 450 to 3,000—
coupled with stall of showmen whose experience
has won national recognition! Available for com-
plete merchandising campaigns! |

KFWB’s position on the dial 950—right in the
center of greatest activity!

KEWRB, year in and year oul, carries more local
business than any other station in the Greater Lo
Angeles area—-the area that boasts one-third of the
buying power of the eleven western states!

T S

WARNER BROS.
KFWB
AT YOUR SERVICE

5000 wAITs DAYS

* [.LOS ANGELES. Awerica’s Dynamic Center of Industry and Pleasure

... Cinema Capital . . . Leads America in Airplane Production . . .

Seconds Detroit in Motor Car Output . . . Richest Agricultural

Spot . . . Second only to New York in Building Construction

* ... First Port of the Pacific and Second only to New

York . . . Third in Furniture Manufacture . . .

| THE TASTEST GROWING AREA IN
| AMERICA! |
| _ - . i
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TEN OUTSTANDING

RADpIo NEWS EVENTS
OFE 1939

James Lawrence Fly appointed Chairman of the FCC to
succeed Frank R. McNinch, and FCC adopts new procedures.

Television makes official debut April 30 via NBC-RCA at
World’s Fair with telecast of Pres. Roosevelt; FCC later adopts
tele committee report permitting limited commercials.

Networks reached a new alltime high in billings during
1939 by passing the $84,000,000 mark.

Complete coverage of the European war afforded by the

networks and stations.
]

NAB formed Broadcast Music, Inc., as the first step in tax-

free supply of music.
[ J

AFRA signs contracts with networks, 53 agencies and seven
producers.

NAB adopts new Code.

FCC concludes chain probe.

Commercial short-wave broadcasts and frequency-modula-
tion both became a reality.

L)

Mexico ratifies Havana Treaty, making operative the pact
governing power increases, and reallocations designed to clear
up interference between stations in Cuba, Mexico, Haiti, U. S.
and Canada.

OUTSTANDING NEW PROGRAM
Tums’ “Pot Of Gold” with Horace Heidt.
MOST REMARKABLE BROADCAST
Chamberlain’s Declaration That a State of War Existed, Sept. 5.
[ B e = —— e —  —  }
41
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Shanhs

To the radio editors of the
United States and Canada.

To my brothers, and the boys
in the band.

To our sponsors—Lady Esther.

To our exclusive agents and

friends, MCA.

And to the music publishing

Chag Lombaeds

industry.
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RADIO IN 1939

Radio’s Greatest Year From Every Phase

By DAVID SARNOFF
President, RCA

Radio in 1939 has had its greatest
vear. More than 9.000,000 radio re-
ceivers were sold. More radio sets
are in use in the United States than
in all the rest of the world combined.
With 45,000,000 receivers in American
homes and automobiles, radio has
become an integral part of our na-
tional life.

Tele Inaugural

The first public service of television
programs, adding sight to sound, was
introduced in the United States in 1939,
by RCA’s broadcasting service, NBC. It
marked the triumph of many years of
radio rescarch and technological advance.
It represents a pioneering effort of the
first magnitude. Those who predicted
that the introduction of television would
retard radio progress have been poor
prophets of the year’s amazing results in
sound recceiver sales.

More than 750 broadcasters, operating
cither locally or in conjunction with
national and regional networks, sold more
time over their facilities to sponsors,
than they did in any previous year since
broadcasting began. This furnishes the
economic base for our frece American
system of broadcasting.

War

The war, and its threat to the ncutral-
ity of the Western Hemispheve, put the
American system of free and private en-
terprise in radio to the acid test. Amer-
ican broadecasting met that test. Amer-
ican radio told the truth to its listeners
at home and throughout the world. Its
short-wave broadcasts were almost the
world’s only free, factual, and uncensored
sources of radio news. From day to day
and from hour to hour, it told the history-
making story of the year. Through the
weeks of the neutrality debate in the

special session of Congress, radio brought
the arguments at Washington to the
homes of the United States. The decision
to keep this nation out of war was the
result of our deniocratic processes, fur-
thered both by press and vradio.

Employment has risen in the entire
vadio industry, and the industry is pay-
ing higher wages to workers, musicians,
artists and performers. It is estimated
that radio gives employment to 400,000
people in the United States, with an
annual payroll in excess of $500,000,000.

Expansion

An increase in the volunie of business
handled by NBC by which the nation’s
advertisers stimulated the distribution
of products, enabled the company to
carry on an expanded service in all fields
of broadcasting. On October 14th, Maes-
tro Arturo Toscanini took up his baton
to inaugurate the third season of Satur-
day night broadcast concerts of the NBC
Symphony Orchestra, which will continue
throughout the winter and spring. On
December 2nd the ninth consecutive sea-
son of Saturday matinee performances of
grand opera was resumed from the stage
of the Metropolitan Opera House in New
York.

The International Division of NBC con-
tinued its development of short-wave pro-
gram service to South America and Eur-
ope. Technical facilities were improved,
and power was Increased. An important
step forward was the decision to make
these international programs available
to advertisers, to proniote the interna-
tional commerce of the United States.
Short-wave programs from America now
cnjoy preference among South American
listeners, becanse of their entertainment
value and freedom from propaganda.
NBC’s short-wave international pro-
grams arc transmitted in the English,
Spanish, Portuguese, Italian, German
and French languages.

Research

In translating the developments of the
rescarch laboratory into practical devices

www americanradiohistorv com
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LUCILLE MANNERS

Fourth Year as Featured Star of the
CITIES SERVICE PROGRAMS

NBC-Red Network—Fridays at 8:00 P.M.

Personal Management: NBC Artists Bureau
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for existing and new radio services, the
RCA Manufacturing Company has con-
tributed materially to the 1939 progress
of radio in all fields. Radio equipment for
use in the home, in the school, by busi-
ness, by government, by the motion pic-
ture industry, by aviation, by shipping, by
communication and broadecasting com-
panies, has been developed and sold under
the RCA-Victor trade-mark. Rapid ad-
vances arc being made in the development
and use of radio devices in many indus-
tries in which speed and precision of
manufacturing operations are vital fae-
tors. New and inexpensive types of radio
receivers, Victrolas and record-players
were introduced. The upward trend of
public demand for recorded music was
accelerated in 1939, the estimate of the
year’s total sales for the industry being
50,000,000 records. Radio invention has
contributed vital improvements to records
and record-players; radio programs have
greatly stimulated their sale.

Tele Equipment

Improved television equipment, and
tubes and transmitters for long, short-
wave, and ultra-short-wave transmission
and reception, have been developed for
ecommercial use. Radio services depend
on equipment, and RCA not only has
invented, developed, and manufactured,
but has also aided the American radio
industry to put thesc new products into
daily use.

The outbreak of war in Europe brought

to RCA Communications, Inc., a substan- .

tial increase in traffic during the last four
months of 1939. Daily word-of-mouth
reports from the war zone by trained ob-
servers have been brought to America
by this company, and then broadcast over
national networks. Radio photographs
from Europe and South Amervica, received
via RCA Communications, have appeared
daily in our newspapers.

On the technical side, the quality of
television images broadcast by NBC has
shown striking improvement in brilliance
and clarity. A new type of Iconoscope
or pick-up tube — the “Orthicon” — has
been developed by RCA Laboratories and
tested with great success by NBC. This
type of Iconoscope, far more sensitive
than any heretofore employed, and re-
quiring less brilliant light on the subjects
televised, will be available to all televi-
sion stations during the coming year.
Similarly, the latest types of television
transmitters developed by RCA are avail-
able to stations through the RCA Mann-
facturing Company. RCA has licensed
other and competing manufacturers to
make and sell such transmitters, as well
as television receivers.
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An important television demonstration
took place October 17th, 1939 upon the
occasion of RCA’s twentieth anniversary.
While flying above Washington, D. C.
at an elevation of four miles, a United
Airliner, equipped with a standard RCA
television receiver, received clearly on
NBC television program, broadcast from
the Empire State Building in New York
City, over a distance of approximately
200 miles.

Early in December, RCA demonstrated
before the Federal Communications Com-
mission in Washington new light-weight
pick-up equipment developed by RCA
Laboratories. This entire equipment can
be easily transported in a station-wagon
or light truck, and will facilitate the
televising of numerous outdoor events.

Large Screen

Two other important television devel-
opments are scheduled for public demon-
stration during 1940. One will be the
improved projection of large screen tele-
vision images, of a size adequate for
theater presentation. The other is that
of television relay stations, using fre-
quencies of 500 megacycles and upwards,
an important step toward a television
network.

Television progress in the United States
exemplifies the American way of devel-
oping new industries and public services.
Our method stands out today in sharp
relief against the background of Europe,
where public television development de-
pended upon government subsidies, and
has now been discontinued. In the United
States it has depeded upon private capital
and initiative, and is going ahead. In
Furope, industrial research in most lines
has been a preparation for war. In the
United States it has been a preparation
for peace.

Conclusion

Looking ahead, I believe that 1940 will
be a year of even greater importance
than the year just ending. Two factors
alone should insure a year of eager and
unflagging public interest in broadcast-
ing. One is the international situation.
The other is the presidential nominations
and clection in the United States.

The birth-date of broadcasting in the
United States is generally regarded as
Election Day 1920, when the returns of
the Harding-Cox election were broadcast
to a few hundred owners of home-made
receiving sets. Only twenty years later,
more people will actually see and hear
the presidential candidates in 1940 by
television, than heard the 1920 election
returns by sound broadcasting,
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WAR NEWS

Europe Is Next Door Via Radio Coverage

By ELMER DAVIS
CBS News Analyst

1 was in the city room of the New
York “Times” on August 1, 1914, and
in the press room of CBS on Septem-
ber 1, 1939. This war is likely to
differ in many respects from the one
that went before, but one difference
has been apparent from the outset. It
was the first time the peoples of the
world could hear a war actually
breaking out. We heard the voice of
Hitler announcing his “counterattack”
on Poland, the voice of Chamberlain
admitting the collapse of “peace in
our time.” This is something so new
that nobody yet realizes its possibili-
ties. We at CBS have been working
so close to it that all we can tell is
just what happened.

On August 23rd, Paul White, Public
Affairs head at CBS, called me in Con-
necticut and asked me to come in and
pinch-hit for H. V. Kaltenborn who was
in Europe. For nine days after that I
never got oft the single block on East
52nd Street between my hotel and the
office. For eight nights the network
was open all night. Though none of us
were on the air continuously for any
great length of time, we were constantly
on call, waiting for an important bulletin,
ready to jump in if static interfered
with broadcasts from Europe.

The tempo was naturally greatest in
the few days when the guns actually
started rolling. On August 31, Columbia
put on 33 news broadeasts, on Septem-
ber 1st, 66, and on September 3rd, 83—
almost eight full hours. On that day
King George VI, Prime Minister Cham-
berlain, President Roosevelt, Edouard
Daladier and Canadian Premier Macken-
zie King all spoke to the world.

Radio had been preparing, just as the
warring nations had. Just a few days
earlier, the paint had dried on CBS’
streamlined blue and silver news studio,
with its glass walls allowing operations
to be coordinated with the press room,
Paul White’s office, the control booth.

For several days this control booth
served as a sub master-control room. All
network programs were routed through
it, so that at any moment all programs
could be cut into for a news flash.

Columbia’s technical contribution—the
four-way hookups between London, Paris,
New York and Washington—had been
worked out months before. Kaltenborn
or I in New York talked with Ed Mur-
row in London, Tom Grandin in Paris and
Albert Warner in Washington, just as
if the four of us were seated around the
same dinner table. The wav it works is
this: the conversations take place on
only two transatlantic point-to-point
short-wave channels, one eastbound to
Europe, the other westbound to America.
Land-lines carry the voices between New
York and Washington, and between Lon-
don and Paris. Thus each-of the four
cities is connected by a continuous loop of
telephonic short-wave and land-line facil-
ities. Kach city is on a complete con-
versational basis.

Still, the war made even clearer what
had bcen amply demonstrated during the
Czech crisis—that radio, because it is all
page one, needs news analysts to clarify
for listeners the significance of what they
are hearing. Columbia has issued in-
structions to its news staff and its ana-
lysts, keeping their role clear. News
analysts are to appraise the meaning of
fact in the light of the record, but to
keep mere opinion to themselves. “Their
function is to help the listener to under-
stand, to weigh and to judge, but not
to do the judging for him.” And Colum-
bia maintains its policy of ‘“having no
editorial views of its own and not seeking
to maintain or advance the views of
others.”

1939 has been an important year for
news broadcasting. The microphone has
invaded a number of new places—the
Vatican, the Maginot Line, GHQ of the
French troops and the Royal Air Force,
and, finally, just before the year’s end,
the floor of the New York Stock Ex-
change, to catch the clatter of the na-
tion’s finances in action. The only place
still unexplored is the floor of the Senate,
and even there, Congress has winked its
eye encouragingly at radio by giving i:
its own press section in the gallery.
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THE CAST THE WRITERS
Portland Hoffa Amold Auerbach
Minerva Pious Herman Wouk
John Brown Don Johnson
Charles Cantor Fred Allen
THE DIRECTOR THE ANNOUNCER
William Schorr Harry Von Zell
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Peter Van Steeden Ipana & Sal Hepatica

THE SPONSOR THE MANAGER
Bristol-Myers Company Walter Batchelor
Y
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EDUCATION

Progress of Stations and Civic Groups

By WILLIAM DOW BOUTWELL
Chief, Division of Radio, Publications, and
Exhibits, U. S. Office of Education
Federal Security Agency

Congress envisioned for our nation
a strongly deceniralized radio system
in the United States. This is the sense
of the law of 1927 setting up the rules
by which the publicly owned wave
lengths may be used by licensed op-
erators. Thus most of our 750 radio
stations are expected to render a
service as local as a local newspaper.

Sources

1 believe that 1 am correct in saying
that no local station is adequately staffed
to create a battery of high grade local
community service programs. For this
reason, the local station manager must
rely more and more on local institutions
for his local program resources. He
turns to the schools, to local civic organ-
izations, to community theater and other
civic groups.

From all over the nation the Office
of Education has received a wide variety
of reports of methods and patterns of
cooperation between stations and local
civic and educational organizations. These
new developments are reported in the
Federal Radio Education Committee Ser-
vice Bulletin from month to month.

Advances

The advances begin to fall into a radio
parade of progress. A city adds a school
radio director one year-—two years later
gives him two helpers. A station ap-
points an education director—then estab-
lishes a local school of the air. Following
is listed the steps which are being taken
to establish local public service radio
programs, or series of programs. The
steps are arranged roughly in an order
ranging from easy steps to niore diffi-
cult steps.

Planned Campaign

1. Establish radio committees in local
civic groups. Many P.T.A. groups have
such committees. School boards often
begin at this point.

2. Equip schools for radio reception.
One station collected radios donated by
local dealers and put them in local
schools.

3. Establish ecducation directors on
local radio station staffs.

4. Encourage talented teachers to take
college radio courses in order to prepare
themselves for organizing and managing
school radio producing units.

5. Secure the cooperation of the radio
department of local colleges for creating
community service programs.

6. Publish a weekly radio log to guide
teachers and civic leaders in selection of
radio programs on the air.

7. Develop plans for allowing students
credit for listening to certain programs,
commensurate with credit received for
reading selected books.

8. Set up rvadio workshops in schools
to practice and eventually produce local
programs.

9. Establish a radio director in the
school system.

10. Establish a radio staff for the
school system with part-time and full-
time assistants to the school radio di-
rector.

11. Set up recording equipment in the
schools—build libraries of important re-
corded programs and special events for
use by teachers.

12. Develop radio production units in
local community theater groups.

13. Develop instruction for teachers in
classroom utilization of radio.

14. Establish a local school of the air.

15. Develop local forums of the air for
the discussion of civie problems.

16. Undertake careful planning of edu-
cational and civic programs far in ad-
vance of schedule for presentation.

17. Set up “machinery” for checking
on the effectiveness of community pro-
grams.

18. Develop plans for coordinating
city-wide promotion of community service
programs.

19. Establish studios in schools and
colleges with lines to stations.

20. Develop close cooperation with
newspapers. Work out plans for regular
publicity and for printed listener aids.

21. Establish a community council to
plan and advise on the development of
local radio service.

22, Establish a short wave station un-
der the management of the school board
for programs especially designed for the
classroom.
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THE WOMEN

Progress in Women’s Programs in 1939

By MARGARET CUTHBERT

Director Women’s Activities Department
the National Broadcasting Company

During 1939 there has been more
coordination between women listen-
ers throughout the country and wom-
en on the inside in radio than ever
before.

Coordination

For four years. since its beginning,
the Women's Aclivities Department
of the National Broadcasting Com-
pany has been working to achieve
this goal.. Through direct mail re-
sponse and with the aid of woemen'’s
organizations, the thoughts and de-
sires of women listeners have grad-
ually become clearer and more con-
siructive, so that this year we have
been able concretely to round out the
picture of radio programs for women
to meet the needs and desires of
each representative type and group.

Cooperation

The dramatized series, “Gallant Amer-
ican Women,” is a case in point. This
program, which tells the story of women
pioneers in every field of endeavor and
shows how their work is being earried on
today, has done much to foster the spirit
of cooperation with women’s organiza-
tions. June Hynd’s “Guest Book” and
Alma Kitchell’s “Brief Case” are two
series which have birought a wealth of
response from individual listeners of all
walks of life throughout the country.

Three new series for women just in-
augurated by NBC are “Echoes of His-
tory,” a dramatized program, the “Quilt-
ing Bee,” a spontaneous discussion among
typical American women about interests
close to their hearts, and “Streaniline
Journal,” a woman’s magazine of the
air. These programs are indicative of a

small part of our planned pattern. They
have been inspired by the cooperation
which women listeners have given us.

Children’s Programs

Children’s programs are being devel-
oped along the same lines. Here the
problem is to coordinate the desires of
both adults and the children in their
charge.

Mrs. Saidie Orr Dunbar, president of
the General Federation of Women’s
Clubs, representing mothers and teach-
crs, says, “Of paramount interest to
women is the safety, well-being, comfort,
happiness and education of our children.”

Dr. Alice Keliher, eminent psycholo-
gist, states, “We know from the Wick-
man studies and others that parents and
teachers don’t like noisy things and that
children do. Children are living in a
world that is narrowing down, that is
more mechanical and less creative. Their
emotions get jammed up. I am not at all
sure a good war whoop doesn’t keep
children from kicking their mother’s
shins.”

Keeping both the adult and child atti-
tudes in mind, we have succeeded this
vear in rounding out the numbers of
programs of high calibre which answer
both demands-—-and this is only the be-
einning.

Excellent Shows

We are proud of such children’s pro-
grams as Dorothy Gordon’s “Yesterday’s
Children,” dramatized stories of favorite
juvenile books of famous people now
alive, Vernon Crane’s “Story Book,” mod-
ern American fairy tales, Ireene Wicker’s
musical stories, the “Bright Idea Club,”
in which children participate, and a num-
ber of others. Through the response the
women of the country are giving us, we
find these programs are entertaining to
children as well as educational and profit-
able for a variety of age levels and inter-
ests.

This close cooperation and contact with
our women listeners is gratifying to
wonten on the inside in radio. We are
not only building on it, we are banking
on it.
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FOREIGN

Looking at Radio Abroad During 1939

By JOHN H. PAYNE

Chief, Electrical Division
Bureauw of Foreign and Domestic Commerce

Editor’s Note: The American radio
industry’s progress during 1939 in the
foreign market has been paced by
the splendid and comprehensive ser-
vice rendered by the Radio Section
of the Electrical Division of the Bureau
of Foreign and Domestic Commerce
ot the Department of Commerce.

Scope

[t is the Radio Section of the Electrical
Division of the U. S. Department of Com-
merce, onc of the major trunk lines lead-
ing to the Federal central switchboard of
American business, which keeps the in-
dustry abreast of the changes abroad and
which correlates the unending flow of
statistics upon which the successful pur-
suit of foreign markets is predicated.

The scope of the Section is comprehen-
sive, embracing as it does the sales pro-
motion of all communication apparatus
such as receiving and transmitting cquip-
ment, tubes, parts, and accessories, as
well as including the publicizing of do-
mestic short wave programs as beamed
on other countries. Obviously, much of
the data thus placed at the disposal of
the American industry cannot otherwise
be obtained.

Demands

To a marked degree, radio entails pe-
culiar demands. It is cssential that the
Federal Government, through its accred-
ited agents abroad, note the widely vary-
ing conditions and interpret them in
terms of world demands, prospective
markets and required adaptations. Diff-
ering characteristics, tastes and customs
are vital factors in the correct marketing
approach.

Political Aspect

The changing political complexion of
Europe and elsewhere serve to further
emphasize the value of the Bureau’s vari-
ous other divisions te the radio industry.
The sphere of the Commercial Intelli-
gence Division is that of listing and
rating possible foreign agents and buy-
ers. The Commercial Laws Division,
among other valuable services, provides
assistance in foreign industrial property
nroblems—trade marks, copyrights, pat-
ents, unfair competition, etc.

Tariff Reports

From the Bureau’s Tariff Division, the
American radio industry receives reports
of all changes in customs tariffs, trade
regulations and commercial policy, as
well as the latest information on foreign
customs decrees.

Probably one of the most valuable con-
tributions of the Bureau is the statistical
service which shows the amount and
value of a given commodity—sets, tubes,
parts, cte—exported from the U.S.A. to
cach country throughout the world.

Finance

The Finance Division covers an essen-
tial service in reporting on the rate and
basis of exchange available in each coun-
try. Sales are unimportant unless exact
information regarding payment is avail-
able. The Trade Agreements Unit is the
Bureau’s point of contact with the nego-
tiations involving our Reciprocal Trade
Agreements with other countries.

Service

The Radio Section of the Electrical Di-
vision will be glad to be used by the
Radio Industry as its contact with the
Bureau of Foreign and Domestic Com-
merce.
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RADIO DRAMA

Progress of Drama in Broadcasting

By ORSON WELLES

Although radio has been with us
for twenty years it must not be for-
gotten that in its function as a medium
for projection of drama it is still in
a highly experimental stage. It is
only the gratifying success of a few
dramatic programs that gives us any
assurance that we are finding valid
methods for offering drama on the
air. Radio, of course, is ideally suited
for the transmission of news, the
broadcasting of music and of comedy
because by the mere act of reciting
news into a microphone, of playing
music or by telling jokes, the best
form automatically is accomplished.
Drama is another thing.

Drama

The less a radio drama resembles «a
play the better it is likely to be. This
is not to indicate for one moment that
radio drama is a lesser thing. It must
be, however, drastically different. This
is because the nature of the radio de-
mands a form impossible to the stage.
The images called up by a broadeast must
be imagined, not seen. And so we find
that radio drama is more akin to the
form of the novel, to story telling, than
to anything else of which it is conve-
nient to think.

Certainly, radio drama is the first new
method of projecting entertainment
which has come along since the inven-
tion of talkies and the animated cartoon.
We are still in the midst of discovering
valid techniques for its operation. I
think the first step in that direction has
been successfully made with the vevival
from desuetude of Chorus, the fellow
who used to come out between the acts

and explain what was going to happen
next and why., Radio’s particular amend-
ment is the personalizing of Chorus, of
making him a character in the play in-
stead of an outside character looking in.
The first person singular method of hav-
ing the teller of the story also a character
in it is now widely used by all first-class
radio dramatists. To hear a voice saying
“I am Hamlet” is dramatically more in-
teresting than to hear a commentator
say, “You are now going to hear from
Hamlet.”

Progress

Radio drama has done another thing.
It has continued the process of bringing
the actor near the audience, a develop-
ment which has been detectible for about
a hundred years. The actor’s problem
ot projection has ceased to be trouble-
some and the test of a good performance
has come to be its honesty and integrity.
The close-up, invented by the silent mov-
ics, was an enormous step forward and
had a profound effect upon stage acting.
The penetrating effect of radio perform-
ing, the last word in bringing the actor
and audience face to face, has also had
its effect on the stage. The further de-
velopment of radio drama will continue
this process.

Future

l.ooking ahecad, I see radio as a great
ficld for the presentation of literary and
poctic images; as the coming great field
for fantasy. The most important and
interesling vecent experiments in radio
have been in these departments. Radio
can do things which the realistic theater
cannot and which, because of the multi-
plicity of images, would be impractical
in the films. A few words can conjure up
a scene beyond the furthest extension
of the powers of the boldest and most
resourceful technicians,

This is radio’s strongest challenge to
the existing mediums of entertainment.
[s it commercial? Can you argue, in
these days of “Snow White” and “Pinnoc-
chio” that radio fantasy cannot be as
good box office as romance ?
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ALIDIENCES

Social Stratification of Radio Listeners

Classical and semi-classical music,
news broadcasts and certain types of
drama hold the interest of radio lis-
teners in $5,000-and-up-a-year fami-
lies, while comedy and daily serials
are preferred dial fare of listeners in
the $2,000 income bracket, according
to an analysis of radio audiences by
H. M. Beville, Jr.. Research Manager
of the National Broadcasting Com-
pany. This comprehensive study ot
the social siratification of the radio
audience was made at the suggestion
of the Office of Radio Research in the
School of Public and International Af-
fairs at Princeton University, directed
by P. F. Lazarteld. The digest is di-
vided into four sections, each illus-
trated with examples and charts. The
Cooperative Analysis of Broadcasting
and the C. E. Hooper reports served
as a background for the studies.

First Section

The first section of the report is de-
voted to general listening habits, includ-
ing economic and geographic differ-
ences. With the audicnce divided into four
income groups, ranging from families
with an annual income of more than
$5,000 a year to those with less than
$2,000, it was found that radio is most
popular with the $2,000 to $3,000 group.

Reasons for these differcnces may be
that in the higher brackets a bigger in-
come affords many other social interests
and entertainments and, possibly, the
fact that the average radio program is
directed to the middle class listener.

Geographic Differences

An analysis of geographic differences
in radio popularity shows that the Pa-
cifiec Coast has, on the average, a higher
set use than any other section of the
country. This may be explained, the re-
port peints out, by the selection of pro-
erams available because of time differ-
ence. Most of the better eastern pro-
erams are broadcast on the West Coast
in addition to many additional Pacific
network features.

South

The South listens to radio the least.
A smaller number of stations and re-
duced competition among programs—par-
ticularly network programs — is sug-
egested as a reason for this. In the East
interest is slightly below average except
between 8 p.m. and Midnight. Smaller
family units and a larger number of
apartment dwellers probably result in
a lower radio family availability during
the day. In addition, however, most of
the larger network programs are broad-
cast on a New York time basis, which
puts them on the air during the 8 p.m.
to Midnight period during both Standard
and Daylight time schedules.

Midwest

Midwest scction listens to more of the
daytime programs before 5 p.m., and is
about average during the later hours.
This may be because, for one thing, the
daytime dramatic serial type of program
developed principally in Chicago and is
apparently extremely popular in the Mid-
west. Too, this section has a larger per-
centage of so-called “average families” at
which most daytime programs are di-
rected.

www americanradiohistorv com


www.americanradiohistory.com

| PROFESSOR

QUIZ

TEEL
CBS

Columbia Artists, Inc.

Management :
WILLIAM GERNANNT

521 Fifth Avenue
New York

www americanradiohistorv com



www.americanradiohistory.com

Audiences

Another section of the survey is de-
voted to actual program audiences anal-
vzed by income groups. For this study
the programs were roughly segregated
into the following five classifications:

1. General Entertainment—including all
variety, comedy and light musical pro-
grams,

2. Classical and semi-classical music—
the symphonies and the somewhat
lighter and higher quality musical
progranis.

3. News—the commentater, the dvamatic
presentation and the Broadway and
Hollywood reporter.

4. Educational—talk, and questions and

answers progrants which by reason of

presentation would be considered edu-
cational by listeners.

Dramatic—various types of dramatic

programs with the exceptions of com-

edy drama (Amos '’ Andy and Easy

Aces), musical drama (Beauty Box

Theater, Showboat) and news drama

(March of Time).

Again the listening audience was di-

vided into four groups. A, with incomes

of $5,000 and over; B, $3,000 to $5,000;

C. $2,000 to $3,000 and D, under $2,000.

U

Results

A tabulation of results showed, rough-
ly, that in the cvening groups “A” and
“B” listened to the variety type of gen-
cral programs. “A” tuned in on the clas-
sical music, “B” to the semi-classical.
Both “A” and “B” listened to the news
broadcasts and both groups, with a few
exceptions, favored these programs over
the dramatic and educational features.

Groups “C” and “D” tuned in on com-
edy and drama. “C” listened to the edu-
cational features. Both groups favored
these programs over the classical and
semi-classical music and the news broad-
casts. Few programs had a uniform
appeal to all groups.

About the same conclusions are drawn
from a tabulation of daytime listeners.

Section Three

Section three of Beville’s report is de-
voted to the effect of competition on
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program audiences. In it is discussed
five principal types of changes or break-
ing points in program competition which
it is possible to study by the use of
existent telephone survey data. These
five types are as follows:

]. Change of talent in competitive pro-

gram.

2. New competitive program coming on.
3. Old competitive program going off.
4. Change of competition during a given

program.
Change of competition by moving pro-
eram to different period.

1

Examples

As an example of the qndings under
the first type a famous columnist and
news eommentator was replaced by a
relatively unknown commentator with a
loss of more than 50 per cent of the
program’s audience. While this second
commentator was on the air a symphony
orchestra showed a substantial rise, go-
ing from 16 per cent to 26.5 per cent.
When the first commentator returned to
the program, the 50 per cent loss was
imniediately regained and orchestra
dropped back to about its former place.

Another charting shows clearly the
effect of new competition. A popular light
orchestra and a commentator with a
folksy, back-woods style held most of
the listening audience until, on a third
network, a famous comedian made his
appearance., Both of the other shows lost
heavily in audience appeal, while the
third show started off well and gained
rapidly. This case would seem to indicate
that the first two programs were short
in audience-building and holding qualities
while the third show probably had exten-
sive advance merchandising and publicity.

Under the third listing Beville shows
that even an old, well-established favorite
on the air can gain from loss of a com-
petitive program. In this case listings
were charted on an established program
of eomedy and music and a fast-talking
news commentator. Though the first
program held the greater part of the
listening audience there was a decided
leap to a new level when the second
program went off the air.
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Competition Changes

In illustrating what is liable to happen
when a change of competition occurs dur-
ing a given program, Beville selected
one particular Sunday. Between 8:00 and
%:30 p.m. that day 42.9 per cent of all
radio familics were using their sets, with
15.5 per cent lisiening to a well-known
singer and 14.2 per cent to a program
which featured audience participation. In
the following half-hour the total audi-
ence increased to 48.1 per cent and a
popular comedian, following the singer,
gained an audience nearly twice the size
of his predecessor’s. The result of this
was to seriously reduce the number lis-
tening to the audience participation pro-
gram. Computed in terms of the total
audience listening for each half-hour pe-
riod, this program dropped from one-
third to little better than one-sixth of
the total.

Several examples of change in compe-
tition which result in moving a program
to a different period are shown in Beville’s
survey. For instance, one program rank-
ing a poor third in audience appeal, due
to the competition of two popular net-
work features, was shifted from 1ts Fri-
day night spot to Saturday night where
it met no serious competition. The pro-
gram immediately doubled ifs audience
and made constant gains f[or scveral
months.

Final Section

In the fourth and last section of his
survey, the author has combined the
findings of section two and three so that
the income group variations are studied
in the terms of competition. These anal-
yses emphasize the fact that program
popularity, even by income groups, is
largely relative.

For the purpose of this phuase of the
study a number of cxamples of directly
competing programs were selected. These
examples were for programs of the same
length and approximate size of network,
and included only programs broadeast
opposite cach other for a sutficient length
of time to yield adequate competitive
income group data. Only the actual
ratings (per cent of all sets) were used.
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The examples divided themselves into
three types:
1. Clear-cut diffcrence in income group
appeal.
Similarities in income group appeal.
Changes In income group ratings re-
sulting from changing competition.

P

Conclusions

Conclusions drawn from the wmany
charts in this part of the report ave:

1. Just as the total audience or popu-
larity of an individual program must
be considered in relation to its com-
peting program, so must the income
group breakdowns bec studied from
the standpoint of competition.

2. To obtain truly accurate data on
relative appeal by income groups it
is necessary to spot individual pro-
grams opposite other programs of
various types.

Here are two findings on programs of
different appeal:

Program Comparisons

Two examples of findings on programs
of different appeal are as follows: “Voice
of Firestone,” by income groups: A, 8.0;
B, 7.5; C, 6.9; D, 5.4; total, 6.9. “Pick and
Pat”: A, 46; B, 8.0; C, 9.5; D, 9.9; total,
8.8. Contented program: A, 7.6; B, 6.5;
C, b.7; D, 4.3; total, 5.8. “Lady Esther
Serenade”: A, 5.8; B, 84; C, 10.3; D, 7.2;
total, 8.8.

Findings on programs of uniform ap-
peal: “Cavalcade of Awmecrica”: A, 5.0;
B, 7.6; C, 8.3; D, 5.4; total, 7.3. “One
Man’s Family”: A, 10.6; B, 13.6; C, 16.8;
D, 13.6; total, 14.8. (As between thesc
two programs, other than the normal
listening trend, there appears to be little
variation by income groups except that
the former is slightly lower in group D.)

Findings on programs under two differ-
cnt competitive conditions: Eddie Cantor:
A, 9.6; B, 14.4; C, 17.3; D, 14.6; total,
15.2. Jack Benny: A, 18.1; B, 26.5; C,
29.1 D, 21.8; total, 21.8.

A year later the program of Kddie
Cantor faced different competition with
results as follows: Eddie Cantor: A, 19.9;
B. 24.8; C, 28.3; D, 18.8; total, 24.9. “So
You Want To Be An Actor”: A, 6.3;
13, 11.5; C, 14.6; D, 12.6; total, 12.7 (this
comparison illustrates clearly the tre-
mendous  effeet  competitive programs
have, not only on total audience, but on
the income groups).
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SHORT WAVE

International Programs Making Rapid Strides

By GUY C. HICKOK

Program Director
NBC International Division

Greatly increased acceptance of
the National Broadcasting Com-
pany’s international short wave pro-
grams throughout Latin America in
particular and the rest of the world
in general was noted during 1939.
This was due principally to three
factors: Unbiased and extensive cov-
erage of war news, considerable aug-
mentation of program service to
countries below the Equator, and in-
stallation of a steerable antenna
which vastly increases signal
sirength to either Buenos Aires or Rio
de Janeiro merely by throwing a
switch. A resultant highpoint of the
vear was the establishment of the
first commercial shortwave broad-
casting service.

Popularity

Proof of the growing popularity of
NBC’s short wave programs was pro-
vided by the number of foreign stations
which started rebroadcasting them dur-
ing the year and by a tremendous in-
crease in mail response from abroad.
Programs weve rebroadcast in 1939 by
at least 20 stations and networks abyoad,
while regular pickups are now being car-
ried throughout Uruguay, Paraguay, Co-
lombia, Mexico, Guatemala, Cuba, Puerto
Rico and Argentina. As for mail ve-
sponse, this has grown from only 157
pleces of wail in May, 1938, to approxi-
mately 40,000 letters and cards received
this year.

War News

Probably the greatest single factor in
building good-will for NBC international

programs during the year bas been the
broadcasting of war news over its sta-
tions WRCA and WNBI. Such news
has been delivered, every hour on the
hour, in six languages, during eleven of
the sixteen hours during which the sta-
tions are on the air each day. Uncen-
sored, impartial and comprehensive, it
has won a tremendous following from
persons who dislike the propagandizing
of foreign government-owned or con-
trolled stations.

Latin America

The augmentation of program service
to Latin America this year was accom-
plished by using WRCA to beam south-
ward three and a half hours of programs
which previously had been sent exclu-
sively to Ewrope over WNBI. These
broadeasts, in English, Italian, German
and French, have been received with
egreat enthusiasm by colonies of Euro-
peans located below the equator.

New Antenna

The new steerable antenna has proven
directly responsible for gaining a much
wider audience because, although WRCA
and WNBI operate with 25,000 watts of
power, the antenna delivers an effective
signal of more than 600,000 watts and
concentrates this upon centers of popula-
tion along the east and west coasts of
South America.

,  Sponsorship

Lastly, the opening of short wave
broadcasting to commercial programs
has made possible the further building
of pood will between the Amerieas. Such
scervice was authorized by the Federal
Communications Commission in May,
when it was deeided that WRCA and
WNBI had outgrown their experimental
stages and was inaugurated on December
1 when the United Fruit Company as-
sumed sponsorship of a daily news pro-
gram for the purpose of purely institu-
tional advertising.

e e s 1 P — e =
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SCREEN—Under Exclusive Engagement
To R. K. O. Radio Pictures Inc.
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THE

By A. A. SCHECTER
NBC Director of News
and Special Events

The year 1939 has probably been
the most successful and sensational
in the history of news and special
events coverage by radio in Amer-
ica. In this year radio had its first
baptism of world war coverage. To-
day., because of its success in span-
ning oceans and continents, people
in the backwoods know just as well
what is happening as people in key
cities.

U. S. System

And the American system of competi-
tive broadcasting probably has made it
possible for citizens of this country to
know more about the war in Europe than
the Europeans themselves. American
newsmen and radio men are the finest
reporters in the world. It is their train-
ing in competitive methods that has
made radio so successful in the trans-
mission of news from the war fronts.

Public interest in news broadcasts in-
creased considerably during the year and
the average volume of such broadcasts
since the war began has jumped from
about 10% hours to almost 16 hours per
week.

Radio War

This has, in fact, been somewhat of a
radio war. Chamberlain’s deelaration of
war was made on the air. Hitler's
answer was broadcast as was Daladier’s
war declaration for France. Subsequent
reports on developments given by states-
men of Kurope to their own people also
were heard thvoughout the world.

Incidents in the hostilities themselves
also have been broadcast in spectacular
fashion. The Athenia sinking was first
known to the world by air while rescuce
of most of its passengers was made pos-
sible because of the ship’s SOS signals.
And the destruction of the Graf Spce in
Montevideo Harbor, a description of
which was flashed to America while she

NEWS

Radio Paramount in Covering Special Events

was sinking, may go down in radio his-
tory as one of the all-time highs in
listener interest.

Flint Coverage

The first interview with the captain of
the City of Flint after his strange Odys-
sey through the North Atlantic was
another big radio story of the year. Air
raid warnings heard in Paris while an
American commentator was talking to
the United States made another scnsa-
tional broadcast while first hand reports
of the conquests of Poland, Czecho-slo-
vakia, Albania and Memel were not far
behind in cxcitement. To all networks
must go credit for some striking angle
of this war coverage.

1939 Highlighis

Nincteen-thirty-nine  brought many
other remarkable broadcasts. For the
first time radio reported the death of a
Pope and the election and coronation of
his successor. Additional amazing news
stories in which it participated included
the bitter fight for American neutrality
and the special session of Congress;
President Roosevelt’s appeal for peace,
Hitler’s answer and the peace plea of
the Duke of Windsor from Verdun, and
the visit of the King and Queen of Eng-
land to the North American continent.

The submarine “Squalus” disaster at
Portsmouth, N. H., was another of the
creat stories of radio. Microphones were
on the scenc as the rescues took place.
And the “Cavalier” disaster, in which a
plane from Bermuda “sat down’ on the
Atlantic Ocean, was equally striking. In
fact, it was the radio on the ship that
first summoned help and secured the
rescue of nearly evevy passenger and
crew member, while broadecasters were
on the scene to cover this rescue.

Sports

Although pushed out of the spotlight
by national and international events, the
Louis-Galento fight, the coverage of
football games and other events which
never fail to grip the listemer should
not he overlooked as highlights of 1939,
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Amperex tubes are not fashioned along design
and engineering principles of a previous decade.

Independent research and experiment has re-
sulted in the application of new engineering
principles and an advanced concept of vacuum
tube mathematics, to the design of the exclusive
Amperex types, and to the redesigning of the
older models.

The unquestioned leadership of Amperex in the
design and production of U.H.F, tubes such as the
HF 100, 200, 300, 849H, the popularity of the
redesigned older models and the wide accept-
ance of the newly designed water-cooled line,
containing structural and design improvements
and refinements which enhance their efficiency
and increase their longevity, are mainly due to
this modern engineering.

MPEREX ELECTRONIC PRODUCTS, Inc
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WORLD’S FAIR

Radio Plans Already Completed for 1940

By DR. JOHN S. YOUNG
Director of Radio and Television

The 1939 World’'s Fair in New York
brought to network audiences the
“Salute of Nations” featuring leaders
of the entire world, plus the finest
radio fare, augmented by television,
ever presented in conjunction with
an event of such magnitude. A high
standard was set up for the 1940 Fair
to shoot at, and before the doors were
aqgain thrown open to a waiting na-
tion, the radio, television and fac-
simile plans had been completed.

Heading the array is a servies of pro-
grams arranged between the United
States and Latin-American countriex,
soon to get underway, featuring presi-
dents of the Latin-American countries
broadecasting a series of goodwill talks
directly to the New York World’s Fair.
and all residents of the United States.

Sound broadeasting will play the major
part in the 1940 Fair coverage. The three
major networks, CBS, MBS and NBC(.
have all made arrangements for a thor-
ough coverage of the Fair exceeding their
efforts of 1939. In addition, located on
the grounds will be facilities of WMCA
and the Inter-City network; WINS and
the New York State network; WLW,
Cincinnati; WHN, WNEW, WNYC(C.
WQXR, WEVD, WWRL, WHOM, and
virtually every station in the area of the
Fair,

All the stations have agrveed to broad-
cast on an expanded basis this year, and
are even now completing plans for the
elaborate coverage they have promised
to give their listeners.

Television

The greatest number of television
transmitters and receivers cver assembled
at any one time or place in the United
States will be on exhibit at the Fair in
’40. Television’s “cyes” will be brighter,
keener, more observing than ever, and at
the great exposition you will sec them
at work., Television history wag made
on April 30, 1939 when President Roosc-
velt opened the huge extravaganza; bril-
liant chapters will be added in 1940.

At this time plans are not available
regarding the developments in television

by NBC, CBS, RCA, and Westinghouse,
but we understand that the General Elec-
tric Exhibit at the World’s Fair, with its
man-made lightning, “Housce of Magic”
and television demonstrations, will bring
back in 1940 substantially the show which
was one of the hits of the Fair in ’39.

Newest developments of the General
Eleetrie reseavch labovatories will be
added to the science show in the “House
of Magic,” and Dr. K. B. McEachron,
dircetor of the high voltage laboratory,
is working out new ways of demonstiat-
ing the tremendous power of the 10,000,-
000-volt artificial lightning generator in
Steinmetz Hall.

A new feature of the “Honsc of Magic”
theater will be a sound control device by
which the effect of an invisible band
marching around the theater may be
achieved.

A projection receiver will be added to
the General Electric television demon-
strations. The same television studio in
which visitors were televised durving 1939
will be retained, and the space devoted
to the television receivers will be doubled.

Facsimile

In the realm of facsimile, the onward
march of this means of communication
will be a spectacular featurve of the Faiv
in ’40. Detailed plans are not available
at this early date, but it is expected that
the RCA building will be the scene of
latest developments, and Crosley, it is
anticipated, will have largce-scale demon-
strations in its building . . . showing the
work of the Crosley Reado, a printer
designed by the Finch Telecommunica-
tion Laboratories, Inc.

Plans are being discussed with John
V. L. Hogan, President of WQXR, where-
by the New York World’s Fair 1940 may
participate in experimental broadecasts
featuring the new frequency modulation
(static-less) system and high speed radio
facsimile by utilizing W2XQR and W2XR.
This is one of radio’s most recent ad-
vances and will be followed with keen
intercst by the scientifie world.

On Saturday, May 11, the 1940 edition
of the New York World’s Fair will get
underway. In addition to the gala cele-
bration planned by the Fair officials, tele-
vision and radio broadcasts on that day
will play a major role in presenting to
the people of the nation a preview of
this greatest of Fairs,
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CO-OP SHOWS

Their Importance to the Advertiser

By FRED WEBER
General Manager, MBS

Since Mutual’s very beginning,
way back in 1934, this network has
made new ideas work. I need not
tell you about the flexibility it atfords
the advertiser—the full rates that it
gathers for affiliated stations—and its
fundamental cooperative policy as
the network created “by the stations
for the stations.” These pioneering
steps have been responsible for its
rapid, yet careful growth from a
hookupr of four strong stations to a
nationwide chain of some 118 affili-
ates. Built securely to service the
listener and the affiliated station, Mu-
tual has ever been on the lookout for
contributions to enhance this service.
The cooperative radio program falls
prominently into this category.

Costs

How many times have you met the
advertiser who could afford a radio pro-
gram on a local station, but who was stil!
far removed from the big-time prestige
and talent of network spon:orship? If
he bought at all, it was a “participating”
sponsorship, a mediocre live show, or a
transcribed program.

But all that was before the arrival of
the cooperative program. This radio phe-
nomenon helped not only the advertiser,
but the station and the network. It gave
the advertiser a chance to buy a network
program for the price of a good local
show. It meant a new type of lucrative
selling job for the station, and more reve-
nue for the network. And it also had
its by-product—the producer of the co-
operative campaign.

Definition

The cooperative show is a network
program sponsored by a different adver-
tiser in each market, with not more than
one sponsor to a city. Kach cooperative
sponsor is identified with the network
show in his locality by the use of “cut-in
announcements,” which are made at the
local station. At the moment there is a
break in the program for the commercial

announcement, the local announcer in
Denver, for example, reads the adver-
tising message of the Wadge Coal Com-
pany, the cooperative in that city. The
local commercial is superimposed against
theme music broadcast from the network
to insurc a smooth effect. Simultane-
ously, announcements are being cut in
from other cities for local advertisers.
Each sponsor has his own commercial
adapted to his particular product or
market.
Initial Attempts

The sponsors of a cooperative prograin
need not be makers of the same type of
product. The cooperative set-up has
spread out in vartous directions. The
[.one Rangcr had been enormously suc-
cessful for one sponsor in certain out-
lets. But this client’s distribution did not
reach many other markets. The client
agreed to the sale of the program on a
cooperative basis in these other markets.
Three bakers, two on the west coast, and
one in upstate New York, were the first
purchasers. Then it spread rapidly.

Today the Lone Ranger is sponsored in
many cities by the General Baking Com-
pany, has 40 or moie olher clients on a
cooperative basis all over the country.

Agency Re:-ognition

The cooperative program idea has at-
tracted advertising agencies. The Red-
ficld-Johnstone agency in New York led
the field with “Thirty Minutes in Holly-
wood” which they syndicated over Mutual
to 40 local advertisers in 1937. George
Jessel was the star.

Since each Jocal advertiser paid for
the time and talent costs according to
the size of his sales area, the cost of this
program ranged from $50 to $1,000 per
advertiser,

Redfield-Johnstone followed their first
coop campaign with one called *“Head-
lines” and “The Show of the Week.” The
latter program is still going strong over
Mutual at 6:30 p.n1. on Sundays.

The net result of the cooperative move-
ment to date is a record of satisfying
experiences on the part of advertisers
who have bought time and talent on a
syndicated basis, sufficient to stamp the
cooperative idea as a definite trend in
1940 network broadcasting.
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FACSIMILE

New Radio Service Passes First Milestone

Facsimile broadcasting on an ex-
perimental basis under the rules and
regulations of the Federal Communi-
cations Commission was conducted
by approximately 25 broadcast sta-
tion licensees during the year 1939.
This period represents the first full
vear of facsimile operation for a ma-
jority of the licensees, most of whom
undertook to deliver a regularly
scheduled daily program of several
hours duration, in order to determine
the performance characteristics of the
terminal equipment which they had
purchased and to check public re-
action to facsimile broadcasting as
a new type of radio service.

Availability

Although many of the present licensees
have reported in detail on their opera-
tions and have made a conscientious ef-
fort to determine public reaction to tac-
simile, the fact that only a small num-
ber of receiving or recorder units were
available to the public through normal
trade channels has made it difficult, if
not impossible, to secure any cxtlensive
zppraisal of faesimile from any large
number of “ultimate consumers,” which
group will in the last analysis pass on
the utility, character and extent ol any
future recorded broadcast service.

Units

To many obscrvers it is a disquieting
fact that complete figures are not read-
ily available on the number of facsimile
recorders actually in operation during the
vear. Estimates made, however, have
placed the number of facsimile recorders
supplied by manufacturers at a figure

more than 1,000 and not in excess of 2,000
units. The major portion of the facsimile
cquipment used by the broadcast licen-
sces was supplied by Finch Telecommuni-
cations, Inc., and the R.C.A. Manufac-
turing Company. The two types of ve-
cording units which have had the widest
distribution and use are different in de-
sign and operation and require different
standards of transmission to be used,
which has made it impossible to receive
any given broadcast as delivered on a
single frequency with either type of
recorder. In the opinion of many com-
petent and unbiased obscrvers, this lack
of standardization has operated as a se-
vere handicap in the introduction of fac-
simile broadcasting and in the efforts
made to obtain a truc picture of the
cextent of public interest in the programs
that have been broadeast for record
reception in the home.

Introduction

A substantial beginning has been
made, however, to acquaint the gencral
public with facsimile and from the broad-
casting as conducted by licensces and
the demonstrations of facsimile zppara-
tus by manufacturers at the New York
World’s TFair and elsewhere.  Certain
trends have been observed which may
likely influence future developments in
this field. Foremost is the fact that
during the past year the FCC put into
cffect a reallocation of frequencies, one
result of which was to discontinue the
use of three medium frequencies for fac-
simile broadcast development, and the
substitution in place thereof of groups of
ultra high frequencies in the 25, 43 and
116 megacycle bands. Approximately
two-thirds of the present facsimile li-
censeces have already elected to conduct
their experimental operations on the
newly assigned frequencies. There huas

-
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been no recent additional request from
broadeasters for permission to usc a
standard broadcast frequency during the
experimental or morning hours extend-
ing from midnight to 6 a. m. during
which period special authorization for
facsimile broadcasting had been pre-
viously granted to a limited number of
applicants.

Operation

A second point that has been freely
commented on by both broadcasters and
users is the desirability of increased
speed of operation and there seems to
be fairly unanimous opinion on the ad-
vantages to be gained by increasing the
amount of received copy from the present
standard to at least 15 square inches
per minute, which is the cquivalent of
a letterhead shecet of copy being produced
in approximately 5 minutes. The doub-
ling of the present speed of transmission
will incrcase the number of words that
can be transmitted in a minute to 150
to 300 words, depending on the type size
selected. The use of the ultra high fre-
quencies on  which programs may be
transmitted during the daytime, as well
as at night, and transmission of copy at
speeds now indicated as feasible, should
permit the rendering of a more compre-
hensive facsimile service than has been
attempted to date.

Set Prices

In addition to the problem of available
and satisfactory frequencies and the
performance characteristics of facsimile
equipment offered to home users, much
speculation and some fact finding basx
been devoted to the problem of deter-
mining what price a user would be willing
to pay for facsimile equipment and the
expense to be incurred by its opcration.
From the limited facts available, there
is every indication that a figure in excess
of $100.00 for a complete home facsimile
installation will meet with a high sales
resistance. The economic aspect of fac-

simile is therefore, in a degree, coni-
parable with that of television. In both
fields wide distribution cannot be ex-

pected without the lower cost resulting
from mass or large scale production.

The relative simplieity of facsimile equip-
ment, which would normally result in a
low, initial, first-cost is offset at the
present time by the absence of any ac-
cepted common standard of transmission
to permit all facsimile recorders in op-
cration to receive any broadcast program
within a given service area. Radio
manufacturcrs as a group have therefore
shown little interest in working out the
cconomics of supplying facsimile re-
corders,

Commercial Aspect

As contrasted with the cxperimental
facsimile broadcasting activities during
1939, very considerable progress has been
made in commercial applications of fac-
siimile. Among these may be noted the
usze by R.C.A. Communications in two of
its commercial circuits of a method of
sub-carrier frequency modulation which
ix reported to considerably reduce dis-
tortion and to permit greatly increased
speed  of transmission. The Western
Union Telegraph Company, a pioneev in
facsimile developments, demonstrated
durving the year theiv improved terminal
[acsicile apparatus and publicly intro-
duced a new automatic telegraph, which
permits the filing of a telegram by fac-
simile in much the same manner that
onc mails a letter. In Canada where
the use of radio frequencies for fac-
simile has been withheld from private
companics, facsimile apparatus developed
by John V. L. Hogan was used by a lead-
ing Toronto newspaper in a study of the
feasibility of rendering a wire news bul-
letin service by facsimile.

Conclusion

The impetus given to facsimile by the
improvements in the commercial radio
and wire scrvices may well be reflected
in an increased activity in facsimile
broadeasting duving 1940. The possibility
of further extended use of frequency
modulation in local broadcast services
at  ultra-high-frequencies appears to
offer to broadcasters and manufacturers
alike a 1real opportunity to determine
whether facsimile does in fact meet the
requirements of “public interest, neces-
sity and convenience.”

For Fwrther Information

Regarding Facsimile,

Turn to Pages 631-637.

Please
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TELEVISION

A Review of 1939 and a Forecast for 1940
__,f,

By NORMAN S. WEISER
Associate Editor, Radio Daily

The long awaited debut of televi-
sion finally took place April 30 when
President Franklin D. Roosevelt's
speech opening the World's Fair was
telecast by NBC. Since that time.
only a few months have elapsed. and
the record, which far surpasses that of
radio in its initial year. shows not
only the rudimentary pattern of tele-
vision’s future greatness., but also
definite proof of the amazing progress
brought about by the pioneer work in
this newest of industries.

Progress

Progressing so swiftly that much of the
historical value will inevitably go un-
recorded marks television’s story to date.
In eight months of 1939 television created
its first audience among the public; made
gigantic steps forward in program pro-
duction; rebuilt and improved its physi-
cal framework, and began the solution
of the unavoidable problem of making a
living for itself.

During 1939 a total of 600 telecasts
were chalked up, with the schedule in-
creased from two hounrs weekly to about
15 hours over the same span, on a five
day a week. Of the total, 30 per cent were
remote telecasts, 30 per cent werve film,
and 40 per cent were live talent telecasts
from the NBC studios in Radio City.

Moving towards a solution of tele’s
most difficult problem—the business of
becoming self-supporting—NBC cooper-
ated with advertisers and their agencies
in presenting more than 30 semi-commenr-
cial telecasts of various types. In these
programs, sponsor paid all, or part of,
the talent costs, with NBC meeting the
expenses of production and overhead.

100 more than 100 commercial films
were telpéast during 1939.

Network

The b1gfglest job facmg' telecasters dur-
ing the eomnii year is the establishment
of ngtwm‘k‘, §C]]ltl(‘\, for only through
this Sor g a profitable basis of
operation bé accomplished. RCA has
already le'adlle(l a new type booster sta-
tion, to be constructed at a very low
hgme, which” will be tested late in the
spring, and which may be the answer
to the problem,«

Another new avenuc recently opened
up Lo the commercial angle is the nse of
television by lavge national advertisers
2t sales conventions, where mass demon-
stretions can be held with ease. Pio-
neered by Bulova, the movement has
gained momentum steadily, and appears
to be the first major trend developed
in ’40.

Programming

Added emphasis on live talent presen-
fations will be in order during the current
vear, with a gradual trend away from the
old films. Use of commercial films, how-
cver, appears to play a prominent part
in the new industry, and will undoubtedly
be  increased during the succeeding
months.

A definite television technique in the
presentation of live shows will be devel-
oped, combining the major points of all
audio-visual c¢ntertainment, and even
now experiments are going forward full

blast at NBC.
CBS

With the adoption of a “pattern trans-
mission,” CBS, towards the end of thc
vear finally came to life, and to all in-
tents and appearances, will begin an
active schedule before the end of the
current year. Continued experimentation
ix in order, according to President Paley,
and programming and preliminary prepa-
rations will be emphasized.

For complete information regarding Television, please

turn to page 613 where a 23-page section will be found.
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GROWTH OF RADIO STATIONS
N THE U.S. FROM 1937—1939

— (Ae of December 1, 1939)

- N . L'Lcensed ) Constructzon Spectal Broad- '
As of Stations Permits cast Stations Total
January 1937.......... PR o642 39 4 685
February 1937 .......... B 646 e 4 691
March 1937 .......... R . 650 421 4 696
April 1937 ... 650 S a4 4 698
May 1937 ... ................ PR 657  38% 4 699
June 1937 ... 659 373 4 700
July 1937 ... .. 662 381 4 704
ARt THBT ' .. diiaiia i e wiessadiandus 666 441 4 714
September 1937 ....... . I 671+ 40g 4 715
October 1937 ..................... . e 405 g 717-
November 1937 ....................... . 6767 37s 4 717
December 1937 .............. .. 6193 361 4 719
January 1938 .......... o 685+  32% e 721
February 1938 ..... i o N 2 Y AR 6881 31 4 723
March 1938 .......... T .. 689% 347 4 127
April 1938 ... .. 693% 35 iy 32
HF H0B e oovnoemun oo vmgnes ozas emaves 693 40* 4 737
June 1938 ............... B 696+ a4k 4 ) 741
July 1938 PR " ... 69T 46+ 4 7 T47x
August 1938 ... .. ... T0f  46% 4 750
September 1938 ....................... .. 705% 45% 4 54
October 1938 ......... e . T o . 759
November 1938 ............ R Lo 467 4 761
December 1938 ... S erheshe i i e TIBY it 4 763
Jantiory YY) ini cprivuiynaisacazisnns 718 425 4 64
February 1939 .................... R - 723% 39¢ e 766
March 1939 ....ooerers ... ... T25% 37+ g 66
April 1939 ... i 728% T 4 769
May 1939 oo ... T30% 38+ « 112
oy 188D =i < mass s i rar einssant o 731 38 4 13
July 1939 ........ a3 e e im ke b s 731 43 4 778
August 1939 .............. e NG ad g 1340 567 B
September 1939 ...................... ... 35 - 59¢ 4 T
October 1939 .............. S U 739* 57z 4 800
November 1939 757’ 7582 - 4 8079
December 1939 751 57z 4 812
.——*I_nclud‘l;gv one stz;' Z)rder - - xAnnual repc;rt showg 748, Vadditionai

fIncluding two stay orders. station being in Court of Appeals.

fIncluding three stay orders. zIncluding one construction permit for

s$Including four stay orders. a special broadcast station.
(P ———— e — ey
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i ANDREWS SISTERS

Maxene = Patty » La Verne

Decca

Year Recordings Sold Theatre Weeks Radio Programs

1937 30,000 t 0
Wrigley Show

1938 500,000 21 28 weeks
Dole Pineapple

1939 {,300,000 13 Show 39 weeks

1940 550,000 9 Chesterfield Show

{to Feb. 15th} 13 weeks

" Personal Management LOU LEVY
GENERAL AMUSEMENT CORPORATION

THOMAS G. ROCKWELL, PRESIDENT
NEW YORK » CHICAGO » HOLLYWOOD - LONDON

S 1 S— gw»w

WWW . amerlcanradlohlstorv com .
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RADIO DAILY

Third Anunal Poll of the Radio Editors and Crities for 1939-40
(Released January 19, 1940)

Programs
JELL-O PROGRAM .. ... .. . 379
Chase & Sanborn Program......... .. ... . ... . ... ... .. ... ... 365
Kraft Music Hall. ... ... ... . . . . . 251
Information Please . ........ .. . . . ... 245
Fred Allen Show. ... ... ... . . . . . . . . 221
Bob Hope Program. .. ... ... ... .. .. ... .. ... ... ... .. ... ...... 175
Lux Radio Theater. .. ... ... ... .. .. . . . . . . . .. . . . . . . .. ... ... 175
Ford Sunday Evening Hour.......... .................. .. ... 160
Kay Kyser's College. .. ... ... . . .. . . .. . . . . . . . 153
Good News of 1940. . ... .. . ... . . . . . . . . 124
Entertainers
JACK BENNY ... .. 416
Edgar Bergen (Charlie McCarthy)................. ... ... .. .. 389
Fred Allen ....... ... ... . 312
Bing Crosby ... ... 276
Bob Hope . ... ... .. . 238
Ray Kyser .. ... 1690
Fibber McGee & Molly. . ... ... ... ... ... . . . . . . .. ... 121
Orson Welles . ... . . . . 92
Alec Templeton .. ... ... ... ... ... . . .. 90
Kate Smith . ...... ... ... . . . 79
Dance Orchestras
GUY LOMBARDO . ... . 331
Kay Kyser ........ . 293
Glenn Miller . ... ... e, 215
Paul Whiteman .......... ... . .. .. 179
Benny Goodman .. ........ .. .. ... 168
Wayne King ... ... .. 166
Horace Heidt ... ... .. .. . . . . . . . 163
Tommy Dorsey .. ... ... 130
Fred Waring ...... .. ... .. . . . . 113
Bob Crosby .. ... . ., 105
Commentators
H. V. KALTENBORN. ... ... ... .. .. 413
Lowell Thomdas ............ ..t 271
Elmer Davis ........... e, 259
Raymond Gram Swing. . ............ .. ... ... 206
Paul Sullivan . ........... . . . 194
Walter Winchell ........ ... ... . . . .. .. ... . .. . ... ... 121
Ed. C. Hill. . ....... . .. e 73
H. BR. Baukage....... ... ... . .. .. 59
Bob Trout . ........ ... . 58
John Gunther ........ .. .. ... ... .. .. ... 54
/(,
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lrene Rich

bRy

Seventh Consecutive Year for Welch Grape Juice Company

pAd
SUNDAYS
9:30-9:45 P. M. ES.T. 515830 P. M. PST.
‘ NBC Blue Network NBC Red Network
|
_ = = _
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RESULTS OF RADIO

DAITLY

1939 CRITICS POLL

FAVORITE COMEDIAN

JACK BENNY . ........................ 488
Fred Allen ......... ... ... ........... 376
Edgar Bergen ......................... 331
Bob Hope ............................ 321
Fibber McGee & Molly. . ... ............. 161
Burns & Allen ......................... 74
Bob Burns .......................... .. 61
Bob Benchley ......................... 52
Al Pierce ..., 36
Fanany Brice .......................... 33
SERIALS
ONE MAN'S FAMILY.................. 253
ILove aMystery....................... 85
Aldrich Family ....................... 74
Big Town ...........ccooiniiiniinnenns 62
Vic&Sade.................. ... ... 56
Sherlock Holmes ...................... 55
Second Husband ...................... 39
District Attorney ...................... 29
Amos ‘m' Andy. .. .......... .. ... 28
Easy ARces .......... ... . ... ......... 28
SYMPHONIC PROGRAMS
N. Y. PHILHARMONIC-SYMPHONY...... 396
Ford Sunday Evening Hour............. 362
NBC Symphony ....................... 340
Voice of Firestone. ..................... 107
Radio City Music Hall.................. 77

EDUCATIONAL PROGRAMS
AMERICA’S TOWN MEETING OF THE AIR 214

Chicago “U” Round Table.............. 195
American School of the Air............. 120
Music Appreciation Hour............... 84
Americans at Work. ................... 82

FEMALE VOCALIST
CLASSICAL

MARGARET SPEAKS .................. 199
Gladys Swarthout . .................... 184
Marion Anderson ..................... 174
Lily Pons ... ... ... .. .. . it 168
Lucille Manners ....................... 142
CHILDREN'S SHOW
LET'S PRETEND ....................... 197
Lone Ranger .......................... 93
March of Games. ...................... 73
Little Orphan Annie ................... 71
Music Appreciation Hour. . .............. 53

DRAMATIC SHOWS

LUX RADIO THEATER
Orson Welles (Campbell Playhouse}.... 295

First Nighter .......................... 85
Hollywood Playhouse ................. 84
Texaco Star Theater.................... 77
Arch Oboler Plays. .................... 64
CBS Workshop ................ ... ..... 62
Silver Theater (CBS).................... 61
Great Plays (NBC)..................... 43

QUIZ PROGRAMS

INFORMATION PLEASE ............... 542
Kay Kyser .............. ... ... ..... 219
Dr. L. Q... 189
ILove aMystery......... ... ... ...... 83
Battle of Sexes. ......... .. ... ... .. ... 75
Name Three .......................... 73
AskIt-Basket .......................... 55
What's My Name...................... 53
Quick Silver .......... ... .. ... .. .. ... 49
Gag Busters ............ ... ... ... ... 33
MALE VOCALIST
POPULAR
BING CROSBY ........................ 499

Kenny Baker ............. .. ... ... .. .. 372

Lanny Ross ...... ... ... ... ... ...... 160
Frank Parker ......................... 142
Dennis Day .......... ... ... ... ..., 103
Barry Wood ....... ... ... ... ... ... ... 103
FEMALE VOCALIST
POPULAR
CONNIE BOSWELL .................... 292
Kate Smith . ........ ... .. ... ......... 233
Frances Langford ..................... 225
Virginia Simms ....................... 186
Judy Garland ......................... 73

MALE VOCALIST
CLASSICAL
NELSON EDDY ....................... 428

Lawrence Tibbett ..................... 424
Richard Croocks ....................... 364
Donald Dickson ....................... 250
John Charles Thomas................... 238
SPORTS COMMENTATOR
BILL STERN .................c..cvovunn. 464
Ted Husing ........................... 394
Red Barber ...... .. ................... 168
Clem McCarthy ....................... 112
Ed Thorgersen ........................ 80

e e ——— =1}
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THE SMOOTHIES
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»

SKINNAY
ENNIS

And His
ORCHESTRA

SECOND SEASON

THE BOB HOPE PROGRAM
NBC-RED, TUESDAY, 10 P. M., ES.T. |

With
BOB ALLEN

ON

Personal Management

ALEX HOLDEN

Direction

HAL
KEMP

And His
ORCHESTRA

e JANET BLAIR

Yo

MUSIC CORPORATION OF AMERICA
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DATA ON PROGRAM WINNERS
IN RADIO DAILY’S THIRD
ANNUAL POLL of RADIO CRITICS

Jell-0
Sponsored by General Foods Corp. for Jell-O; Sundays, 7-7:30 p.m. on NBC Red
network.. Agency: Young & Rubicam, Inc. Cast: Jack Benny, Mary Livingstone, Dennis
Day, Rochester, Andy Devine, Don Wilson. Orchestra: Phil Harris.

Yo

Chase & Sanborn
Sponsored by Standard Brands, Inc., for Chase & Sanborn coffee; Sundays, 8-8:30 p.m.
on NBC Red network. Agency: J. Walter Thompson Co. Cast: Edgar Bergen and
Charley McCarthy, Rudy Vallee and a different guest star each week. Orchestra: Robert
Armbruster.
1A¢

Kraft Music Hall
Sponsored by Kraft Cheese Corp.; Thursday, 10-11 p.m. on NBC Red network
Agency: J. Walter Thompson Co. Cast: Bing Crosby, Bob Burns and guest talent
weekly. Orchestra: John Trotter.
A

Information Please
Sponsored by Canada Dry Ginger Ale, Inc.; Tuesdays, 8:30-8 p.m. on NBC Red net-
work. Agency: J. M. Mathes, Inc. Cast: Clifton Fadiman, Franklin P. Adams, John
Kiernan, Oscar Levant, Milton Cross and guests.

kg

N

Fred Allen Show
Sponsored by Bristol-Myers Co. for Ipana and Sal Hepatica; Wednesdays, 9-10 p.m.
on NBC Red network. Agency: Young & Rubicam, Inc. Cast: Fred Allen, Portland Hoffa,
Harry Von Zell and guest talent. Orchestra: Peter Van Steeden.

w

Bob Hope Program
Sponsored by Pepsodent Co.; Tuesdays, 10-10:30 p.m. on NBC Red network. Agency:
Lord & Thomas, Inc. Cast: Bob Hope, Judy Garland, Jerry Colonna and guest stars,
Orchestra: Skinnay Ennis.
A

Lux Radio Theater
Sponsored by Lever Bros. for Lux toilet soap; Mondays, 9-10 p.m. over a CBS net-
work. Agency: J. Walter Thompson Co. Cast: Cecil B. DeMille, producer, and guest
stars. Orchestra: Louis Silvers.
pie

Ford Sunday Evening Hour
Sponsored by Ford Motor Co.; Sundays, 9-10 p.m. on CBS network. Agency: N. W.
Ayer & Son. Cast: Ford Symphony Orchestra and Chorus, guest soloists, instrumen-
talists and conductors.
Y

Kay Kyser’s College
Sponsored by American Tobacco Co. for Lucky Strike cigarettes; Wednesdays, 10-11
p.m. on NBC Red network with repeat broadcast Thursdays over MBS network. Agency:
Lord & Thomas, Inc. Cast: Kay Kyser, emcee, Virginia Simms, Harry Babbitt, Sully
Mason, and members of the audience participating in quiz. Orchestra: Kay Kyser.

Ve

Good News of 1940
Sponsored by General Foods Corp. for Maxwell House coffee; Thursdays, 9-10 p.m.
on NBC Red network. Agency: Benton & Bowles. Cast: Edward Arnold, emcee, Fanny
Brice, Connie Boswell and guest stars. Orchestra: Meredith Willson.

e T L e e el
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Telephone LOngacre 3-6110 License No. 253
M. GALE, P. R.

48 West 48th St. Suite 704
Office Hours 9 to . .

Name Mki. Jalent Bug,e/z, Age_

Address

R

tLLA FTZGERALD and er ORCHESTRA

and o
fHE FOUR INK SPOTS

Sig: Take regularly on any network as a sedative to
avoid nervous prostration due to excess worry about

your radio program.

Have this
prescription filled at m 9a£6
]
GALE. INC.
48 West 48th Street

New York City
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» HAVANA -«

Pan-American Treaty Becomes a Reality

Adopted in Havana on December
17, 1937, the treaty became a reality
with the ratification by Mexico on
December 28, 1939, thus paving the
way for important reallocations of
broadcasting facilities in the United
States, Canada, Cuba, Mexico, Haiti
and the Dominican Republic.

Changes

Nearly 700 stations in the United
States will in some way be affected by
the treaty since all outlets on channcls
above 710 ke. will be moved around any-
where from 10 to 40 ke. higher from
their present frequency. Stations on
1500 ke. may be moved down to 1490 ke.
Number of United States clear channels
are to be increased.

Some of the benefits to be derived
from the treaty have been move or less
anticipated by the FCC in giving many
outlets power boosts, although the pro-
cedure by the FCC at the turn of the
year was to set an effective date for the
reallocations; new frequencies will be-
come operative in December 1940.

Interference

It is understood by all signators to the
treaty that local frequency shifts and
power boosts will not take precedence
over the treaty and that superpowecr
Mexican stations will not crowd the bor-
der so as to cause interference with either

United States or Canadian outlets. Also,
the interference growing out of Cuban
frequencies will be eliminated.
Countries covered by the North Amer-
ican treaty distribute 105 broadeast bands
and while some broadcasters may be
adversely affected by the move, hearings
by the FCC will seek to iron out such
matters. However, ccrtain stipulations
acreed to in the treaty must take prece-
dence in each country, otherwise the
original plan will fail due to the respec-
tive concessions asked by all concerned.

FCC Action

As mentioned above, the FCC has
anticipated ratification and numerous
licensees concerned have already been
notified of proposed changes which affect
them.

One of the nct results will bring the
clear-channel 50,000-watt stations in the
United States up to 63; Mexico will have
15 of these Class I outlets, Canada 14,
Cuba 5, and Newfoundland, Santo Do-
mingo and Haiti, one each. Enginecrs
have worked out the adjustments so that
none of the stations now in operation in
the United States will have to discon-
tinue or be materially curtailed.

Conclusion

Unless unforeseen developments arise,
the Havana Treaty will clear up a some-
what chaotic condition in North America
prevalent for a decade, duc mostlv to
outside conditions.

For Complete Information Regarding Broadcast Stations
in Mexico, Cuba and South
Page 9G1.

America, Please Turn to
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MANAGERS |
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DISTINGUISHED
ARTISTS

RADIO
STAGE
SCREEN
TELEVISION

A & S. LYONS, Inc. |

Hollywood London

Cal. Bank Bldg. Connies, Ltd.
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FREQUENCY
MODLILATION

By ROBERT A. LITZBERG
Associate Editor, RADIO ANNUAL
In its meteoric history of the past
twenty years commercial broadcast-
ing’s progress has been cumulative.
This has been true all the way down
the line; receiving sets have gradu-
ated from crystal type of instru-
ments to the modern push-button mul-
tiple-tubed console models; irans-
mitters have been transformed from
one-room studio-control combinations
to modern plants like Radio City in
New York as the need for larger facil-
ities demanded. During 1939, atten-
tion has been directed to a new sys-
tem of broadcasting known as fre-
quency modulation which completely
reverses the present method of radio
transmission and threatens to obso-
lete the now-used amplitude modula-
tion equipment as well as the 40.000.-
000 radio receiving sets in this
country.
Staticless Radio

This basic invention, which has re-
ceived an unusual amount of publicity in
recent months, was patented in 1933 by
Major Edwin Armstrong. According to
the inventor, his purpose, when he first
started his experiments, was to eliminate
noise and interference and produce a
staticless reception. The result, accord-
ing to observers, is not only staticless
radio but a high fidelity reception which
borders on perfect sound reproduction.

Among the claims made for it as a
superior method of broadcast transmis-
sion is that it possesses characteristics
whereby it is possible to eliminate all
kinds of disturbances including at-
niospheric static, electrical noises and
background signal interference.

Without going into technical detail,
the basic difference between frequency
and amplitude modulation is in the
method of transmitting sound on sound
wave. In the latter system each station
is allotted a narrow wave on which to
operate. To get its signals over this

band, the station has to use considerable
power, with varying strength determined
by the type of sound desired to be trans-
mitted. AM signal is not constant and,
because the power behind it is not at
one level, varies and fades. In the fre-
quency modulation system of transmis-
sion high frequencies are used because
of the need for a wider band for the indi-
vidual station. In this manner the signal
is allowed a wider band on which it
travels from side to side. Sound is im-
posed on the carrier wave by “wobbling”
its frequency over a wave band instead of
varyving the power. Frequency modula-
tion starts with a wave that maintains
its amplitude at all times but a wave
that is always changing its frequency in
accordance with changes in the sounds
affecting the microphone. Power is con-
stant, thus eliminating fading.
Present FM Activity

In 1935 Major Armstrong demonstrated
his FM system before the Institute of
Radio Engineers. Since then FM trans-
mission has graduated from the labora-
tory stage into the practical experimental
period of its development. Several broad-
casters have evidenced an interest in this
work. Pioneers in the development of
FM transmission are John Shepard I1I,
whose Yankee Network has invested over
$250,000 in a transmitter at Paxton,
Mass,, to carry on further experiments
in this new field; Franklin Doolittle of
WDRC, Hartford, whose experimental
transmitter has a regular schedule of
programs; and John V. L. Hogan of
WQXR, New York. Interest among
commercial broadcasters has reached a
point where an organization of stations
experimenting and other interested
parties has been organized. At the first
meeting 49 organizations interested in
frequency modulation attended.

Of the twenty odd stations authorized
to operate using frequency modulation at
the end of 1939 at least nine were broad-
casting on a definite experimental sched-
ule. It is estimated that before Spring
there will be an additional twenty. Re-
ceiving set manufacturers are keeping up
with the trend and four companies have
announced the introduction of new lines
of FM sets, with more to follow.

www americanradiohistorv com


www.americanradiohistory.com

Radio Stations

WAAT (N. Y. Otticey...... ... . .. Clrcle
WABC ... .. . . . Wickersham
WARD .. ... TRiangle
WBBC ... TRiangle
WBBR ... MAin
WBNX ... MEirose
WSAU (N. Y. Office) .... ... ....Wlckersham

CNW . MUrray Hill
WEAF . Clrcle
WEVD ... ... .. s...-...........BRyant
WFAS . Wlsconsin
WGN (N. Y. Office)...... ... . MUrray Hill
WHBI (N. Y. Office) .. ... ... .. . VAnderbilt

WHN ... BRyant
WHOM ... .. ... .. ... .. ... PlLaza
WINS ... ELdorado
WIZ Clrcle
WLTH ... ORchard
WMCA ... . Circle
WNBF (N. Y. Office).......... MUrray Hill
WNEW PlLaza
WNYC ... . .WOrth
WOR .. ... ... ... _PEnnsylvania
WOV-WBIL e Ryant
WOXR ... CO!umbus
WVFW TRiangle
WWRL . .. NEwtown

Yationul Nedworks

Columbia Broadcasting System....Wlckersham
Mutual Broadcasting System... .. PEnnsylvania
National Broadcasting Co....... .... .. Chrcle

5-5780
2-2000
5-3300
5-6690
4-9735
5-0333
2-2000
4-9690
7-8300
8-2360
7-2299
2-3033
6-0785
9-7841
3-4204
5-6100
7-8300
4-1203
6-2200
2-5767
3-3300
2-5600
6-8383
9-6080
5-6366
5-0313
9-3300

2-2000
6-9602
7-8300

9-6084
6-1860
7-0630
2-2174
2-7462
4-3280
2-8284
6-3816
5-4131
2-3734
7-6120

Stalienr Represenialives
John Blair & Co.. ... .. .. ... . .. MUrray Hill
The Branham Co... . .. . ..MUrray Hill
British Broadcasting Corp ........ Clrcle
Bryant-Griffith & Brunson. Inc .. MUrray Hill
Burn-Smith Co. ... ... .. ... ... . . MUrray Hill
Capper Publications, Inc.. .. ... .. .. MOhawk
Cox Tanz. .. ... P MUrray Hiil
Forijpe & Co................ ... .. VAnderbilt
Free & Peters, lnc......... . ... ... . .. Plaza
Furgason & Walker, Inc........ MUrray Hill
Gellatly, Inc. ... ... .. . ... ... ... Clrcle

Arthur H. Hagg & Associates...... VAnderbilt

Headley-Reed Co. ...... .. .. .. .. MUrray Hill
Hearst Radio, Inc......... .. ... ... . .. Laza
George P. Hollingberry Co.. ... ... MUrray Hill
International Radio Sales. . ......... .. Plaza
The Katz Agency .......... .. ..... LOngacre
Joseph Hershey McGillvra. ... ... MUrray Hill
J. P. McKinney. ........... .. ... ...... Clrcle
National Broadcasting Co......... .. ... Clrcle
John H. Perry Associates. .. .. ... .. ... BRyant
Edward Petry & Co...... ... .... MUrray Hill
Radio Advertising Corp.......... MUrray Hill
Radio Sales .................... Wickersham
William G. Rambeau Co.. . .CAledonia

Paul H. Raymer Co....... . . ...MUrray Hill

Reynolds-Fitzgerald, Inc. ... ... ... ELdorado
Sears & Ayer. ... ... ... .. ... ... .... PlLaza
Texas State Network... .......... ... PlLaza
Weed & Co.................. .. VAnderbilt
Howard A. Wiison Co.... . ....... MUrray Hill

Advertising lgencies

Austin & Spector.................. ELdorado
N. W. Ayer &G Son, Inc............... Clrcle

3-1265
3-5470
8-2600
3-8078
8-2600
5-4595
2-8755
7-1178
7-8300
9-3357
2-4401
4-0212
2-2000
5-4940
2-86590
5-7020
8-1312
5-9800
6-4542
6-1230

5-1270
6-0200

&
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Telephone Numbers
in NEW YORK

Badger &G Browning G Hersey......... Clrcle
Batten, Barton, Durstine & Osborn,
Inc. .. Eldorado

Benton & Bowles, Inc........... Wlckersham
Bermingham, Castleman & Pierce,
Inc

..................... ..LExington
The Biow Co., Inc.................. Clrcle
Blackett- Sample Hummert, Inc....Wlckersham
Brooke, Smith, French & Dorrance,

NC. MUrray Hill
Franklin  Bruck Advertising Corp.. .Clrcle
Buchanan & Co......... .......... MEdallion
Campbell-Ewald Co. of N. Y. ..... . .. Clrcle
The Caples Co. ................. MUrray Hill
Cecil-Presbrey, Inc. .......... .. Wickersham
Compton Advertising Inc.... ... ... ... Clrcle
D’Arcy Advertising Co........... .. Eldorado
Donahue & Coe, Inc............. .. COlumbus
Doremus & Co. ........ ... ... .. . . . .. REcter
Sherman & Ellis Co. ............ LAckawanna
Erwin, Wasey & Co................ MOhawk
William Esty & Co........... .. ... CAledonia
Federal Advertising Agency, Inc.....ELdorado
Albert Frank-Guenther Law, Inc....COrtland
Fuller & Smith & Reoss, Inc........ MUrray Hill
Gardner Advertising Co........... COlumbus
J. Stirling Getchell, Inc.......... MUrray Hill
Geyer, Cornell & Newell. Inc....WIlckersham
Lawrence C. Gumbinner Co....... MUrray Hill
Hellwig-Miller Co. ............... LExington
Charles W. Hoyt Co., Inc..... .. MUrray Hill
H. W. Kastor & Sons Advertising Co.

COlumbus
Joseph Katz Co................ Wickersham
Kenyon & Eckhardt, Inc........ . Wickersham
H. M. Kiesewetter Advertising Agency,

Inc. .. LExington
Knox Reeves, Advertising, Inc.. ... MUrray Hill
Arthur Kudner, Inc........ .. .. ..... .. Clrcle
Lambert & Feasley, Inc......... ... COlumbus
Lennen & Mitchell, Inc........ .. MUrray Hill
Lord & Thomas................. Wickersham
Marschalk & Pratt, Inc........ .. VAnderbilt
J. M. Mathes, Inc............. ... LExington
Maxon, Inc........................ ELdorado
McCann-Erickson, Tnc. .......... .. . Clrcle
McKee & Albright.. .. . .. ... ... .. COlumbus
Neff-Rogow, Inc............. .. ..... Clrcle
Newell-Emmett Co., Inc............ AShland
Paris & Peart.................... CAledonia
Peck Advertising Agency.............. PLaza

Pedlar & Ryan,
Redfield-Johnstone,
Ruthrauff & Ryan.

Stack-Goble Advertising Co........... aza
J. D. Tarcher 6 Co.............. ... .. Clrcle
J. Walter Thompson Co............ MOhawk
Tracy-Locke-Dawson ... ... .. . ... AShland
Warwick & Legler. . ... .. ... .... MUrray Hill
Norman Weill, Inc..... ............... PLaza
Wessel Company ................ MUrray Hill
Ward Wheelock Co................ LExington
Young & Rubicam, Inc.... ... ... .. .. AShland
Publications
Advertising Age................... .. BRyant
Advertising & Selling............. CAledonia
Broadcasting and Broadcasting Adver-
tising ... PLaza
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7-3720

5-5800
2-0400

2-7550
6-9300
2-2700

6-1800
7-7661
3-3380
7-6383
6-6500
2-8200
6-2800
5-3765
5-4252
2-1600
4-3570
4-8700
5-1900
5-6400
7-5060
6-5600
5-2000
6-4800
2-5400
2-5680
2-3080
2-0805

5-6135
2-2740
2-3920

2-0025

4-3982
6-320C
5-3721

2-9170
2-6600
6-2022
2-7450
5-2930
5-7000
5-2058
7-4231

4-4900
5-9840
3-0900
5-7700
3-6121

6-6400
3-7444
6-2626
4-7700
4-1690
6-8585
5-3213
6-1566
2-4926
4-8400

9-6432
5-9770

5-8355
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Metronome ..., .. . Clrcle 7-4500
Printers’ Ink ....... ... ... ... .. AShland 4-6500
Radio Advertising (Rates and Data). MOhawk 4-1220
Radio Craft ................ ....... WAlker 5-0730
RADIO DAILY. W lsconsin 7 6336
Radio Guide .................... MUrray Hill 2-4690

Radic & Electric Appliance Journal....Clrcie 7-5842
Radio Markets ...................... PLaza 3-7222
Radio Retailing .................. MEdallion 3-0700
Radio Today ........... ... .......... PLaza 3-1340
Radio Weekly WAlker 5-2576
Standard Advertising Register. ... ..MEdallion 3-5850
Tide ... ... AShland 4-3390
Variety ... ... ... BRyant 9-8153

Yews Agencies and
Issociations

Associated Press ........ . .......... .. Clrcle 6-4111

International News Service....... MUrray Hill 2-0131
News Features, Inc....... ... ... . ... Clrcle 6-1738
Press-Radio Bureau ............. MUrray Hill 2-5670
Radio News Association.......... MUrray Hill 2-4054
Transradio Press Service, Inc...... MUrray Hill 2-4054
United Press .......... ........ MUrray Hill 2-040)
Falent Agencies
James Appell ...... ... ... . . . ..... Clrcle 7-5278
Artists Management Bureau Inc.. MUrray Hill 2-1888
Authors & Artists, Inc.......... . CQlumbus 5-1811
Ayers-Prescott ......... ... . ... .. CGlumbus 5-1811
Batchelor Enterprises, Inc........... ... Clrc’e 6-4224
Herman Bernie ........ o ... VAnderbilt 6-3980
Cowumb:a Artusts, Inc..... ... ... Wickersham 2-2000
Columbia Concerts Corp.......... ..., Clrcle 7-6900
Consolidated Radio Artists, Inc. .COlumbus 5-3580
Evans & Salter........ ... ... ... ... ... Clrcle 7-6900
Fanchon & Marco....... ... .. ... ... . Clrc.e 7-5630
Moe Gale ............. ... ....LOngacre 3-6111
General Amusement Corp............ . .. Clrcle 7-7550
Wiilliam  Gernannt........... ..... VAnderbiit 6-1750
Hesse & McCaffrey. ... . ..... . .... ELdorado 5-1076
International Attractions, Inc..... .. MEdallion 3-1232
Leading Attractions, Inc............... PLaza 3-8093
Ben B. Lipset, dnc...... .. .. ... ... CHickering 4-2466
A. &S Lyons, Inc.. ... ... .. ... PLaza 3-5181
Milis Artists, Inc.. .. .. P Clrcle 7-7162
William Morris Agency, Inc.... ... .. .Clrcle 7-2160
Leo Morrison, Inc.................. ... Clrcle 7-6413
Music Corporation ot America. .. Wickersham 2-8900
NBC Artists Service................ .. Clrcle 7-8300
Harry Norwood ................... ... Clicle 5-8242
Rockweli-O'Keefe, Inc. .............. Clrcie 7-7550
Myron Selznick Co. of N. Y.... ... .. Clrcle 7-6201
Roger White ... ... .. .. .. .. .. .. .. Clrcle 7-4943
Roy Wilson (Wilson, Powell & Hayward) PlLaza 5-5480
Ed Wolf & Associates...... .. ... ... COlumbus 5-1621
WOR Artists Bureau............ PEnnsylvania 6-8383
Progream Producers and

Trauseription and Recording
Companies

A. A. Recording Studios. .. ... . ...EDgecombe 4-7600
Advertisers Recording Service. ... ... . ... Clrcle 6-0141%
Aerogram Corp. ................ MUrray Hill 4-4717
Air Features, Inc. ........ ...... Wlckersham 2-0077
Authors & Artists, Inc........ ... .. COfumbus 5-1811
Associated Music Publishers, Inc.... _BRyant 9-0847
Ayers-Prescott ...... .. ... ... . ..., COlumbus 5-1811
Ted Collins ............. Clrcle 7-0094
Columbia Recording Corp Clrcle 7-7301
Commercial Recording Studios. ... VAnderbilt 6-3008
Decca Records, Inc. ... ......... Olumbus 5-5662
Empire Broadcasting Corp. ............ PlLaza 8-3360
Federal Transcribed Programs, Inc...CAledonia 5-7530
Gellatly, Inc. ....... .. .. ... . .. ... ... Clrcle 7-6120
H. S. Goodman ................. Wickersham 2-3338
Jean V. Grombach, Inc. ............ .. Clrcle 6-6540
Hansen Associates .. ... .. .. LExington 2-5457
Heffelfinger Radio Features....... VAnderbilt 6-2450
Intercontinental Audio Video Corp.....Clrcle 7-4560
Walter Patrick Kelly. ... ....... ... .. Clrcle 5-5780
Langlois & Wentworth ... ........ . Eldorado 5-1620
Phillips H. Llord, Inc............ Wlckersham 2-2213
Charles Michelson . ... .. . ... .. MuUrray Hill 2-3376
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Miller Broadcasting System,  Inc..... .Clrcle
Musicratt Records, Inc.. ..... ...... BRyant
NBC Thesaurus ..................... Clrcle
Lilian Okun, Inc............ ... ... COlumbus
Peterson Radio Productions..... .. .. Wlsconsin
Radio Attractions .................... Clrcle
Radio Events Syndicate ......... MUrray Hill
Radioscript Productions Co. ........... Clrcle
RCA Manufacturing Co. ........... BOgardus
Reeves Sound Studios ............... Clrcle
Rocke Productions, Inc. ............. Clrcle
Henry Souvaine, lnc. ... ....... ... .. Clrcle
Speak-O-Phone Recording &

Equipment Co. ...... ... ..... ... COlumbus
Star Radio Frograms .................. PlLaza
Douglas F. Storer................... Clrcle
Edwin Strong, Inc. ... .. ... ... ...... BRyant
Time Abroad, lnc...... .. ... ... .. ... PlLaza
Transamerican Broadcashng &

Television Corp. ................._. PLaza
Transcribed Radio Shows, Inc........ LOngacre
United States Record Corp............. Clrcle
Universal Recording Co. ............. Clrcle
Victor Recording Laboratory........ BOgardus
Roger White ........ ... ... ..... . ... Clrcle
WHN Transcription Service.......... BRyant
Wiison, Powell & Hayward, Inc.. .. .PlLaza
Wolt Associates ................. COlumbus
WOR Electrical & Recording

Service ... ... ... PEnnsylvania

World Broadcasting System ... ... Wickersham

Organizations. Unions «a

Government Agencies
Actors’ Equity FE BRyant
Advertising Club . ... .. ... .. ..... CAledonia
Advertising Federation of America. .. BRyant
American Association of Advertising

Agencies . .......... ... ..., MOhawk

American Communications
Association
American Federation of

..BOwling Green

Musicians ........ ... .. ... PEnnsylvania
American Federation of Radio

Artists ..o VAnderbilt
ASCAP ... COlumbus
Institute ot Radio Engineers... . .. MEdallion
National Association of Performing

Artists ... oL Clrcle
National Labor Relations Board..... HAnover
New York World's Fair 1940, inc...WOrld's Fair
Radio Club of America........... .. LOngacre
SESAC .. ... .. BRyant
Society of Jewish Composers, Publishers

and Song Writers. ............... LOngacre
Songwriters’ Protective Association. COlumbus

Ruilroad Terminals
Grand Central ...... ... ... ...... MuUrray Hill

Pennsylvania . ................. PEnnsylvania
oiels
Algonquin ... ... .. ... ... .. ... MUrray Hill
Ambassador . .... FE Wilckersham
Astor ... Clrcle
Biltmore .. ... ... ... . ... MUrray Hill
Commodore . ................... MUrray Hill
Edison ... ... ... ... e lrcle
Lincoln ... .. ... ... ... ... ... ... Clrcle
Lombardy ...... ... ... . . ... ... .. PLaza
New Yorker ............. ........ MEtdallion
New Weston ........ ... ... .. ... .... PLaza
Park Central ... .. ... . .. ... ... . .... Clicle
Fennsylvania .......... .. ... ... PEnnsylvania
Plaza .......... ... . ... ... ... ... PLaza
Ritz Carlton ... ... ... . ... ... ....... PlLaza
Ritz Tower .. ....... ... . ....... Wickersham
Roosevelt ... .................. MuUrray Hill
St. Moritz .. Wickersham
St. Regis ............... . PLaza
Savoy Plaza ..................... VOlunteer
Sherry Netherland ................ VOlunteer
Vanderbilt .. ........ ... ... ...... AShland
Waldorf-Astoria  ............... ... Eldorado
Warwiek ....... .. ... o Clrcle
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6-0141
9-6565
7-8300
5-0600
7-0069
7-4483
6-3487
7-2849
4-6200
6-6686
7-7630
7-5566

5-1350
3-4991
7-1150
9-5758
3-3015

5-9800
5-3440
5-7199
5-4395
4-6200
7-4943
9-7800
5-5480
5-1621

6-8383
2-2100

ndd

9-3550
5-1810
9-0430

4-7932
9-3005
6-2545

6-1810
5-7464
3.5661

7-8194
2 4174
61.12
5-6622
9-3223

5-9124
5-3758

6-9100
6-5602

2-0101
2-1000
6-6000
2-7920
6-6000
6-5000
6-4500
3-8600
3-100¢C
3-4800
7-8000
6-5000
3-1740
3-4600
2-5000
6-9200
2-5800
3-4500
5-2600
5-2800
4-4000
5-3000
7-2700


www.americanradiohistory.com

Radio Stations

KECA .. ... ... FAirfax 2121
KFAC ... Fltzroy 1231
KFl .. Richmond 6111
KFOX . ... MUtual 2510
KFVD DRexel 2391
KFWB .. .. . ....HEmpstead 5151
KGER ... . ... . ... ... ... MAdison 2551
KGF) ... PRospect 2434
KH) VAndyke 7111
KIEV ... . CHapman 5-2388
KMPC . BRadshaw 2-1166
KMTR .. Hlllside 1161
KNX o HOllywood 1212
KRKD ... ... TUcker 7111
XEMO-XERB (L. A. Office).. ... ... .. PRospect 9136
Networks

Columbia Broadcasting System..... .. HOHywood 1212

Between 10 P.M. and 8:30 A.M...HOliywood 7052
Don Lee Broadcasting System..... .. .VAndyke 7111
Mutual Broadcasting System... . ..VAndyke 711N
National Broadcasting Co.... ... ... . HOllywood 6161

Station Representiatives

Walter

Biddick Co......... ... ... ... Richmond
R. J. Bidwell Co.............. .. .. . . PRospect
John Blair & Co......... ... . .. .. .. PRospect
The Branham Co. ................... Mlchigan
Free & Peters, Inc............. .. ... .. VAndike
McClatchy Broadcasting Co............. TUcker
Joseph  Hershey McGillvra. ... ... . ... PRospect
National Broadcasting Co. .......... HOllywood
Edward Petry & Co.................. Michigan
Radio Sales ...................... HOllywood
Paul H. Raymer Co.................. VAndike
Reynolds-Fitzgerald, Inc. .............. TUcker

Advertising Agencies

Alber R. H. Company................. PRospect
Barnes Chase Co. ................... PRospect

Batten, Barton, Durstine & Osborn... HOllywood
Benton & Bowles Inc.................. Hlllside
Botsford, Constantine & Gardner...... PRospect
Brisacher, Emil & Staff.... .. ... ...... PRospect
Buchanan & Company, Inc............. Mlchigan
Campbell-Ewald Company ............ PRospect
The Caples Co..oovvvnevnninnnnen..t PRospect
Erwin, Wasey & Company............. PRospect

6184
3746
3584
1269
0569
8350
1975
3631

8729
1212
1901

2474

3331
4118
7337
9151
0206
9368
2156
1275
4143
5317

IMPORTANT RADIO

Telephone Numbers
in LOS ANGELES
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Glasser Advertising Agency.......... .. Fltzroy 2141
Hiliman-Shane Advertising Agency Inc. VAndyke 5111

Hixson-O’Donnell  Advertising ...... .. MUtual 8331
Lenner & Mitchell. ... .. ... ... . .. CRestview 1-5206
Lockwood-Shackelford Advertising

Agency ............. ... ... TRinity 9801
Lord & Thomas ................... HOflywood 626%
McCann-Erickson Inc. ........ ....... Michigan 4045
Miner, Dan B. ...... ... .. ... ..... Rlchmond 3101
Morgan, Raymond R. Co. ..... ... ... HEmpstead 4194
Needham, Louis & Brorby............. GRanite 8803
Neisser-Meyerhoff, Inc. ............ . MAdison 1151
Ruthrauff & Ryan Inc. ....... ... ... .. Hlliside 7593
Scholts Advertising Service........... MIchigan 2396
Barton A. Stebbins Advertising Agency. . TRinity 8821
Thompson, J. Walter Co.............. Hlllside 7241
Ward Wheelock Co. ................. Hlllside 1091
Weinberg, Milton, Advertising Co....... TUcker 4111
Young & Rubicam Inc. ........ . ... HOllywood 2734

Program Producers and
Transerviption and Recording
Companies

Aerogram, Inc. ............ . ... ..... Hlllside 7211
Associated Transcriptions of Hollywood. . Htllside 4229

Walter Biddick Co. ............... Richmond 6184
Columbia Recording Corp............. .. GRanite 4134
Paul Cruger ... ... ... .......... HOllywood 9352
Davis & Schwegler... . ..... ... ... .. .. TRinity 2006

Eccles Disc Recordings ............... Hlllside 5257
Electro-Vox Recording Studios ..... Gladstone 2189
Fields Bros. Radio Corp. ........... HOIllywood 7305
irving Fogel G Associates ......... HOllywood 5107
Hollywood Recording Co............. GLadstone 2191
Lippe & Lazarus Productions........ .. WAInut 2445
C. P. MacGregor ..................... Fltzroy 4191

R. U. Mcintosh & Associates.......... SUnset 2-9275
Mertens & Price ............. ........ DRexel 1118
Raymond R. Morgan Co. ............ HEmpstead 4194
Music Corporation of America..... BRadshaw 2-3211
NBC Radio-Recording Division....... HOllywood 6161
Radioaids, Inc. .................... HOllywood 5107
Radio Producers of Hollywood....... HOllywood 6288

Radio Recorders, Inc. .............. HOllywood 3917
Radio Transcriptions Co. of America. Hollywood 3545

RCA Manufacturing Co. ............. Hlllside 5171
Rec-Art Studios .................... PRospect 9232

Edward Sloman Productions....... CRestview 1-2242
Speed-Q Sound Effects............... PRospect 2035
Standard Radio, Inc. ................. Hlllside 0188

Twentieth Century International

Radlo Newsreel .. ................ Hillside 1161
Wolf Associates, Inc................. Gladstone 6676
World Broadcasting System......... HOllywood 6321
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Radio Artisis Agencies
Batchelor Agency, Walter .. . .. CRestview 1-8181
Columbia Artists Bureau . ...... ... HOllywood 6365
Columbia Management of Calif.. ... HOIllywood 6365
Consolidated Radio Artists. ... ....... Hlllside 7124

Everett N. Crosby, Ltd. . . .BRadshaw 2-2771
Dolan & Doane ................ .CRestview 1-9185
Fanchon & Marco ... ......... HOllywood 5341
Irwin, Lou ........ e OXtord 1005
KMTR Artists Bureau. ... .HOl!'ywood 0777
Lee Artists Service, Thomas ....YAndike 171
Lyons., A. & S.. .. .. BRadshaw 2-2893
Morris Agency. William. ... ... .. CRestview 1-6161
Morrison. Leo ..... ......... .. .CRestview 1-9191
Music Corporation cf America. ... .BRadshaw 2-3211
NBC Artists Service. ..HO!lywood 6161
Rockwel-O'Keete. Inc. _ . .CRestview 1-8101
Selznick, Myron ... ... ... .. CRestview 1-9171
Swanson, H. N. ..CRestvies 1-5115
Publications

The Broadcaster P Gladstone 7353
Broadcasting & Broadcast

Advertising . ... ... ... .ClLadstone 7353
Daily Variety . ... .. ...... ... .. .HOllywood 1141
Printers’ Ink ... .. ... . ... .. ... ... Mlchigan 7701

.TUcker 9706
.GRanite 6607

kadio Advertising (Rates and Datal
RADIO DAILY..

Radio Guide ..GXford 2061

Variety ... ....... . .Hollywood 1141

Western Advertising .. ... . ... VAndyke 6320
Air Lines

American Airlin-< .Mlchigan 8822

Grand Central A'r Ter:ninarl CHapman 5-1222
Los Angeles Municival Alrport. . .. .. THornwald 1126
Pan American Airways. .. ... ... . ..... Mlchigan 2121

TWA ... . . .Mlchigan 8881
Union Air Terminal CHarleston 6-2161
United Air Llines . .. ... ... ... ... TRinity 4771

Sport Arenas

American Legion
(Stadium-H>!lywocd)

Los Angeles Coliseum

Gilmore 5tadium

..... HO.tywood 2951
..... Richmond 6391
.. WHitney 1163

Railway Terminals

........... Muttual 0111
......Mlchigan 6161
TRinity 9211

Santa Fe .
Southern Pacitic
Union Facific

Ambassador Motel
Biltmore - Motel

........ DRexel 7011
..... Mlchigan 1011
Christie Hotet ... . ... .. ... .. .. .HOllywood 2241
Clark Motel . ... ....... ........... MIchigan 4121
Del Monte Hotel (L. A. Oftfices) ... EXposition 9767
Ensenada Hotel Playa. ... ... ... ... ... MUtual 5544
Garden of Allah Hotel......... . ... HOllywood 3581
Hollywood Hotel ......... ... ...... HEmpstead 4181
Hollywood Knickerbocker ... ....... Gladstone 3171
Hollywood Plaxa Hotel ... ... ... ... GlLadstone 1131
Roosevelt Hotel .................. HOllywood 2442
The Town House ................. EXposition 1234
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IMPORTANT RADIO AND GOVERN-
MENT TELEPHONE NUMBERS IN
Washington, D. C.

Federal Departments and

Agencies

White House .. ... . ..... ... .. .. .NAtional
State Department . .. ... .. ..., . .. . ... Dlistrict
Treasury Department . ............... NAtional
War Department ... . ... .. ... .. ... NAtional
Justice Department ... ............. NAtional
Post Office Department . ... ... .. .. .. District
Navy Department ... ......... .. ..... Dlstrict
Interior Department

(Qtfice of Education}........... ... REpublic
Agriculture Department ... ... .. ... REpublic
Commerce Department .......... .. .... District
Labor Department .................. NAtional
Federal Trade Commission ......... .. NAtional
FEDERAL COMMUNCATIONS

COMMISSION ... ... ... ...... District
Securities Exchange Commission ... Dlstrict
National Labor Relations Board. .. .. ... NAtional
Wage & MHour Administration.. ... . .. NAtional
Social Security Board .......... ... ... District

Supreme Court of the U. S. ... ... .. .. NAtional
D. C. Court of Appeals........ ... ... NAtionai
U. S. District Court f(for D. C) ... .. .. District
Capitol (Senate and House) .. ... .. .. NAtional

Non-Governmental

National Association ot Broadcasters... NAtional
Radio Manutacturers” Association. . ... NAtional
National Press Ciub........... .. MEtropolitan
Radio Stations
WISV Lo .MEtropolitan
WMAL-WRC ........ ... ... ... .. REpublic
woL ... . MEtropolitan
Hotels
Carleton Motel ... ... .. . . . . .. MEtropolitan
Mayflower Hotel ..... .. ... ... ..... District
Raleigh Hotel ..... . . ..... ... .. . . .. NAtional
Willard Hotel ..... ... ..... ... .. ... NAtional

News Services

Associated Press ... ... ... . ... ... District
International News Service........... NAtional
Transradio Press .................... NAtional
United Press ................... . ... NAtional

Railway Terminals

Baltimore & Ohio R. R. ............. District
Pennsylvania R. R. .................... District
Union Station ..................... NAtional
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1414
4510
6400
2520
0185
5360
2900

1820
4142
2200
8472
8206

1654
3633
9716
8472
2812
5321
4624
2854
3120

2080
4901
0345

3200
4000
0012

2626
3000
g0
4420

1500
1733
1178
9052

3300
1424
2760
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GENERAL AMUSEMENT CORPORATION

Fhomes G. Raockewell, forescdent
NE W YORK: CHITCAGCO ¢« HOLLYWOOD - LONDUGON
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Radio Stations

CKLW (Chicago office)........ ... WHItchall 4262
KSTP (Chicago office)............... SUPerior

WAAF RANdolph

WBBM ... WHItehall 6000
WCAU (Chicago office)................ STAte 0366
WCBD . SEEly 8066
WCFL SUPerior

WCRW DiVersey 4440
WEDC .. ... CRAwford

WENR ... ....SUPerior 8300
WGES .. SEEly 8066
WGN SUPerior 0100
WHFC ... . LAWndale 8228
WHIP ... SUPerior 5200
WHN (Chicago office). ... ....RANdo'ph 5254

WIND (Chicago office) ................ STAte 4176
WHD STAte 5466
WLS HAYmarket 7500
WLW (Chicago office)................. STAte 0366
WMAQ ... . 8300
WMBL

WMCA (Chicago officc)..... ... ....... 9493
WOR (Chicago office) .............. 5110
WSBC .. 8066
WSA] (Chicago office) . 0366
WWAE (Chicago office}... 4300

National Networks

Columbia Broadcasting System..... .. WHltehall 6000
Mutual Broadcasting System........... SUPerior 0100
National Broadcasting Co............. SUPerior 8300

Station Representalives

Allied Representation Co............... CENtral 2079
John Blair & Co....... .. ... L SUPerior 8660
The Branham Co...................... CENtral 5726
Bryant, Gritfith & Brunson, Inc....... ANDover

Burn-Smith Co. ..................... CENtrat 4270
Cox & Tanz........................ FRAnklin 2095
Forjoe & Co............ ... ... ..... ANDover

Free & Feters....................... FRAnklin 6373
Furgason & Walker, Inc....... .. ...... STAte 5262
Arthur Hagg & Associates........ ..... CENtral 7553
Headley-Reed Co. .................. FRAnklin 4687

George P. Hollingbery
International Radio Sales. ..
The Katz Agency

Joseph Hershey McGillvra............. SUPerior 3444
J. R. McKinney & Son....... ... ..... SUPerior 9866
National Broadcasting Co. ........... SUPerior 8300
John H. Perry Associates............ HARrison 8085
Edward Petry & Co................. DELaware 8600
Radio Sales ....................... WHItehal!l 6000
Radio Advertising Corp........... ... WHltehall 4262
William G. Rambeau Co........... ... ANDover 5566
Paul H. Raymer Co .. ...SUPerior 4473
Reynolds-Fitzgerald, e STAte 4294
Sears & Ayer........................ SUPerior 8177
Texas State Network.............. .. WHiltehall 6747
Weed & Co............ ... ... ... RANdolph 7730
Howard H. Wilson Co................. CENtral 8744

Advertising Agencies

Aubrey, Moore & Wallace lInc....... RANdolph 0830
N. W. Ayer & Son, Inc........... ... RANdolph 3456
..CENtral 4231

Beaumont & Hohman, Inc.
Batten, Barton, Durstine &

Osborn, Inc. ...................... SUPerior 9201
Beaumont & Hohman, Inc. ........... CENtral 4231
Blackett-Sample-Hummert, Inc. ...... DEArborn 0900

................. STAte 2898
.CENtral 4547
..CENtral 4238
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William Blair Baggaley, Inc...... ....... STAte 2154
Buchanan Co. ... SUPerior 3047
Leo Burnett Co. ..................... CENtral 5959
Campbell-Ewald Co. ................. CENtral 1946
Caples Co. 6016
Cecil-Presbrey 5255
Compton Advertising .................. STAte 8747
Critchfield & Co. .................. SUPerior 3061
Doremus & Co. ...................... CENtral 9132
John H. Dunham Co............... ... .. STAte 0511
Sherman K. Ellis & Co.............. HARrison 8612
Erwin, Wasey & Co., Ltd.... . ....... RANdolph 4952
Albert Frank-Guenther Law, Inc...... DEArborn 8910
J. Stirting Getchell....... ... ...... HARrison 2606
Henri, Hurst & McDonald, Inc......... SUPerior 3000
H. W. Kastor Advertising Co., Inc...... CENtral 5331
Lord & Thomas ..................... SUPerior 4800
Maxon, Inc. ... .. ... .. ... ... DELaware 3536
Hays, MacFarland & Co............. RANdolph 9360
McCann-Erickson, Inc. .............. WEBster 3701
McJunkin Advertising Co............... STAte 5060
Needham, Llouis, & Brorby, Inc.......... STAte 5152
Neisser-Meyerhoff, Inc. ... .. ....... DELawarc 7860
Roche, Williams & Cunnyngham...... HARrison 8490
Rogers & Smith ......... ... ........ DEArborn 0021
Ruthrauff & Ryan, Inc. ......... ... RANdolph 2625

Sherman & Marquette, Inc... ..DELaware 8000
Stack-Goble Advertising Agency.....RANdolph 0160
J. Walter Thompson Co............. SUPerior 0303
Wade Advertising Agency............... STAte 7369
Wessel Co. ............. il VICtory 1300
Young & Rubicam, Inc. ............... CENtral 3144

Program Producers and
Transcription and Recordi
Companies

Chicago Recording Studios
Decca Records, Inc.
Jones & Hawley

ng

............ WEBster 7288
................ DELaware 8800
STAte 5096

Estelle Lutz Artists Bureau........... HARrison 6061
Harry Martin Enterprises ........... RANdolph 3842
Music Corporation of America....... DELaware 1100
Donna Parker Productions........... . WEBster 2277
Press Radio Features .............. RANdolph 9333
RCA Manufacturing Co. ............ DELaware 4774
Radio Recording Studios .......... EDGewater 6461
Norman Ross .................. ... SUPerior 2168
Sclviair Broadcasting System ........ RANdolph 8877
Standard Radio, Inc. .. ......... ... .. .. STAte 3153
Transamerican Broadcasting &

Television Corp. .................... STAte 0366
L. A. Weinratt & Associates.......... .. STAte 4207
Carl Wester & Co.................... RANdolph 6922
World Broadcasting System ...... .... SUPerior 9114

News Agencies and
Associations

Associated Press ...................... STAte 7700
International News Service........... ANDover 1234
Transradio Press Service .............. STAte 8091

United Press

....................... RANdolph 3666

Organizations and Unions

Actor’'s Equity ........... . ..... WELlington 6377
American Federation of Musicians. ..., .. STAte 0063
American Federation of Radio Artists...SUPerior 6517
ASCAD .. RANdolph 1805
University  Broadcasting Council ... ... CENtral 201§
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ESTABLISHED 1898

“The Agency of

Show. Business’’

offers to advertising agencies an imposing array
of name talent—star singers, actors, comedians,
writers—scripts and serial ideas, popular dance
orchestras and musical conductors with estab-

lished reputations.

“Jbe Agency of Shour Business’’

offers to performers and writers assurance of a
service that, since its inauguration in 1898, has
developed more talent from novice to estab-
lished star than any other agency in show busi-
ness, a service reaching into every field of the

entertainment world.

WILLIAM MORRIS AGENCY

INC.

RADIO CITY, NEW YORK

LONDON CHICAGO HOLLYWOOD

; e e R

|
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AIR SCHOOL

200,000 Classrooms Listen to CBS Air School

By STERLING FISHER
CBS Director of Talks

and Education

1939 has been a significant year
for radio education. Today. Colum-
bia’s American School of the Air
can be called the largest educational
Its daily
classes have seven and a half mil-
lion pupils in 200.000 classrooms
throughout the country. Nine states
have officially adopted the School of

institution in the world.

the Air as part of their education cur-

riculum. Hundreds of cities have

done the same. The five programs of
the School of the Air are now being
produced and promoted in coopera-
tion with the National Education As-
sociation, representing 983,000 schoo:-
teachers.

Growth

This year’s startling growth in class-
room education by radio is partly due to
new organizational methods set up by
Columbia. A few Columbia stations in
the past had local education directors.
Last August a drive was started to make
this network-wide. Now there are 110
education directors of Columbia stations.
In addition, five regional directors have
been appointed: Lloyd del Castillo for
the New England area; Michael R. Han-
na for the east central states; William
C. Winter for the south; Mrs. L. S.

Schwartz for the midwest; and Mys.
Frances Farmer Wilder for the west.

The American School of the Air started
as a nationwide series of educational pro-
grams. It is now becoming a nationwide
cducational organization. The programs
are intended for local use, to enter the
local classrooms. But CBS, with its edu-
cational headquarters in New York, had
never before been able to cope properly
with the multitude of local problems.
Letters had poured in—from Yankton,
South Dakota to Portland, Maine—ask-
ing all sorts of questions. How can our
schools get radios? How can we break
down local prejudices against radio edu-
cation? How can the hourly schedules
of the pupils be fitted in with the broad-
cast time? These problems are now be-
ing handled locally—as they should be.
Local education directors—with both ra-
dio and education experience—consult
with school principals, with parent-
teacher associations. Many of them
teach courses in local teachers’ colleges
on how to use radio to best educational
advantage. They attend local and re-
zional education conventions and demon-
strate the workings of the School of
the Air.

Participation
One of our School of the Air programs
this fall has been designed particularly
for local participation—the Friday “This
Living World” series. Last spring New
York City high schools agreed on an ex-

perimental basis to allow broadcasting

e e e ——— e
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of this program from the auditorium of
a different high school each week before
audiences averaging 2,000 pupils, They
permitted their students to go on the
air for ten minutes of the program to
discuss informally the national problems
presented to them in dramatie form. Stu-
dents and teachers alike were enthusias-
tic about it. Tt was continued this fall.
Now the plan is being adopted all over
the country. In scores of cities, students
arc gathering in their high school audi-
toriums to listen to the first half of the
program oviginating in New York. Then
they go on the air themselves in a local
broadcast of their own views, A typical
from Milwaukee:

reaction comes

“ .. training American youth to appre-
ciate its greatest heritage, freedom of

speech.”
Consultants

Another organizational change is now
making the American School of the Air
and other educational series not only
Columbia’s projects, but products of the
ideas of educators all across the country.
A new board of educational consultants
is being appointed by CBS, 550 members
representing  educators in all parts of
the country. The National Eduecation
Association has been asked to appoint a
six-niember steering committee, which
can meet in New York or Washington for
In addition, the
education director of each CBS station

any quick decisions.

will appoint a five or six-member board
of consultants, including the local super-
intendent of schools and a representative
of the local parent-teacher association.
Their job will be mainly to advise on
proper utilization of educational pro-
grams and questions of curriculum. Thus
the School of the Air and other programs
will become more vitally the product of

the educational needs of the country.

Programming

In the field of programming, Columbia
has been specializing during the past
vear in the development of programs

emphasizing the dewmocratic process.
Three forum programs, “This Living
World,” “Bull Session” and “The People’s
Platform” bring high school and college
students, and adults—just plain John
Citizens—to the air to discuss informally

current problems. “Bull Session,” ineci-

dentally, was a local program, developed
in Chicago, which attained such wide
popularity that it was brought to the

network. Local education directors arc

being encouraged to develop their own
series along these lines.

Other programs in the same sphere arc
“Democracy in Action,” produced in co-

operation with the U. S. Office of Educa-
tion, which tells of the processes of demo-
cratic government; “What Price Amer-
ica?”, produced with the department of
the Interior, about the conservation of
our natural resources; “Frontiers of
Democracy,” exploring the opportunities
for youth under our system; “Americans
at Work,” nmow in its second year of
bringing working America before the
microphone.

New Experiment

One of Columbia’s notable experiments
this ycar was the broadcasting in co-
operation with the University of Chicago
of “The Human Adventure,” an experi-
mental series of eight full-hour pro-
grams, dramatizing the cultural and in-
tellectual contributions of universities.
Next February, the series will return to
the air.

Reaction to Columbia’s educational
programs can be best expressed by one
anecdote. Children at the Honomu school
in Hawaii had no radio and wanted to
listen to Columbia’s American School of
the Air. They didn't wait for a dona-
tion; they organized a school party,
charged every child admission and
bought a radio with the procceds.
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MY GANG'S *A-COMIN'! |f;
GET READY FOR '

EXTRA SALES!

Spreading the Good Word

*One reason for the Red Network’s ability
to produce extra sales results. . .
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Take \udienee . No other net-
work offers advertisers aregular listen-
ing andience as large as the Red's: In
addition, more Families “listen most™
to the Red than to any other network.
A CAB rating on the Red means «
greater natiomeide audience for a pro-
gram than the same rating on any other

neticork!

Tuke I'aci Iilil‘.ﬂ ...Not ()nl_\' doves
the Red Network offer you more pow -
er, more stations on the desirable (re.
quencies- —more clear channel stations
than any other network. bue beter
slations as well! The kind of stations
that bauild an awdience with clean-cut.

1'&[.\)' l'('('(‘l)li()ll U" l)()')lllilr ])ru;:runl.\'.

o o 1] N .
Fake Programs= . | fver «inee
network  broadeasting hegan seven-
teen vears ago, the Red has set the

Andd

CAB hegan cheeking program appeal
o = oprog Pl

wosram lee, over Sinl"' ”)l‘
proz= |

There are other reasous, too...reasons that

prove why year after year NBC Red Network

is the conntry’s No. 1 advertising medium!

in 1930, this network has broadcast
the magority of the most popular day
and night-time shows. In addition,
the Red -—yearin and vear ont, walks
off with the overwhelming majority

of honorsin program popularity polls,

Take Selling Power | The vol-

ume of business placed with the Red
Network by the comntry’s leading ad-
vertisers is eloquent testimony Lo this
network’s selling power. Fvery vear
stnee Lthe beginning of network broad-
casting more advertisers have used
the Red than any other network. In
1039 national advertisers insested
2310982163 in the Red —more mones
than 1was spent in anv other single ad-
certising medium in the world.

T'he Red will bring von extra sales

results!

Nnmonan Broavcasting Co.

{ Radeo Corporation of Lmecica Nervice

Nac BB NETwoRK

The network most people listen to most
www americanradiohistorv com
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HISTORYV
MAKRERS

% OF 1939

Brief reviews of leaders in

the indusiry whese activi-

ties in 1939 made possible
radio’s greatest year.
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BEN BERNIE
The Ol Maestro

| NQ;{;‘;A |

Heard over CBS, Sundays at
5:30 P. M. EST. for Good Old
Half and Half Smoking

Tobacco . . . Yowsah!

08
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_RADIO HISTORY MAKERS OF 1939 * * °

o JAMES L. FLY °

Assuming office
as Chairman of
the FCC on Sept.
5, the successor to
Frank R, McNinch
lost no time in

making an €x-
haustive study of
the duties that

confronted him in
a somewhat tur-
bulent organiza-
tion. Although it
appeared that Fly
had picked up a
“hot one”, he applied himself thoroughly,
even to the extent of coming out flatly
in favor of the NAB Code.

® LENOX R. LOHR ®
Re-organization
of the executive
set-up of NBC,
the advent of tele,
comrmercial short-
wave and personal
tour of NBC out-
lets throughout
the U. S, kept the
NBC chief on the
go during the en-
tire year. One
tribute is the fact
, that NBC again
broke the all-time
high cumulative billing record during
1939.

'_”’%’.«\

® NEVILLE MILLER ®

Serving his in-
itial first term as
the paid president
of the NAB, Mil-
ler has been work-
ing day and night
during the past
year on Ascap,
AFM, and Code
problems which
confront the NAB.
Instruinental in
forming Broadcast
Music, Inc., Miller
spent virtually all
of his time during late 1939 and early days
of 1940 on BMI activitly.

99

° DAVID SARNOFF °

The past year
saw a dream come
true for the RCA
prexy when RCA-
NBC televisionj@
became a reality
and made its de-
but to the public i
at the World’'sf
Fair. A firm be-
liever in the
audio - visual art,
Sarnoff continues
to be the No. 1]
man guiding its
destinies and the coming year is fully
expected to further develop the art, what
with limited commercial tele being per-
mitted.

o WILLIAM S. PALEY °

Acquisition of
Columbia Record-
ing Corp., active
work being start-
ed on additional
property acguired
to house the ex-
panded, fast-mov-
ing network, and
thorough coverage
of the European
situation were
only a few of the
important matters
that concerned R
CBS’s president during 1939. Other ac-
tivity is reflected in a banner business
vear.

] ALFRED J. McCOSKER ]

Aiding in broad-
casting the World
Series on an
exclusive basis
for Gillette, and
guiding MBS to
a new all-time
high in billings
kept McCosker on
the go during ’39.
In addition, he
took time out to
address many or-
ganizations on ra-
dio, and lead a
most successful drive for his favorite
charity, a cardiac foundation.
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WE THANK OUR LUCKY STARS!

Eddie Cantor Al Jolson
*
A
Joe Penner
| ji7~/1’11/y Durante Bob Burns

‘ X
‘ *
Ed Wynn

Jack H alej

Jack Pearl

o~

T'he Mad Russian

*
¥ e
Parkyakarkas W. C. Fields
¥
Milton Berle Lo Holtz Jack Oakie
*
Ben Blue
Willie & Engene Howard Three Stooges

CURRENTLY WRITING THE JOE PENNER WARD’S TIP TOP SHOW

Pictures: Radio City Revels M # B é !

Shows: George White’s Scandals (1940) 77

For Fall Production: Riding High (Musical) d
Management:

LOUIS SHURR Zc&&’e Dauvid

New York and Hollywood
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