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Now Under Personal Direction of Warren B.Pinney

T'S Summer Time in Palm Springs, now! Winter has been left behind. You are in

the heart of the fascinating, mysterious, sun-drenched desert. Only three and one-

half pleasant hours from Los Angeles by motor (little more than an hour by air-
plane)—a thorough change of scene. You discover a new reason for living! . . . And
the EI Mirador Hotel . . . There's a wondrous thrill on first awakening after a quiet,
restful night in a cheerful El Mirador guest room. Friendly sunlight greets you warmly
as you step onto your private porch, starting a full day of pleasure. Golf on an inter-
esting new course. SWIMMING IN A WARM PLUNGE UNDER A SUN THAT TANS.
Tennis on championship courts. Open-air gymnasium. A canter in the sweet-scented
evening beneath a moonlit, starry sky, followed on Saturdays by a delightful informal
dinner dance . . . There is everything . . . or nothing . . . to do. You can play if
you want or rest if you need to. Cuisine and service that is now so perfect that
there is no need for emphasis. Plan at once to come to Palm Springs and the in-
comparable El Mirador. Rates for two, from $18.00 and uwp a day . . . American
plan . . . Write, wire or phone for reservations.
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bit of egypt with an alpine background
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IS EVERYTHING
THATS NEW IN RADIO

BEFORE BUYING YOUR RADIO °
Check Every One of These New Features

Does It Have? The NEW

RADIO / U. S. APEX
Ji TSmmmm——

10 TUBE
UPER-HETERODYNE

10-TUBE SUPER-HETERODYNE V

AUTOMATIC YVOLUME CONTROL

Absolutely controls volume on both
High and Low Frequencies,

FULL-RANGE MU TUBES
Overcomes Cross-talk — Reduces Modulstion.

gt Tl
PENTODE TUBES
Two in Push Pull — Not Just One Tube

METER TUNING

Assists Visibly the Audible Tuming
to Correct Resoaance,

HIGH AnD LOW POWER SWITCH
Low for Local — High for Distance.

TONE BLENDER
Giving Wide Variance of Tons Control.

ILLUMINATED DIAL
Fall Vhion witb Kﬂ? Markings and

FOUR TUNED CIRCUITS

ELECTRO-DYNAMIC SPEAKER
Oversise — Maximum Tons and Volume
Without Distoction.

BEAUTIFUL CABINET

With Perfect-Fitting Doors.
Froat of Matched Burl Walnut and Lacewood.

MODEL 10-8B

THE RADIO SUPREME

BE SURE YOUR RADIO Onlv $ 5Q cowtsm
HAS THESE FEATURES oy 99— WATH TuBES

Distributed by

Yale Radio Electric Co.

1111 WALL ST. LOS ANGELES

TUBE EQUIPMENT
Three 238 Pour 227 Two 247 One 280

AANAN AN AV ANRAY AVNAY AN ANAS

U.S. APEX HAS ALL THESE
FEATURES




A Chip off the

OLD
BLOCK

® THERE’S A FAMILY FEELING
BETWEEN THESE SET-TESTED
TUBES AND YOUR RADIO

UBES are no longer an incidental purchase—they are as important
Tas your radio itself! [f they are right for the particular model you
own, you get real performance. |f they are wrong, the best circuit in
the world will not help.

With Sylvania tubes you know you are getting the most out of your
radio. Sylvania tubes have been tested for a set exactly like yours—
played and approved under actual working conditions.

Take advantage of this new service at once. Usually only a single I

new tube is needed to make your set sound like new! You can buy
Sylvania tubes—and have your old tubes tested free—wherever you see
the Authorized Sylvania Dealer sign. Hygrade Sylvania Corporation,

. Sylvania Division, Emporium, Pa.

RADIO TUBES

THE SET-TESTED TUBE
Licensed Under RCA Patents

Sylvania Pacific, Limited Western Headquarters 3440 South Hill Street
Los Angeles
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It has always becn the custom to issme RADIO DOINGS on the fifteenth of each curreut

month—as for iustauce, the October issue went on sale October 15, the Novcmber issue

November 15th, cte. Illowever, due to a custom of magazine publishers of issuing their

publications several weeks in advance of the date iine carried, we are caiiing this issue going
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The Log is printed in
three brilliant colors
and black. A photo
such as this cannot do

it justice.

# i

Selling on Newstands
and in Radio Stores at
23¢ each. If your
dealer cannot supply
you, send 25¢ to ad-
dress below. Log will
be sent to you by re-
turn mail post-paid.

This New Radio Log

Photo shown is one-half
actual size. Log is 1014
inches in diameter or
about the size of a
phonograph record.

THE STATION’S
STREET ADDRESS
CITY AND STATE
CHANNEL

PHONE NUMBER
METERS

—tells you INSTANTLY | over

—and how to find any station on your radio

Dial the flashing arrow to the station you want (see
KGO above). Instantly the radio Handi-Log tells you
everything you want to know about the station. Quick,
simple. No pages to turn. A child can understand it.

Log in the “easy-to-get” stations that you receive
on your radio. Then you can easily and quickly tell
where to find any distant station regardless of what
make of radio you have or how your dial is marked.
You can find many more distant stations on your
radio when you know where to look for them. Spin
the dial the Radio Log will tell you. Also gives all
television and super short wave stations in addition
to broadcast stations in the U. S., Mexico, Canada,
Australia, and Japan.

Make Money for Yourself

Everyone that sees the Radio Handi-Log wants one.
All your friends will want one. Turn your spare time
into cash pleasantly and profitably. Become the
agent for the handi-Log in your neighborhood or ter-
ritory. Write at once for detailed information. Don’t
delay. The Handi-Log is selling fast now, during the
winter “distance getting season.”

Send 25¢ for Sample and Our Special Agency
Offer to You.

BYAM PUBLISHING COMPANY
1220 Maple Ave. Los Angeles, Calif.
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HIS year marks RADIO DOINGYS’ tenth anni-
versary.

Since 1922, when radio was in swaddling
clothes, RADIO DOINGS has been the leading
radio fan publication in the West. The first issue
was published cooperatively by a handful of pio-
neer broadcasters as a service and a guide to local
listeners in Los Angeles.

Within a few months the demand was so great
for the new magazine that *““Out-of-Town” stations
and programs were included in its pages. It be-
came the radio authority of the Pacific Coast as a
long and program directory, issued weekly.

About a year ago, its first great change was
brought about. Instead of a program directory
and semi-trade, semi-fan publication, RADIO DO-
INGS became the “Movie Magazine of the Air.”
Public demand had created a need for a magazine
for the artist and the program, just as years ago.
the same public demanded magazines that brought
them stories and pictures of their moving picture
favorites.

In 1932, ten eventful years after its establish-
ment, the publishers celebrate the success of the
new achievement. For the first time, radio has a
western fan magazinc that is worthy of the title
“Movie Magazine of the Air,” that is a worthy
companion of broadecasting itself.

A Prophecy

YOUNG and interesting continuity writer

drifted into the office the other day. As we
grew better and better acquainted, he began to
loosen up and tell of his ambitions—his hopes
and drcams—his plans for radio programs that
would make broadcasting a great art, something
fine, and worthwhile.

“But they laugh at me!” he sadly explained.
“When 1 suggest something comparable to the
classics of literature—something that Hawthorne,

RADIO DOINGS

Dickens or Poe might have written, had there
been radio then—they say I’'m too idealistic!”

Too idealistic! Radio laughs at ideals. Stations
spurn the classics. Ideas that sent old masters
soaring into immortality are ““too idealistic” for
radio.

We wonder if they are right. Perhaps they
know their business, these radio “big shots”—
maybe, with their finger on the public pulse, they
feel that the public doesn’t want it. If that is true,
where is the idealism that sends millions of people
to book stores to make the Bible the ““best seller?””
Where is the idealism that still induces millions
of people to prefer the classics of literature to the
trash of modern realists?

If radio is ever to become a true art, it must
take its place beside the other arts in equality.
The medium that is some day to educate the world
can’t do it on Rudy Vallee and Eddie Cantor alone.

This young continuity writer had ideas to back
up his ideals. Ile sketehed outlines of radio pro-
grams that were inspiring—and brimming with
thrills, adventure and romance as well. Real art.

Too idealistic! Someday that yvoung writer will
be heard from.

Blaming The Announcer

\ HENEVER broadeasting’s flaws and good
points are debated. advertising usually re-
ceives a preponderous majority of brickbats.

A large eastern spomnsor recently conducted a
series of programs in which, as a feature, a ques-
tionnaire was submitted to its histeners. The gues-
tions asked were intended to sound out the public
on its likes and dislikes.

Strangely enough, to the question. “What one
thing do vou think would improve radio broad-
casting most?” a surprisingly small proportion of
the answers submitted ertticised advertising on
sponsored programs.
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Moit of the criticism was aimed at the an-
nouncer. Many felt he should ““be more human.”
Others complained that ““announcers try to be too
highbrow,” while many thought they “yelled too
loud.”* Everything from static, burned out tubes.
and the late stock market disaster, was laid at the
door of the poor announcer.

The one thing about advertising that was strong-
Iy objected too, however, was its injection be-
tween numbers on a program. Advertising before
and after the program escaped unscathed, unless.
as many declared, it was ‘“too long.”

Snap Into It, Bill Jones!

"M HERE are announcers and announcers. Some

Sidelights On Radio Advertising Told

OME interesting sidelights on the newspaper-
radio advertising question were outlined by
Lew Allen Weiss, general mangaer of the Don Lee
station, KHJ, in an address before the Advertising
Club recently.

“Newspapers,” stated Mr. Weiss, “run 70 per
cent advertising, and 30 per cent reading matter—
some of which is publicity. Newspapers increase
or decrease their size according to the amount of
advertising they sell. Radio, on the other hand,
has on the average of 96 per cent entertainment
and but four per cent advertising. The average
radio station broadcasts 18 hours a day, and the
length of this period is not affected by the amount
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