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NBC ARTISTS SERVICE 
GEORGE ENGLES MANAGING DIRECTOR 

An organization whose 

extensive facilitiespermit 

it to offer a more brilliant array 

of representative artists than 

any other agency of its kind. 

These are available, not only 

to Broadcast Advertisers in 

particular, but for every form 

* * * 

* * * 

of public entertainment 

or private function, 

including lectures, concerts, 

recitals, conventions, dances, 

banquets, stage productions, 

motion pictures and phono- 

graph recording. Inquiries 

receive immediate attention. 

* 
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An Open Letter to Advertisers 

From Five to Fifty Kilowatts 

w 
c 
c 
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WCCO will have in operation in the summer of 1932 

3ne of the finest fifty- kilowatt transmitters in the 
world -a masterpiece of Western Electric engineering. 
Installation has already started. 

The service area of WCCO after this installation can 

only be estimated. In Minnesota, Wisconsin, Iowa, the 
Dakotas, Nebraska, eastern Montana and the peninsula of 
Michigan this new transmitter will establish a new stand- 
ard of broadcast service. 

However, the essential story of WCCO's commercial 
value will be unaltered. It is the story of service to a great 
community. 

With the fifty kilowatts WCCO will continue to domi- 

nate the Twin Cities and the Northwest. In addition, it 
will reach the most remote corners of this rich and fertile 
area -sections where today no radio service is completely 
dependable. 

This great Northwest territory is a region of enormous 

natural wealth; of courageous people, and of a prosperity 
deeply rooted into the earth itself. 

With fifty kilowatts as with five, WCCO will devote 

itself to the service of the great Northwest. 

Northwestern Broadcasting, Inc. 
Minneapolis, Minnesota 

H. A. BELLOWS, Pres. E. H. GAMMONS, V. Pres. 
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ATLANTIC CITY A City of Homes in addition to 

its Famous Hotels and Boardwalk 

5000 WATTS 

Atlantic City is visited by millions 
from all parts of the world -its 
doings and activities are of in- 
terest at all times. 
WPG IS KEY STATION for 
the entire Columbia Broadcasting 
System several times each week. 
Over a million radio sets located 
in the good service area of WPG. 
Our location on the Atlantic 
seaboard gives a strong over 
water signal the length of the 
entire coast. The listener tunes 
to-WPG for programs they 
want to hear -tell them your 
story. 
A radio survey by the Columbia 
Broadcasting System shows a 
population over ten million in 

WP G 

WPG 
the good coverage area of WPG. 
In addition an inquiry directed to 
the chambers of commerce in a 
limited list of cities with a popu- 
lation over five thousand shows: 
*WPG is listened to regularly 
by- 
30 cities in Connecticut 
22 cities in Florida 
23 cities in Maine 
34 cities in Massachusetts 
13 cities in New Hampshire 
6 cities in Rhode Island 

12 cities in Vermont 
*Above list is in addition to fig- 

ures shown in good coverage 
market data. 
(List of individual cities in each 

state may be had upon request.) 

CLEARED NATIONAL 
CHANNEL 

MARKET DATA 
Local Coverage 

Population 256,193 
Families 62,486 
Radio Sets _ _ 28,539 
Radio Listeners 88,470 
Residence Telephones_ 25,461 
Passenger Automobiles 49,413 
Bank Deposits $127,875,000 

Good Coverage 

Population 10,086,918 
Families _____.._ 2,460,223 
Radio Sets 1,094,947 
Radio Listeners 3,394,336 
Residence Telephones_ 975,329 
Passenger Automobiles 1,416,974 
Bank Deposits $5,841,079,000 

roadcasting Co or . tion 
Operated by the COLUMBIA BROADCASTING SYSTEM 

STUDIOS LOCATED IN THE WORLD'S LARGEST AUDITORIUM DIRECTLY ON 
THE FAMOUS BOARDWALK, ATLANTIC CITY 
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Bamberger Broadcasting Service, Inc. 
131 Market Street 

NEWARK TELEPHONE Newark, N. J. REPLY TO 
MARKET2 -1212 1440 BROADWAY 

NEW YORK O R TEL. PENN. 6 -8383 

Mr. Thoughtful Advertising Agent 
One Alert Avenue is 

Broadcasting in the 
Summer Season. 

RE: SUMMER BROADCASTING 

Dear Sir: 

June 1, 1932. 

Ten years ago summer broadcasting was considered a 

waste of time. In the intervening years, radio has progressed 

more rapidly than any other business in a similar space of time. 

High power transmission from major stations, together with im- 

proved reception made possible by the perfection of radio sets 

during the last three years, have practically eliminated STATIC, 

the only bar to perfect summer reception in the good old days. 

Listener mail discloses our summer listening audience 

is comparable to that of the winter season. There is a tremen- 

dous increase of summer listeners today as compared to only a few 

years ago. 

Do not permit the old bug -a -boo of radio's infant days 

to keep you from doing a good job for your clients during this 

coming summer. 

Your clients are keenly interested in radio. Get the 

jump on their competitors by utilizing radio this season. An 

intelligent presentation by radio will crystallize thousands of 

sales that otherwise might be lost. 

Cordially yours, 

STATION W 0 R 
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Commission Approval of U. S. Radio Seen 
Lafount Forecasts Senate Report Findings in Address 
To Education Council; Advertising Issues Aired 

Mr. Lafount 

CONTINUANCE 
of the existing 
system of private enterprise in 
broadcasting will 
be recommended 
to Congress by 
the Radio Com- 
mission shortly in 
a voluminous re- 
port covering its 
far - reaching in- 

quiry into commercial broadcasting 
undertaken pursuant to the Cou- 
zens -Dill resolution (S. Res. 129) 
adopted last January. 

That this conclusion has been 
reached, was clearly indicated by 
Radio Commissioner Harold A. La- 
fount June 20 in an address before 
the second annual assembly of the 
National Advisory Council of Radio 
in Education at Buffalo. He ap- 
peared as the Commission's official 
spokesman, and while he did not 
allude to the report to Congress, 
he said the Commission, after a 
careful study of world broadcast- 
ing "is of the opinion that the 
American system has produced the 
best form of radio entertainment 
to be found anywhere." 

Other facts and figures quoted 
by the commissioner respecting 
commercial broadcasting obviously 
were based on the inquiry in which 
the Commission probed the entire 
broadcast structure with particu- 
lar reference to advertising and 
Federal regulation. It seems ap- 
parent, too, that the Commission 
will urge a hands -off policy by 
Congress, backing this recommen- 
dation with data proving the all - 
round superiority of American 
broadcasting over the systems of 
other nations. 

Symposium on Advertising 

MR. LAFOUNT'S address was one 
of more than a score delivered be- 
fore the Council, all dealing with 
broadcasting from the commercial 
aspect or with education by radio. 
The sessions, which developed into 
a symposium on commercial broad- 
casting and the whys and where- 
fores of radio education, were rep- 
resentative of every phase of the 
industry. Besides the commission- 
er's address on the trend of radio 
programs, there were discussions 
of radio advertising, participated 
in by Howard Angus, of Batten, 
Barton, Durstine and Osborn, from 
the agency standpoint; Frank D. 
Bowman, advertising manager of 

THAT EDUCATIONAL interests are being better 
served by commercial broadcasters than they have 
been by so- called educational stations in the past 
or would be by any such system as proposed in the 
Fess bill was the consensus of more than a score 
of speakers who addressed the National Advisory 
Council of Radio in Education convention at Buf- 
falo. Commissioner Lafount quoted Commission 
records to show that most stations now devote 
12% per cent of their program time to educational 
features. 

the Carborundum Co., from the 
standpoint of the broadcaster, and 
Lyman Bryson, California educa- 
tor, from the standpoint of the pub- 
lic. 

The radio station as a commun- 
ity enterprise was the subiect of 
an address by Edgar Bill, WMBD, 
Peoria, Ill., chairman of the NAB 
program committee. The place of 
broadcasting in the community was 
discussed in a symposium lead by 
I. R. Lounsberry, vice -president, 
Buffalo Broadcasting Corp., who 
presented the broadcasters' view. 
The press angle was covered by A. 
H. Kirkhofer, managing editor of 
the BUFFALO EVENING NEWS, Own- 
er of WBEN. Aspects of educa- 
tion -radio were covered during the 
second day of the three -day session 
by a variety of representative 
speakers. 

The Buffalo meeting was one of 
three important sessions during 
the past fortnight involving radio. 
At Chicago the Radio Manufactur- 
ers Association held a joint con- 
vention and trade show and heard 
addresses on related industry and 
broadcasting subjects, including an 
address by Commissioner Lafount 
dealing with television and its fu- 
ture. In Minneapolis, the National 
Congress of Parents and Teachers 
again heard disparaging words 
about commercial radio from Joy 
Elmer Morgan, chief factotum of 
the group supporting the Fess bill 
for allocation of 15 per cent of the 
channels to educational institu- 
tions. Immediately thereafter, 
however, the association voted 
down two resolutions dealing with 
government ownership of broad- 
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casting, handing another severe 
jolt to the Morgan group. 

The tenor of the whole meeting 
at Buffalo on the moot question of 
education in radio was endorse- 
ment of the scheme whereby edu- 
cational programs would be broad- 
cast over existing commercial sta- 
tions as a means of obtaining 
largest audience appeal. From its 
start two years ago, the Advisory 
Council has endorsed such a plan. 
The organization and its objectives 
are not to be confused with the Na- 
tional Advisory Committee on Edu- 
cation by Radio, which is headed by 
Mr. Morgan. 

The Third Annual Institute on 
Education by Radio will hold its 
sessions under the auspices of Ohio 
State University at Columbus, June 
6 -9, for the discussion also of as- 
pects of radio's use in education. 

Strikes Responsive Chord 

MR. LAFOUNT'S espousal of the 
so- called American Plan of broad- 
casting struck a responsive chord 
in his audience. A portion of his 
address was broadcast over an 
NBC network. 

How the Commission keeps tab 
on programs and constantly strives 
to elevate standards, despite its 
lack of censorship powers, was de- 
scribed by the commissioner. He 
said the Commission has found 
that stations are entirely respon- 
sive to the listening public and 
that program standards are gov- 
erned by the listener rather than by 
the Commission or the broadcaster. 

Apparently using data compiled 
in the Commission's inquiry pur- 

suant to the Couzens -Dill resolu- 
tion, which, among other things, 
suggests inquiry into the feasibil- 
ity of government ownership, Mr. 
Lafount quoted statistics which 
showed that appreciably less than 
one -half of the broadcast day is 
consumed by commercial programs 
on the 600 -odd stations. He also 
produced figures which showed the 
evident futility of station opera- 
tion by educational institutions, the 
number of such stations having 
dropped from 95 in 1927, when the 
Commission came into existence, to 
44 as of January 1, last. 

Analysis of Programs 

"THE RECORDS of the Commis- 
sion as of January, 1932, show that 
there were 607 stations licensed," 
he said. "In the past several 
months, that figure has been re- 
duced, I believe, to 604 existing 
stations, of which some 40 are 
owned by states or municipalities. 
During a typical week, it is esti- 
mated that a large majority of all 
stations use approximately 68 per 
cent of the broadcast day between 
6 o'clock a. m. and 6 o'clock p. m., 
the remaining 32 per cent (more 
or less) between 6 o'clock p. m. and 
midnight. 

"Of the daylight hours, about 
65.7 per cent are used for sustain- 
ing programs, of which approxi- 
mately 74 per cent are local sus- 
taining, and the remaining 26 per 
cent chain sustaining. Of the 34.3 
per cent devoted to commercial or 
sponsored hours, some 86 per cent 
are given locally, the remaining 14 
per cent being chain programs. Of 
the evening hours, again, the 
heavier percentage are sustaining 
programs, being about 59.8 per 
cent, divided as follows: 78.6 per 
cent local sustaining, 21.4 per cent 
chain sustaining, and of the 40.2 
per cent used commercially in the 
evening 63.1 per cent are local com- 
mercial to the 36.9 per cent chain 
commercial." 

Discussing stations owned and 
operated by educational institu- 
tions, Mr. Lafount said the Com- 
mission has received a letter from 
Levering Tyson, director of the 
Advisory Council, stating that 
throughout the whole of Europe 
not a single college or university 
owns or operates a station -a 
statement verified by the Geneva 
Union. Of the 51 educational sta- 
tions of this country which have 
dropped out of the picture since 
1927, he said 24 voluntarily as- 
signed their facilities to commer- 
cial stations, 18 voluntarily aban- 
doned their stations, 7 defaulted 
on the hearing of their application, 
one filed a renewal of license and 
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then withdrew, and one was denied 
renewal by the Commission after 
hearing. Thus, he said, records of 
the Commission now show that but 
one station of the 95 originally li- 
censed was denied renewal. 

Education Program Time 

WHILE there may be some ques- 
tion as to the definition of an "edu- 
cational" program, the commis- 
sioner said that Commission rec- 
ords indicate a large majority of 
the stations devote 121/2 per cent 
of their total time to what they 
construe to be educational broad- 
casting. Of this percentage, he de- 
clared 80 per cent are sustaining 
hours and 20 per cent commercial. 
Such programs as the NBC Music 
Appreciation Hour, the David Law- 
rence talks, the CBS "American 
School of the Air" and the "Phila- 
delphia Symphony Orchestra," he 
asserted, fall clearly within the 
concept of education as described 
by the Federal Office of Education. 

".I may say without fear of suc- 
cessful contradiction that the Unit- 
ed States broadcasts more hours 
of educational programs than any 
other nation in the world, the total 
broadcasting hours of each consid- 
ered," said Mr. Lafount. 

"After a careful study of broad- 
casting systems in use in many of 
the foremost countries of the world, 
the Commission is of the opinion 
that the American system has pro- 
duced the best form of radio enter- 
tainment to be found anywhere. 
Under our system, broadcasting is 
carried on by private enterprise 
and advertising furnishes its eco- 
nomic support without which it 
would not exist. The principal ob- 
jection to our system seems to be 
the kind and amount of advertis- 
ing in which stations have in- 
dulged. 

"There are those who urge that 
advertising which is objectionable 
in character or amount should be 
restricted by certain formulae such 
as forbidding more than a certain 
proportion of the time to be used 
for advertising, or forbidding more 
than a certain number of words to 
be used in advertising announce- 
ments, or forbidding the mention 
of more than the name of the ad- 
vertiser or his product, or a short 
slogan. Some people would have 
this done by a law enacted by Con- 
gress, others would have the Fed- 
eral Radio Commission do it by 
regulation. 

Views on Advertising 
"THEN THERE is another kind of 
regulation proposed, consciously or 
unsconsciously by persons who 
would somehow force broadcasting 
stations to use a certain percent- 
age of the day's schedule for a spe- 
cific kind of program; educational, 
for example, or require that cer- 
tain hours be used for this pur- 
pose. I suppose they mean that 
this should be done either by law 
or by regulation. I have already 
told you the method which the 
Commission is using to encourage 
improvement, namely, by its ac- 
tion on applications for renewal of 
license. Whether the Commission's 
method is the best is not for me to 
say. I do feel, however, that in 
the present state of our knowledge, 
and in the obvious need for further 
experience and experimentation, it 
would be dangerous to tie our- 
selves down to rigid formulae 
which may be difficult to change. 

"The Commission believes the 
amount and kind of advertising can 

NEWLYWEDS -William S. Paley, 30- year -old president of CBS, 
was married in May to Mrs. Dorothy Hart Hearst, 23, divorced wife of 
John Randolph Hearst, third son of William Randolph Hearst, the pub- 
lisher. The wedding took place at Kingman, Ariz. They are now on a 
honeymoon in Hawaii. 

and should be confined within the 
limits consistent with the largest 
possible range of service to the 
public and these factors should be 
considered by it, among others, in 
determining whether the licensing 
of or continued operation of a sta- 
tion will serve public interest, con- 
venience and necessity. 

"In conclusion, I want to say 
that, speaking for myself, I think 
our system of broadcasting is typi- 
cally American and that it suits 
our democratic temperament as no 
other system I have yet encoun- 
tered would. I believe that before 
we disrupt it to adopt any other, 
we should gravely compare the 
benefits and disadvantages of that 
we now have with those we con- 
template, watching carefully the 

scales of performance to see which 
way they tip." 

Radio as it exists today is an en- 
tertainment business entirely, the 
council was told by Carroll Dunn, 
director of research of Crossley, 
Inc., New York. He said a poll of 
600,000 listeners revealed this con- 
clusion. This was developed in ob- 
taining answers to the query 
"What programs did you hear yes- 
terday?" He said, too, that the 
survey showed the popularity of 
dance orchestras is beginning to 
wane and that mystery dramas are 
winning the audience. 

"On any given day, taking the 
country as a whole, 70 per cent of 
the radio sets in the country are in 
use at some time," Mr. Dunn as- 
serted. "One -third of this 70 per 
cent is in use in the morning, one- 

Advertisers and Agencies Set Up 'Court' 
To Review Charges of Unfair Practices 

Review Committee Established to Act in Disagreements : 

Seven Offenses Listed in Code of Standards 
HOLDING that "in the main ad- 
vertised products are honestly pro- 
moted," but citing advertising prac- 
tices that are unfair and should be 
curbed, the executive boards of the 
Association of National Advertis- 
ers and the American Association 
of Advertising Agencies have 
united to adopt a plan for a Review 
Committee that shall act as a sort 
of court of appeals on cases of dis- 
agreements over the application of 
their advertising copy code. 

Announcement was made May 23 
that the Review Committee will be 
composed of five national advertis- 
ers to be appointed by the presi- 
dent of the A. N. A., five advertis- 
ing agents to be appointed by the 
president of the A. A. A. A., five 
magazine publishers to be agreed 
upon by the 10 appointees of the 
two associations and this commit- 
tee of 15 to select five additional 
members of recognized standing 
and good repute but not connected 
with advertising or publishing. 

Limitation on Cases 
"ONLY SUCH cases shall be re- 
viewed by the Committee," the 
joint statement of the A. N. A. and 
A. A. A. A. says, "as are consid- 
ered to violate sound advertising 
practice as defined by the Joint 

Committee copy code. The Review 
Committee will not attempt to be 
the judge of facts in themselves, 
but will interpret them in the light 
of principles established by the 
code. 

"Since the Review Committee is 
to be in effect, a 'court' of appeals, 
it can deal only with cases which 
have been tried in a lower 'court' 
and appealed because of disagree- 
ment. Since the National Better 
Business Bureau already has the 
necessary machinery to function as 
a lower 'court,' it was decided to 
recognize that bureau as the co- 
operating body. Therefore, the 
Review Committee will consider 
only those cases where the National 
Better Business Bureau has been 
unable to decide the issue to the 
satisfaction of the parties involved. 

"Subject to the discretion of the 
Review Committee, any eligible 
case can be referred to it for con- 
sideration at the instance of the 
complainant in the case, or the 
defendant, or the National Better 
Business Bureau. 

"The Review Committee is to be 
the judge of its own jurisdiction in 
every case and have the privilege 
of reviewing it or declining to do 
so at its own discretion. The ver- 

(Continued on page 22) 

third in the afternoon and two - 
thirds at night." 

Popularity of daytime programs 
was given by Mr. Dunn as follows: 
mystery first, then comedy, serials, 
dance orchestras, singers and per- 
sons talking on home making, 
beauty, culture and kindred topics. 
In the evening the list includes 
minstrel shows, mystery dramas, 
serial stories, concert orchestras 
and talks, in the order named. He 
said that sponsored programs gen- 
erally get the largest audiences be- 
cause of their entertainment quali- 
ties, the listeners accepting the ad- 
vertising credit as a necessary ad- 
junct. 

Mr. Dunn said that in dividing 
the 136 leading programs into time 
categories, the survey showed that 
programs of one -hour duration at- 
tracted the largest audience and 
those of 15 minutes drew the 
smallest. 

Radio Versus Press 

THAT THE radio station and the 
newspaper run along parallel lines 
in serving their community was 
the opinion expressed by Chauncey 
J. Hamlin, president of the Buffalo 
Society of Natural Sciences. In 
many fields of service he said they r 
duplicate and supplement each 
other. 

"There is one thing upon which 
we can congratulate the radio," 
Mr. Hamlin asserted. "It doesn't 
put crime and accident on its front 
page. It reserves for the most 
important hours -that is, its front 
page -its finest programs. Its 
headlines are its symphony con- 
certs and its nation -wide educa- 
tional hours like the series of talks 
by labor leaders now being broad- 
cast on Sunday afternoons. 

"I often wish that some of our 
newspapers would take a page out 
of radio's book and tuck away their 
sensational news items in some less 
conspicuous places." 

Radio in the Community 

THE RADIO station as a commun- 
ity enterprise was discussed by 
Mr. Bill, as chairman of the NAB 
program section. He said many 
stations are conducted with the 
idea that the only service they can 
perform is straight entertainment 
when they have a wealth of ma- 
terial to build into programs by 
exercising sound judgment and 
foresight, he continued, the indi- 
vidual broadcaster can contribute 
materially to the educational and 
cultural development of the com- 
munity. 

Pointing out that it costs money 
to operate a station, Mr. Bill said 
the immediate problem of the 
owner is to so build his programs 
as to attract an audience large 
enough to get results for adver- 
tisers. This can be done, he as- 
serted, if independent stations 
pursue a course designed to serve 
the whole community. 

"When a station is a factor for 
the good of the community and 
when its programs are full of hu- 
man interest and personality, that 
station will have a listening audi- 
ence and its problem of getting re- 
sults for advertisers will be over. 
The many stations take the atti- 
tude that the only worthwhile pro- 
grams can come from the networks 
emanating from Chicago and New 
York. Network programs cannot 
take the place of good local inter- 
est programs. Too many radio sta- 
tions depend upon the networks to 
carry their station for their audi- 
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ence and completely forget local 
interest and initiative." 

Mr. Bill suggested that a station 
can be made a community enter- 
prise by: arranging with national- 
ly known visitors to broadcast a 
brief message; putting on the air 
the activities of local organiza- 
tions; disseminating information of 
interest to home -makers, farmers 
and other groups; taking part in 
community fund drives; Y. M. C. 
A. campaigns and kindred affairs; 
sponsoring worship periods by 
local ministers, talks by school 
teachers, doctors, lawyers, and en- 
gaging in similar community ac- 
tivities. 

Future Radio School 
I ELMER J. PIERCE, principal of 

Seneca vocational high school, li- 
censee of WSVS, Buffalo local, said 
he believed there is a real future 
for radio in education but that 
much in the so- called education by 
radio had been wrongly labeled. 

"Education by radio must be sup- 
plementary," he said. "Education 
by radio is the function of the edu- 
cator; the school man should be on 
the firing line. It must be a local 
enterprise. And it must be put on 
in series by the same person, not 
a different person each week. Each 
letter should be short." 

Calling education the "hand- 
maiden of almost every develop- 
ment of science," Dr. C. M. Koon, 
specialist in radio of the U. S. Of- 
fice of Education, said that if one 
accepts a broad, social conception 
of education he would realize the 

desirability of utilizing the radio 
to further the educational process. 
Reviewing the first year's activity 
of the Office of Education in Radio, 
he stressed the need of "teamwork 
for the working out of a construc- 
tive radio educational program." 

Cleveland's experience with radio 
as a mode of classroom instruction 
was discussed by H. A. Bathrick of 
that city's educational department. 
At the end of the fourth term of 
such instruction, he said, it has 
been found that the pupils are 
about six weeks ahead of those 
who have not been given instruc- 
tion by radio. He said the city 
education authorities now are cer- 
tain that such instruction fosters 
desirable habits in readiness, atten- 
tion, concentration and vocabulary; 
eliminates extraneous matter and 
interruption; assures, when desira- 
ble, greater uniformity of work; 
provides a constant push or drive 
in classroom work; permits con- 
stant checks and tests, inviting 
comparisons; receives the sustained 
support and cooperation of pupils 
and teachers who participate. 

Miss Hale Speaks 
MISS FLORENCE HALE, presi- 
dent of the National Education As- 
sociation, said she believed there is 
no organization or medium that can 
so effectively interpret the public 
schools to the people at large in 
the way that radio can. "Further- 
more," she added, "I believe the 
radio companies are doing excel- 
lent work along these lines and 
those of adult education generally. 

As regards the silly or objection- 
able programs about which we 
hear, and ourselves give criticism, 
after all, we have as great a re- 
sponsibility as the radio people, 
because, after all, the public gets 
what the public in the majority 
wants. If the majority wants fine 
music and fine literature, it will 
get all these if it makes known its 
wants. 

"If the majority want cheap per- 
formances, either on the stage or 
over the radio, they are rather like- 
ly to get it, because radio is a 
business, as the stage is a business, 
and the law of supply and demand 
will be observed. It is clearly up 
to us educators to do our part in 
creating a taste for worthwhile 
things, as it is up to the broadcast- 
ing companies to give us these 
things over the air." 

Prof. C. M. Jansky, Jr., con- 
sulting engineer of Washington, 
spoke on the problem of the insti- 
tutionally owned station and was 
critical of the ineffective way in 
which many institutions operate 
their stations. The prime reason 
for the loss of ground by the edu- 
cational station, he said, is due to 
the fact that leading educators and 
administrators have never looked 
upon their stations as major activi- 
ties worthy of promotion and of 
defense against all corners with 
every ounce of resource. Declar- 
ing he believed there is a distinct 
place for the educationally owned 
station in American broadcasting, 
Prof. Jansky said he looks forward 
to the day when some educational 

stations will be looked upon as out- 
standing leaders both in broadcast- 
ing and education. 

Prof. Jansky said he had a men- 
tal picture of what to him will be 
the ideal educational station of the 
future and the relationship which 
will exist between it and its parent 
institution. He said, among other 
things, it would be operated as a 
major activity; it would not seek 
special privilege, but would wel- 
come the opportunity of competing 
for an audience with the best the 
commercial station has to offer; it 
would operate full time, 52 weeks 
a year, and if necessary, would 
broadcast sponsored programs; it 
would not be poverty stricken and 
would have qualified personnel. 

New Pedogogy Needed 

MR. TYSON, who has directed the 
activities of the Council, declared 
that educators, to be successful 
broadcasters, must disregard many 
pedogogical practices which have 
been developed during many dec- 
ades. 

"Transferring a leisurely class- 
room lecture to the air is the least 
effective and most unsatisfactory 
procedure in educational broadcast- 
ing," he said. "The educational 
broadcaster must not only attract 
his audience to him in the first 
place, but he must do what the 
commercial broadcaster has learned 
so clearly; he must hold his audi- 
ence. He will find, however, that 

(Continued on page 18) 

Broadcasting or "Narrowcasting "? Angus . . . 

A STRONG DEFENSE of commer- 
cial radio was presented May 20 
before the concluding session of 

. the National Advisory Council on 
Radio in Education at Buffalo by 
Howard Angus, of Batten, Barton, 

- Durstine and Osborn, in a sym- 
posium on radio advertising. Mr. 

l Angus spoke for the advertising 
s agency, with Frank A. Arnold, di- 
. ¡rector of development of NBC, dis- 
cussing the subject from the broad- 
casters' standpoint; Frank D. Bow- 
man, advertising manager of the 
Carborundum Co., from the stand- 

! point of the client, and Lyman Bry- 
:son, California educator, from the 
standpoint of the public. 

; Replying to commercial radio 
critics, Mr. Angus said if commer- 
cial announcements are not inter- 

(esting, the public will exercise the 
a severest censorship by not listen- 
-, ing to them. He asserted that due 
to the new technique in radio ad- 

Ivertising being developed "commer- 

icial 
announcements before long 

will be as entertaining as the pro - 
;grams themselves." 

Must Thank Advertisers 

MR. ANGUS advocated the use of 
commercial stations for the dis- 
semination of educational pro- 

" grams if the maximum benefits 
'are to be acquired. "If there is 
a radio audience for education to 
use," he began, "it is because there 
are commercial broadcasts. 

"Before there were commercial 
broadcasters, there were 3,000,000 
radio sets; now there are 16,000,000 
radio sets. Before there were com- 

Howard Angus 

mercial broadcasts there 
chains; now there are three chains. 

"Therefore, if radio is worth us- 
ing for educational or other pur- 
poses, the advertisers are to be 
thanked for it. The person who in- 
vented the word 'broadcasting' told 
all to be said when the part 'broad' 
was put into it. If anyone -edu- 
cators or anyone else -wants to do 
'narrowcasting,' he'll have to find 
other media for it. By 'narrow- 
casting' I mean any type of educa- 
tion or entertainment or informa- 
tion that isn't of interest to the 
general public. You shouldn't ex- 
pect of broadcasting any more 
than of a newspaper or anything 
else supposed to reach the general 
public." 

were no 
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Results obtained by the Carbor- 
undum Co., makers of abrasives 
and refractory products, in radio 
campaigns, were discussed by Mr. 
Bowman. He said the radio audi- 
ence, from his experience, now is 
undergoing a change, and likes 
most the "better music." 

Mr. Arnold said that broad- 
casting is the only industry giving 
a multiple service that depends en- 
tirely on advertising for its exist- 
ence. "As a medium primarily of 
entertainment, education and re- 
ligious inspiration, radio broad- 
casting has admitted advertising in 
much the same way as the daily 
newspaper or the national periodi- 
cal admits advertising to its col - 
ums for the sake of revenue thus 
derived," he said. 

He said the cosmopolitan char- 
acter of the radio audience, taking 
into consideration the difference in 
literacy and in social and financial 
surroundings of the 60,000,000 lis- 
teners, denotes the extreme diffi- 
culty in providing programs of uni- 
versal acceptance. Variety and 
versatility, he said, are the best 
means of suiting all tastes. 

57 Hours a Month 
"THERE has been a great develop- 
ment during the past year in the 
quantity and quality of educational 
programs. More than 57 hours of 
broadcasting time are being de- 
voted to educational programs each 
month by the NBC." 

The possibility of a "determined 
and articulate revolt of listeners" 
to drive direct advertising off the 
air was mentioned by Mr. Bryson, 

director of the California Associa- 
tion for Adult Education, in dis- 
cussing advertising from the lis- 
teners' standpoint. He charged 
that many advertisers pass from 
fine music into a sales talk which 
is lengthy, raucous and aggres- 
sive," on the theory that they are 
entitled "to what they call their 
money's worth." 

A Listener's Revolt? 
"IS THE ANSWER to this to or- 
ganize a determined and articulate 
revolt of listeners who will drive 
all direct advertising off the air ?" 
he asked. "It may come to that. 
If the great broadcasting networks 
think their codes of ethics and their 
heroic refusal of obviously offen- 
sive programs are enough, they do 
not know their public. 

"If the advertisers who think 
they must shock and terrify peo- 
ple into running, panic stricken, to 
the nearest retail dealer believe 
that they are not challenging a re- 
sistance which will some day make 
itself effective, they are mistaken. 

"In fact, the remedy for all this 
lies at our hand if we would use it. 
If only a few thousand of the great 
60,000,000 would send in postcards 
saying simply 'I don't like your air 
programs and I won't buy your 
products,' offensive programs would 
vanish from our hearing. 

"But there is small chance of 
that happening. In all the years 
of protest against the defacing of 
outdoor loveliness by billboards, no 
one has ever been able to summon 
enough energy to apply that sim- 
ple cure." 
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NAB Urges Curb on A.S.C.A.P. 
By Changing 01d Copyright Act 

Sirovich Measure Killed for Present Session ; 
Society Threatens to Terminate Truce 

By SOL TAISHOFF 
IMMEDIATE enactment of legis- 
lation amending the existing copy- 
right law to curb the demands of 
the American Society of Compos- 
ers, Authors and Publishers upon 
broadcasters, rather than an at- 
tempt to have enacted a complete 
copyright law supplanting the 
1909 act, was urged at the joint 
meeting of the NAB board of di- 
rectors and copyright committee in 
Chicago May 24. 

With the failure in the House 
May 24 of the Sirovich copyright 
bill (H. R. 12094), designed to re- 
place the 1909 law, it was felt that 
the current crisis on music license 
fees can only be met through the 
piece -meal amendment of the 1909 
law on specific points. By recom- 
mitting the Sirovich bill to the 
Patents Committee, and thus, in 
effect, killing the measure at this 
session, the House refused to en- 
act a new copyright law haphaz- 
ardly without full knowledge of its 
purpose. A dozen members as- 
sailed vigorously the "racketeer- 
ing" tactics of ASCAP, but they 
contended the Sirovich bill did not 
go far enough in restraining the 
pool. 

After a recital of the legislative 
copyright situation by Henry A. 
Bellows, CBS vice -president and 
chairman of the NAB legislative 
committee, and Louis G. Caldwell, 
NAB copyright counsel, the board 
at Chicago adopted a motion fav- 
oring specific legislation to check 
ASCAP. Telegrams were dis- 
patched to all stations urging op- 
position to the Sirovich bill unless 
it contained a provision limiting 
the activities of ASCAP, even 
while the House was considering 
the measure. The telegrams bore 
the signature of Oswald F. 
Schuette, recently engaged copy- 
right leader of NAB. 

Seeks Equitable Fees 
THE SENSE of the NAB action 
was that legislation should be en- 
acted which would compel any or- 
ganization having substantial con- 
trol of the performing rights in mu- 
sic (meaning ASCAP) to charge 
equitable license fees for its music 
to all stations. Specifically, the 
amendment would provide that the 
standard of a reasonable fee by 
the copyright pools be recognized, 
so that in suits by the pools for 
infringement, the courts could limit 
the recovery to a reasonable li- 
cense fee and take into account the 
fees paid by other broadcasters un- 
der similar circumstances, and 
could, in its discretion, require the 
pool to license the alleged infringer 
for a future period on payment of 
a similar fee. 

All phases of the copyright 
situation were discussed by the 
NAB board with its copyright and 
plenary committees. Paul W. Mo- 
rency, WTIC, Hartford, chairman 
of the copyright committee, de- 
tailed the negotiations which have 
gone forward with ASCAP on the 
proposed new scale of fees, and A. 
J. McCosker, WOR, Newark, chair- 

man of the plenary committee, ex- 
plained its activities. It is indi- 
cated that NAB will submit to E. 
C. Mills, general manager of 
ASCAP, its formal reply to the 
proposed new 5 -per- cent -of- gross, 
plus sustaining license scale, the 
first week in June. 

From ASCAP headquarters 
comes the reported threat that un- 
less NAB acts soon and comes to 
some sort of satisfactory agree- 
ment, the Society may make the 
new rates effective prior to Sept. 
1 -the date on which the present 
moratorium would end. It was in- 
dicated that ASCAP feels the NAB 
is "stalling" and that the counter 
proposal was promised May 16. 
The ASCAP, it was said, is not 
obligated to wait until that date 
to make effective its increased 
schedule, which, under the pro- 
posed terms, would increase trib- 
ute paid by broadcasters from 300 
to 500 per cent over the existing 
scale, which grosses approximate- 
ly $1,000,000 annually. 

Directors Present 

BESIDES those already named, 
those who attended the Chicago 
meeting included Harry Shaw, 
WMT, Waterloo, Ia., president of 
NAB; A. L. Ashby, NBC; Edward 
Klauber and Harry C. Butcher, 
CBS; Walter J. Damm, WTMJ; 
William S. Hedges, WMAQ; Quin 
Ryan, WGN; Leo Fitzpatrick, 
WJR; H. A. Howlett, WHK; Gene 
O'Fallon, KFEL; Ed Craney, 
KGIR, and Philip G. Loucks, NAB 
managing director. 

Defeat of the Sirovich bill comes 
somewhat as a surprise. Misun- 
derstanding of the terms of the 
measure, combined with adroit 
handling of the opposition by Rep. 
Lanham, (D.) of Texas, defender 
of ASCAP, and Rep. Sol Bloom, 
(D.) of New York, was responsi- 
ble. Before the measure was re- 
committed to the House Patents 
Committee, Rep. Bloom succeeded 
in having the House strike out the 
enacting clause, which meant the 
death of the legislation, but that 
vote was rescinded on a preferen- 
tial vote to have the bill re- referred 
to committee. 

With the exception of Bloom and 
Lanham, a dozen other members 
who opposed the measure attacked 
ASCAP. Lanham outwardly de- 
fended the group. He is the suc- 
cessor to the late Rep. Vestal, (R.) 
of Indiana, whose pre- Society copy- 
right bill was killed by the Senate 
at the last session after it had 
passed the House. 

After Rep. Sirovich had de- 
scribed the bill, with only passing 
reference to radio, Rep. Lanham 
launched his attack on the mea- 
sure. He said the bill was drafted 
by an attorney for the authors and 
did not contain adequate protection 
for the interests involved. Most 
effective, however, was his charge 
that so many bills had been intro- 
duced by Sirovich on copyrights 
that no member of the House was 
familiar with the proposed legisla- 
tion. He repeated time and again 

Press Apes Radio 
TAKING a cue from radio, 
many newspapers have start- 
ed carrying advertising in 
connection with the daily 
weather report. Replies to a 
questionnaire sent 1,939 daily 
papers by Critchfield & Co., 
Chicago advertising agency, 
revealed that 567 have agreed 
to run 14 agate lines of such 
advertising; 667 papers have 
either refused to accept the 
offer or have qualified their 
acceptance to confine the 
forecast to either page two 
or three; while 705 have not 
been heard from. The list of 
those papers accepting ad- 
vertising of this sort includes 
every state and comprises 
a combined circulation of 
8,953,300. 

that, while an "authority" on 
copyrights, he had not had oppor- 
tunity to investigate the bills in- 
troduced by the committee and was 
not familiar with the legislation. 

Rep. Busby, (D.) of Miss., 
charged the Sirovich bill is similar 
to the Vestal bill in that it embraces 
the "squeeze methods" of Gene 
Buck and Nathan Burkan (ASCAP 
officials) in "working the public 
for all they can." He said the bill 
did not restrain such efforts and 
that ASCAP "could absolutely put 
all the radio stations of the coun- 
try out of business in 30 days be- 
cause they are the sole judge of 
what they can charge." He re- 
ferred to the proposed 5 per cent 
of gross scale. 

Called "Hijacking" 

REP. McGUGIN, (R.) of Kansas, 
opposed any legislation extending 
more privilege to any copyrighted 
music. "As a matter of fact," he 
said, "I should be ready and will- 
ing today to vote that music is not 
subject to copyright on the theory 
that those who have enjoyed the 
blessings and privileges of copy- 
right music have abused and sinned 
away their right, call it racketeer- 
ing or call it what you please." 
He likened the ASCAP operations 
to a "hijacking game the way it is 
practiced, and nothing else." 

Vigorous opposition to ASCAP 
was voiced by Rep. Gifford, (R.) 
of Pennsylvania. "It would seem," 
he said, "that there is going to be 
no limit to what this central or- 
ganization can demand from a pro- 
prietor of a small hotel or the 
owner of a small radio broadcast- 
ing company. They swoop down 
upon them and say, 'you are run- 
ning that at a profit.' Of course, 
a hotel, for example, is supposed 
to make a profit, but in heaven's 
name is every little thing which is 
added to make it more attractive 
to its guest, but which may not 
bring any profit by, or of, itself be 
made to pay a duty? . . . 

"I fear that this organization 
which represents the composer may 
not be purely protective but a ma- 
nipulating body. It may be ex- 
tremely harmful, not to say offen- 
sive, and I ask the members who, 
like myself, may have had small 
broadcasting radio stations and ho- 
tels within their own localities im- 
posed upon, if it's not a good time 
to inquire into this matter during 
the consideration of this bill." 

Advertisers Check 
Coverage Claims 
Cautiousness to all Mediums 
Seen at A. N. A. Session 

THAT NATION- 
AL advertisers 
are still eyeing 
radio with fact - 
finding micro- 
scopes, was evi- 
dent from the 
character of the 
discussions con- 
cerning broad - 

Mr. Bristol casting at the an -- 
nual convention 

of the Association of National Ad- 
vertisers in Cincinnati May 20. Lee 
Bristol, A. N. A. president and vice - 
president in charge of advertising 
of the Bristol- Meyers Co., New 
York, a leading radio advertiser, 
reported that 145,000 calls on radio 
set owners will have been made by 
the end of this year in a coopera- 
tive analysis the association is con- 
ducting on behalf of both agencies 
and advertisers. 

The advertisers, said Mr. Bris- 
tol, are scrutinizing agencies, cir- 
culation claims and coverage claims 
more closely this year than ever 
before - "not in an unfriendly 
spirit but helpfully, for they are 
spending our money, and we have 
little enough of it to spend without 
wasting it on carelessness." 

Business -Like Attitude 

"OUR STUDIES of radio, for in -. 
stance," Mr. Bristol said, "do not 
mean either that we are antagonis- 
tic to it or that we particularly 
favor that medium. What we are 
trying to find out are the true 
facts, which are worth as much to 
the seller as to the buyer. 

"I believe the day of the 'vanity' 
radio program is gone, if indeed; 
it ever existed. We need to knot. 
more about this medium." 

Addressing the radio meeting 
Edgar H. Felix, 
radio consultant 
of Ridgewood, N. 
J., stated that 
$100,000,000 will 
be spent national- 
ly and locally 
during the next 
year for radio 
time and talent 
without any accu- 
rate criterion of 
the coverage offered by radio sta. 
tions. He pointed out that tabula 
tions of mail response to specia, 
offers or unusual programs,a 
whether individual or accumulated 
give no direct indication of the re- 
liable or regular coverage of a sta- 
tion. 

Mr. Felix 

Survey Cost Cut 

MR. FELIX said that he has beer 
developing equipment over a perioc 
of years for measuring the signa 
strength delivered to the listener_ 
so that the coverage of station:, 
can be scientifically measured as 

proof of what is offered the adver,` 
tiser. Measurements of the signa. 
delivered at receiving points has 
been prohibitively expensive in the 
past, being used only for engineer- 
ing purposes and for testimony be- 

fore the Radio Commision. 
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A Station Proves That Merchandising Pays 
By J. LESLIE FOX 

General Manager of KFH, Wichita 

KFH Arranges Window Displays and Reports on Sales; 
Good Will, Advertising and More Business Result 
IN THESE days 
of conservative 
spending of ad- 
vertising dollars, 

ti when advertisers 
I are rightfully de- 
manding a f u l l 

Ivalue in returns 
from their appro- 
priations and 
when cool, level- 
headed counsel- 

: ers, the advertising agencies, are 
seeing to it that they receive them, 
it seems to me that broadcasting is 
given a magnificent opportunity to 
prove itself. Now is the time to 
make the most of our chances and to 
add to our efforts the Quod Erant 
Demonstratum which is the hall 
mark of final proof. 

We in radio are so sure of re- 
sults, we see so many of them, that 
we sometimes are at a loss to un- 
derstand why we must prove the 

!medium to others. However, on 
second thought we realize that our 
clients are not so close to broad- 
casting as we are and it is only 
natural that they should have some 

Ej misgivings in making appropria- 
tions for what is to them an ex- 

,! periment. 
During the past eighteen months, 

I we, here at KFH, have developed a 
system of merchandising coopers- 

' tion and a method of proving re- 
sults as the campaign progresses 
that apparently has met with ap- 
proval from the comments we re- 

' ceive from advertisers and agen- 
cies. The editors of BROADCASTING 
have been kind enough to ask for a 
story and in writing it, I am doing 
so with the hope that some other 
station manager may find a thought 
that will be of value. 

Reasons for Merchandising 
BROADCAST merchandising, as I 
see it, is made necessary because 
of two conditions: First, the ad- 
vertiser buys time on our station 
because he wants to sell more of 
his product in our territory; he 
wants new dealers and jobbers and 
he wants to more firmly cement 
his relations with his old outlets. 
Second, we, as his publicity repre- 
sentatives, owe him our very best 
cooperation in making his cam- 
paign an outstandixg success along 
the above lines. 

Every good station manager has 
this same feeling and, I am sure, 
delights in showing results for 
himself and his station. 

3 Merchandising in itself is not 
new. Newspapers have offered it 
for years and have been able to 
make themselves of far greater 
value to their clients. It seems 
that in adapting the plan to radio 
we have gone a little beyond other 
stations and in doing so have been 
able to increase our value to our 
clients with surprisingly beneficial 
results to every one concerned in- 
cluding ourselves. More about our 
own benefit later. 

Mr. Fox 

GENERAL adoption of the methods of this station 
by broadcasters would in the opinion of this gen- 
eral manager "add the Q. E. D. to radio as a med- 
ium". It would unquestionably add considerably 
to the effectiveness of radio advertising as well as in- 
crease its volume. By contacting jobbers and dealers 
and keeping check on sales of the product adver- 
tised, KFH has taken the doubt out of its sales 
argument. Instead of being just an expensive ser- 
vice which a broadcaster provides a sponsor, mer- 
chandising more than pays for itself, this writer 
asserts, in publicity for the station and in actual 
new accounts. 

Now to get to the meat of this 
merchandising thing as we practise 
it. First, let me say that obviously 
our merchandising department can 
cooperate only in a direct ratio with 
the size and type of the order. 

The First Steps 
OUR FIRST MOVE on receiving 
an order for a series of spot pro- 
grams is to make a market and 
distribution survey. We contact a 
representative group of dealers 
and jobbers and learn all we can 
about the product, its distribution, 
what the trade thinks of it, how it 
is moving and what its competitors 
are doing. When this is done, we 
know just about what effort will 
be required to bring desired re- 
sults. We also have a starting 
point from which we may compute 
future reports and results. 

Next we prepare a letter to the 
trade which goes out, usually 
about ten drays in advance of the 

opening program. These letters 
go to each dealer in Wichita and 
to all jobbers. We have found that 
such letters perform wonders in se- 
curing dealer and jobber coopera- 
tion for a product. 

Window displays are arranged 
for, to be placed during the opening 
week of the campaign. It is our 
policy to place one window for each 
15- minute program purchased on a 
spot contract. These windows con- 
tain, in addition to a display of 
the product, a card calling atten- 
tion to the radio program starting 
over our station. 

Regular Reports 
AFTER the campaign is under 
way, we make a monthly report to 
the advertiser and agency showing 
just what the product is doing in 
sales. Arrangements have been 
made with a representative group 
of dealers in all lines, located in 
different sections of the city so 

Dealer's Window Display Tie -in With Account on KFH 
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that we may have an accurate 
cross -section and from the infor- 
mation gained from these dealers 
we are enabled to present a true 
picture of results. These reports 
are always sent just as we receive 
them. If results are not what they 
should be, our report says so; and 
many times upon suggestions from 
dealers or ourselves it is possible 
to make a slight change in a pro- 
gram that will make it more pro- 
ductive in our territory. From our 
jobbers we get figures concerning 
sales in the outside territory. 

It is our intention always to take 
advantage of every opportunity to 
stimulate a feeling of good will on 
the part of dealers and jobbers to- 
ward the products we are carrying 
and also to keep the advertiser in- 
formed each month as to results. 

I expect that those of you who 
are broadcasters and have read 
this far are wondering how we can 
afford all of this extra service. At 

' the expense of disillusioning some 
of my friends in the agencies, who 
think I am just a big hearted Kan- 
sas boy, I will turn up my whole. 
card. 

Benefits to Station 
FIRST: I have found that the let- 
ters we send to the various dealers 
and jobbers are a constant remin- 
der of KFH. They give the im- 
pression that we are a live organ- 
ization which is working with them 
in order that they may increase 
their sales. If KFH is a good me- 
dium for all of these manufactur- 
ers, it is also a good medium for 
them. 

Second: The attractive KFH 
card which we place in each of our 
windows is institutional advertis- 
ing of the finest sort. No amount 
of money could buy a billboard in 
the location of these windows and 
the expense of putting in a win- 
dow is only a trifle as compared to 
the expense of renting billboards 
in any location. 

Third: Through the acquaint- 
anceship gained in our monthly 
contacts with merchants and job- 
bers, we have built up a friendly 
relationship that has produced a 
most excellent local business. We 
have developed these contacts into 
sales that far more than pay the 
expense of our merchandising de- 
partment. 

Add to the above the fact that 
we have done a good job for our 
client and that he appreciates our 
assistance to the extent that we 
will, in all probability, get a re- 
newal order. Add also the fact 
that the advertising agency is 
keenly appreciative of such efforts 
and will use the station employing 
them whenever possible and you 
have a still further reason for mer- 
chandising. 

Dealers Cooperate 
NOW FOR a little summarizing. 
We find that dealers are more than 
anxious to tie up with a radio cam- 
paign. It is a common occurence 
for dealers to call us to ask for a 
window of some advertised prod- 
uct. They will keep radio adver- 
tised products out in front where 
they can be seen. If by any chance 
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