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WOL o s
the Nation’s Capital

The only local station in W ashington
Some evening time available

M‘

Western Electric equipment, crystal
control.

105,000 radios in the District of Columbia.

33-1/3 and 78 turntables.

A thoroughly dependable and intelligent
commercial and continuity department.

A six-year old well organized popular
station that enjoys the entire confidence
of the community which it serves (the
capital of the nation and surrounding
territory).

Write for our new rate card.
No extravagant promises.

A list of satisfied advertisers is yours for
the asking.

WOL ~ Washington, D. C.

AMERICAN BROADCASTING
COMPANY

ANNAPOLIS HOTEL, WASHINGTON, D. C.




I
967, choose

- KSTP

10,000 WATTS

A large petroleum products sales
organization* asked its dealers and field
representatives in the Twin Cities and
adjacent Northwest which radio station
would give the best advertising service.
The vote was 96% for KSTP, addi-
tional evidence that the highest power
and the heaviest continuous schedule
of the best features produces the larg-
est and most responsive audience in
this rich market.

®Name of Company furnished on
written request to National Battery
Broadcasting Company, St. Paul
Hotel, St. Panl, Minn.

NORTHWEST’S
LEADING RADIO STATION
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CARSON PIRIE ScotT & Co

366 WEST ADAMS STREET
CHicAGO

January 12, 1931

Mr., William S. Hedges, President
Station WMAQ

Daily News Building

Chicago, Illinois

Dear i r. Hedges:

Enclosed are contracts covering our spring and early summer
broadcasting schedule, consisting of 82 broadcasts over your

station.

I do not know how we could more effectively express our
appreciation of the wonderful results brought during our late
1930 period, which were eccomplished through one station
alone -~ WMAQ.

As you know, the Bobolink quota we had set for the first of the
year during the period of broadcasting, was exceeded by more
than 100%. The E-2 Underwear, Mandalay Underwear and Staydown
Shirt broadcssts, brought not only splendid results, but aroused
among our own people, salesforce and merchants, an enthusiasm
that would have been hard to gain-through any other means.

The hearty cooperation of every member of the staff of WMAQ
was worth a great deal of money to us., I might mention that
the work of Pratt and Sherman was especially helpful.,

Yours very truly |

CARSON PIRIE SCOTR & CO. l
i 3 ::S CXJLAJ\:)
Advertis é{ana ger

WMAQ, Inc.

The Chicago Daily News Broadcasting Station

400 WEST MADISON STREET CHICAGO, ILLINOIS
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Number 11

It’s Time to

R EPLACE GENERALITIES
with FACTS

Accurate Figures on Circulation and Costs Are
Now Available for the Broadcast Advertiser

I.\' TALKING to you tonight
about radio advertising, I am go-
ing to try to get just as far away
as possible from vague generalities
and stick to real and ascertainable
facts. I want to do this because so
much of what has been said about
radio advertising has been based on
guess-work, and because it has gen-
erally been assumed that no facts
are available. \What I want to try
to show you is that there is now a
sufficiently large body of accurate
information so that radio advertis-
ing can be judged fairly and sound-
ly in comparison with other media.
which is the only way any intelli-
gent advertising representative real-
ly wants to judge it.

If, in illustrating what I have to
say, I necessarily take my figures
largely from the experience of com-
panies with which I am associated,
particularly the Columbia Broad-

eAn gddress delivered before the Town

cyﬁrc‘ Clud of Saint Paul, January 28,
1931.

February, 1931

Says H. A. Bellows*

Vice-President, COLUMBIA BROADCASTING SYSTEM

casting System and Northwestern
Broadcasting, Inc., it must not be
assumed that I am arguing specifi-
cally in behalf of these companies.
What I have to say applies with
equal force to the National Broad-
casting Company and to many indi-
vidual stations. My only reason for
using the figures which I shall give
you is that they are the only ones
regarding which 1 can speak with
first hand knowledge.

[ always dislike people who quote
a lot of statistics in their talks, but
in my time I have myself been re-
sponsible for enough vagueness
about radio advertising so that I
want to keep this talk as close to
the figures as possible, and I can
only hope you will forgive me.

The first thing I want to point
out is the growth of radio adver-
tising during 1930. Now, I do not
need to remind you that 1930 was
not what we could call a generally
profitable business year, nor do I

need to point out the general shrink-
age in most forms of advertising.
Magazine advertising in particular,
both general and class, showed a
marked falling off in 1930 from the
1929 level, and the newspaper which
in 1930 held reasonably close to its
1929 figure counted itself remark-
ably lucky.

During the twelve months of
1930, broadcast advertising went
ahead at a phenomenal rate. For
the Columbia Broadcasting System,
for example, the total volume of ad-
vertising, measured in terms of rev-
enue, showed an increase over 1929
of 52 per cent. For all chain ad-
vertising, including both the Nation-
al Broadcasting Company and Co-
Jumbia, the figures I have for eleven
months of the year show an increase
over the 1929 record of 43 per cent.
One reason why Columbia showed
proportionately so much more
growth during the year than its
competitor was that the Columbia
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System during the year extended its
facilities very greatly by adding a
lot of new stations. On the basis
of equal facilities during the two
years, the 43 per cent increase in
the volume of chain advertising is
probably a pretty fair figure for both
companies.

Even more conspicuous than the
increase in chain advertising has
been the phenomenal increase dur-
ing 1930 in the volume of spot
broadcast advertising. In the case
of WCCO, for example, the spot
business done during 1930, that is
to say the amount received from
advertising clients for tine only, ex-
clusive of all talent cost, and exclud-
ing all chain programs, was 61 per
cent greater than in 1929. A very
similar increase in business has been
recorded by the other two broad-
casting stations with which I am
personally associated, WBBM in

Chicago and KMOX in St. Louis.

Of course there are exceptions to
the rule, but from a fairly wide
contact with broadcasters all over
the country I should say that most
of the efficiently operated broadcast-
ing stations had increased their
gross revenue from spot advertis-
ing by at least 50 per cent in 1930
over 1929, and in many instances
the increase has been materially
greater than this.

Of course, one explanation of this
increase is to be found in the fact
that whereas all other forms of ad-
vertising had been steadily on the
upgrade from 1922 to 1929, the up-
ward swing in radio advertising did
not begin until about 1926, as the
use of radio for advertising before
that date was pretty nearly negligi-
ble. In 1929 most types of adver-
tising were at their peak, whereas
radio advertising was just develop-
ing. However, the fact remains that
during a generally difficult year,
when practically all other forms of
advertising showed a marked
shrinkage, radio advertising went
up by somewhere around 50 per
cent.

I will frankly admit that a lot of
this advertising in 1930 was done on
an absurdly unsound basis. A great
many radio advertisers still suffer
from the delusion that letters from
listeners and the friendly comments
of their acquaintances as to the
quality of their programs really
mean something. I want to make
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it perfectly clear that the only value
of a radio advertising program is
measured by its effect on sales.
There is no more reason for think-
ing that a nice musical program has
sales value than for believing that a
pretty design without the right kind
of copy will produce business. When
you run a printed advertisement you
do not ask the readers to write and
tell you how they like the picture.
There is actually no more sense in
asking radio listeners to write in
and tell you how they like your pro-
gram. Every advertiser has long
since realized that with all the other
types of advertising, the one test is
the production of increased business,
and it is only in radio that an ab-
surd' standard has been set up
through asking for comments on the
type and quality of the program.
The reason for this, of course, is
that radio advertisers want some
tangible proof of circulation. You
put a program on the air; does any-
body listen to it? Unless an adver-
tiser can see a certain definite
amount of mail response, he is in-
clined to think either that nobody
listens to his program or that nobody
likes it. And yet he would never
think of applying the same test to
any other form of advertising. If
he takes a full page in the Saturday
Evening Post, he certainly does not
ask all its readers to tell him how
they like his advertisement. He
judges the effectiveness of his full
page by the result in actual sales.
As soon as people realize that the
same rules apply to radio advertis-

sl;gant-

“THE objective in broadcasting

should be to ‘please most
of the people most of the time.’
This, however, cannot be accom-
plished under a monopoly, either
public or private. There must be
competition. In Great Britain,
where the Government maintains
a monopoly, broadcasting is a la-
mentable failure, from the stand-
point of a large majority of the
audience. The slogan of the Brit-
ish Broadcasting Corporation might
well be: ‘The public be damned.'”
—From an address by R. W. Ash-
croft, General Manager, Trans-Can-
ada Broadcasting Company.

.

ing as to the use of any other me-
dium, we shall eliminate a lot of
foolishness and waste.

As I have said, the rcal reason
why advertisers want mail, outside
of gratifying their vanity, is to get
some measure of circulation. It is
generally felt that the great differ-
ence between radio and other media
is that in the others you have a def-
inite circulation figure to work on,
whereas in radio you know practi-
cally nothing. Let us see, however,
if this is really the case.

IRST of all, what does a circu-

lation figure really mean? Sim-
ply that a given number of families,
in the case of a paper with home
circulation, is the maximum which
will have an opportunity to see any
advertisement published therein. It
certainly does not mean that all these
people will see it. Suppose you take
a six-inch single column advertise-
ment in a Sunday paper. How many
of the readers of that paper do you
suppose actually see that advertise-
ment, to say nothing of reading it?
You can only guess at the number
actually reached by your advertising
message, figuring that it is a greater
or smaller percentage of the total
circulation, depending largely on the
prominence and the character of the
advertisement itself.

If we consider circulation as sim-
ply meaning the maximum number
of homes which have a sure oppor-
tunity of seeing any given adver-
tisement, we find that we can ap-
proximate this definition of circula-
tion very closely in radio. What I
want to point out is that the thing
to consider in radio-advertising is ex-
actly what you consider in any other
form of advertising : not how many
people certainly will listen to your
program, but how many people cer-
tainly can listen to it if they want to.

We all still suffer somewhat from
the delusion which beset radio in its
early days, after all only a matter
of five or six years ago, which has
been kept alive by the practices of
certain radio stations. We used to
think, you know, that a radie station
could give effective coverage over
an enormous area, and it is still
hard for most people to realize how
limited the effective range of even
a very powerful station actually is.
It is not that the coverage is ac-
tually small, as compared to cover-
age given by any other advertising

Broadcast Advertising



medium ; it is simply that the cov-
erage is small compared to what we
wsed to think it ought to be.

The trouble is that many stations

still boast of the fact that they get
etters from New Zealand and tele-
grams from every state in the coun-
try. Doubtless they do, but for ad-
vertising purposes this scattered cir-
culation is absolutely worthless. I
subscribe to the New York Times,
but that does not mean that the
Times is a good advertising medium
for St. Paul merchants seeking local
trade. Scattered radio circulation
is almost entirely a matter of luck,
and the number of remote listeners
to any station is so small that from
the advertising standpoint it is neg-
ligible. The only thing that counts
is dependable day and night circu-
lation. By this I mean that the only
radio circulation worth buying in-
volves guaranteed delivery, which
should be just about as dependable
as the delivery by mail of a maga-
zine, or by carrier of a newspaper.
Of course, some allowance has to
be made for exceptional weather
conditions, but if I were an adver-
tiser, the only thing in radio I would
pay my money for would be abso-
lutely dependable circulation.
I want to try to dispel some of
the misconceptions which exist about
the difference between day and night
radio circulation. Almost everybody
will tell you that a radio station
reaches out farther at night than in
the daytime. So it does, but its ac-
tual dependable circulation at night
is rather less than in the daytime.
This is because the interference
from other stations increases at
night to a point where the really
effective service range  is actually
cut down from what it is by day.
It is perfectly true that here in St.
Paul you can hear Los Angeles at
night and not in the daytime, but it
is equally true that people 100 miles
from a Los Angeles station can hear
it a lot more dependably in the day-
time than they can at night. That
is why I want to insist that the only
thing a radio advertiser should buy
is dependable day and night circu-
lation.

Now, remembering that circula-
tion means, not the number of
homes which certainly will listen to
any given program, but the number
of homes which certainly can listen
to it if they want to, we can estimate
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HE opening overture and the
grand finale of the Good Luck
chick program through radio station
KDKA at Pittsburgh are broadcast
by the youngest broadcasters in
radio history—24 baby chicks.
The chicks are sent to KDKA
each week by the Neuhauser chick
hatchery located at Napoleon, Ohio,

with considerable accuracy the cir-
culation of any given radio station.
Dependable delivery of programs,
which is the measure of circulation,
depends on four different factors.
The first and most important is free-
dom from direct interference. Peo-
ple will not listen to a station if its
programs are seriously interfered
with by whistles or squeals, and the
farther you get from the station the
more likely you are to find this type
of interference.

The second test, closely akin to
the first, is that of the strength and
quality of the signal delivered to the
listener’s radio set. Figures as to
power ratings mean practically
nothing to the radio listener. If,
for example, a radio listener in New
York City happens-to get a stronger
signal and with better quality from
WOR or WABC than he does from
WEAPF, he does not care in the least
that WEAPF is rated at 50,000 watts,
while WOR and WABC have 5,000
each. It is what the listener gets,
not what the station thinks it is put-
ting out, that does the business.

The third test in determining cir-
culation is the position of the sta-
tion on the dial of the receiving set.
For certain purely mechanical rea-
sons, it is very much easier for the
listener to bring in stations in the
upper, or long-wave, part of the dial

Do Their Own

Advertising

the sponsof of the program. Fol-
lowing the signature song presented
by the baby chicks, a quartet of well-
known Pittsburgh singers carry on
the program with songs old and new
that are popular with the radio audi-
ence. At the conclusion of the
musical program the baby chicks
again come before the microphone.

than it is on the lower or short-
wave part.

The fourth thing to consider is
the general program standard set by
the station. A really outstanding
feature can be put on a station which
generally has rather poor programs
and within the mechanical limits of
successful distribution people will
listen to that program. However,
general program quality unquestion-
ably has a good deal to do with the
habits of listeners, and if the pro-
gram standard of any station is con-
sistently and notoriously low, the
circulation possibilities of that sta-
tion are unquestionably reduced
thereby.

Now let us see the practical ap-
plication of these four tests to deter-
mine dependable delivery of pro-
grams. Here in the Twin Cities,
including simply Ramsey and Hen-
nepin Counties, there are approxi-
mately 75,000 receiving sets in op-
eration. My figures for receiving
sets are based on estimates by the
United States Department of Com-
merce. Every one of these receiv-
ing sets can be reached with practi-
cally no direct interference, and
with adequate strength and at least
fair quality by every broadcasting
station operating in the Twin Cities.
The advantage of preferred position

(Continued on page 26)



RADIO SERIAL
SELLLS COFFEE

Comic Opera Arouses Interest
and Stimulates Sales

Says Ray R. Morgan

Vice-President, EarNsHAW-YoUNG, INC., Los Angeles

NE YEAR after the dis-
covery of gold in Cali-
fornia, the Folger Cof-

fee Company was founded in
Sart  Francisco. Today, this
company operates plants in
San Francisco, Kansas City
and Dallas and sells Folger's
coffee in 35 different states.
Being large and consistent ad-
vertisers, it was natural that
the Folger Company would
consider radio as a medium,
and in May, 1929, its first ex-
perimental radio effort was
made.

Daytime announcements —
one each day—were made over
station KPO, San Francisco;
KLX, Oakland ; KWG, Stock-
ton, and KFBK, Sacramento,
for a period of 25 days. A
contest idea was used, it heing
necessary for the radio listener
to send in a strip from a Fol-
ger coffee can in order to qual-
ify for the contest.

More than 6,000 letters
were received during the test
period, each containing a strip
of tin from the vacuum Fol-

Tunein on FOLGERIA cve

KFRC—San Francisco . .
Stockton ... KFOK—Secramento . .. KOIN—Portland <. K¥l—Tacoms . ., KOL
—Soattle. .. KFPY—Spakane, 9 te 9:30 p.m.; KDYL—Salt Lake, 10 10 10:30 p.m.
®F.C.Ca.. 1930

FOLGER
FLAVOR

from Central
America

know what it was all about.

The idea was then explained
to the salesmen, and during
the contest a great number of
new accounts were opened be-
cause of the definite dealer
demand created by the radio
announcements.  Considering
the fact that these announce-
ments were but three minutes
long—that they were made in
the daytime—that they carried
no entertainment—and that the
total cost of the entire trial
period was less than one thou-
sand dollars, the results were
particularly impressive. The
result was a decision to use
radio as a major medium, and
a new and different idea in

F’««( — radio entertainment was
- 2 | ht

*’.L—'\I | sought. i

| "es, - 'me,'? ﬂ:m ! Folger’s coffee is imported

1) . -

! ‘Zﬁ"{m il from Central America, so it

., =5 ! NS S| . hi

= '~ i v S\ Vol was decided to create a mythi-

Comlc Opera from Marimba Land

this delightful Comic Opera of the Air.

- KHJ—Los Angeles . . . KMJ—Freno . .

ry Thursday evening at 9 o'clock
over the Columbia Network and hear the newest cpisode in

. KWG—

cal Central America republic,
to label it FOLGERIA, and
with this name and locale, to
weave a musical story of Latin-
American love and danger and
intrigue. The program is orig-

ger coffee can. This repre-
sented a direct sale of more
than three tons of coffee, and
there was no town, city or
hamlet in Northern California from
which at least one entry was not
received. Many checks and money
orders were received from people
living outside the Folger distribution
area, asking that the coffee be sent
to them by mail. Entries in the con-
test were received from as far east
as Kansas.

In order to get a definite check

Newspaper advertising mentions the broadcasts

upon the reaction of grocers to
radio, no mention was made to any
Folger salesman of the radio pro-
gram.  Yet, inside of one week,
every salesman had telephoned or
written the house asking for details
on the radio advertising, saying that
the trade was getting calls for Fol
ger’s coffee on account of the radio
contest and .the grocers wanted to

inated at KH]J, in Los Angeles,

and is released each Thursday

night over a western Columbia

network of nine stations.
Folgeria is a comic opera in serial
form, and the story is unfolded
from week to week. Graves, the
hero, is in love with Elisa, beautiiul
daughter of Carlos Moreno, Presi-
dente of Folgeria. Huniredo, the
villain, is attempting to overthrow
the government. Black and Blue,
sleuthy detectives, supply the com-
edy relief, and their adventures in
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Folgeria are both wild and woolly.

Each episode (Folgeria is now in
its twenty-fourth week) ends in
some such thrilling climax as the
heroine being pushed over the brink
of a Folgerian Volcano, the Presi-
dente being made to walk the plank
from a pirate sloop, or the detec-
tives being pounced upon by jungle
lions. Whereupon the listeners are
cruelly kept waiting for another
week to find out what really hap-
pens.

The script calls for extraordinary
sound effects in quantity, which are
built especially for the production as
needed. The crash of a ship on the
reefs, the wreck of the Folgerian
Railway, the squeak of the villain’s
shoes, the ship rubbing against the
dock, the march of the Folgerian
army, the roar of jungle lions, the
rescuing airplane, the swish of a
skyrocket, the slide for life on an
aerial railway, the bombing of the
army—these and many other sound
effects have been used. In fact,
the sound-making apparatus has
achieved such importance that it now
fills one entire room at the studio.
It was found that the radio listeners
got as much of a kick out of the
sound effects as they did from the
dialogue or the music.

Folgeria has been a big fan mail
producer from the start, and the re-
action of the public has been shown
in many amusing ways. One letter
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came in saying, “We have looked
through all the atlases and we can
not find where Folgeria is located.
Will you write and tell us what
other countries are near it?”

A school teacher wrote in that her
pupils were playing Black and Blue,
the detectives. Grocers everywhere
have taken a great fancy to the pro-
gram and spend as much time talk-
ing with the Folger salesmen about
Folgeria as they do about the coffee.
The idea of the serial “thriller” has
caught on and, the Folger Coffee
Company feels, has created a larger
and more interested audience than
would have been created by the self-
contained unit type of program.

A song writer was commissioned
to write a theme song for Folgeria.
This he did, using the title, “Elisa.”
This theme song was printed in
sheet music form and mailed out to
those who requested it. Requests
came in, but in comparatively lim-
ited number.  The question then
arosé as to why the program was
not pulling a greater number of re-
quests. The announcements and the
offer were slightly changed, but no
noticeable increase in number of re-
quests was apparent.

The theme song offer was then
withdrawn and a contest idea was
used to replace it, with a prize of
one year’s supply of coffee offered
each month. In order to qualify
for the prize it was necessary to buy

Twenty-five daytime announcements
brought the pile of more than 6,000
letters pictured below, each ome con-
taining a strip from a Folger coffee
can. The theme song, at the left, did
not pull many requests, but 750 lis-
teners a week ask for the photograph
of the Folgeria cast, at the right.

from Central America

a can of Folger’s coffee and send in
part of the metal strip that comes
off when the can is opened. Imme-
diately this offer was mentioned, the
response increased and hundreds of
letters poured in. In fact, the de-
mand became so great that the han-
dling of territories where distribu-
tion was not complete became a real
problem. For example, station KOL
in Seattle reported 27 telephone calls
to the station in one day from house-
wives asking where Folger’s coffee
could be obtained.

With the contest idea was includ-
ed an offer of a picture of the Fol-
geria cast, autographed by the play-
ers. This proved extremely popular
and many letters were received say-
ing, “All we want is the picture.
Never mind entering us in the con-
test.” This seems to prove, to the
minds of the Folger Company. at
least, that people are not greatly in-
terested in sheet music—perhaps
further evidence of the inroads that
radio has made on the entertain-
ment habits of the country.

NE of the most effective pub-
' licity stunts worked for Fol-
geria was the printing and distribu-
tion of Folgeria tickets. Tickets ad-
vertising the radio program were
printed in exact imitation of theater
tickets. These got instant attention
and many a pleasant chuckle from

(Continued on page 34)
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INSTITUTIONAL BROADCASTS

INCREASE USE oF GAS

Gas Industry of New England Finds Profits
in Cooperative Educational Campaign

HERE is an ever increasing

movement in favor of cooper-

ative advertising campaigns on
the part of industrial and commer-
cial trade associations that is doing
much to promote and maintain busi-
ness for the members of these
groups. The type of advertising
and the media used vary in each
group, but the general idea is much
the same among them all.

Typical of this movement is the
campaign sponsored by the Gas In-
dustry of New England, whose
membership comprises all of the in-
dividual gas companies located in
this territory. Three years ago the
association decided to try a coop-
erative advertising campaign to run
for a period of three years. A sum
of $144,436 was collected to pay the
cost for the first year. The second
year $150,000 was used for this pur-
pose. The third year, which is the
present, a sum exceeding this
amount will be used.

During the first two years news-
paper advertising and dealer helps
were used almost exclusively. About
a year ago it was decided to .give
radio a try. So successful was this
attempt that a more ambitious pro-
gram has been substituted and it has
been added to the other advertising
as a permanent feature. The ex-
perience of this association with
radio broadcasting for this type of
publicity sets an example that other
associations can follow with a sure
knowledge that it works.

The type of broadcast used has a
few unique features that are par-
ticularly adaptable to association
broadcasts. It must be remembered
that in association work it is abso-
lutely impossible to name any par-
ticular company or to show the
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By Carroll E. Pellissier

fan mail--

FAN mail at CBS during 1930
totaled 1,027,046 letters. The
average letter is 50 words in
length; the longest received was 10
typewritten pages; the shortest, four
words: “Please send theme song.”
The largest single day’s mail was
20,000 letters and cards.

slightest tendency to favor the busi-
ness of any one member or group
of members. The program must be
built around the work of the asso-
ciation as a whole or the commodity
that the group as a whole wishes to
merchandise.

Mr. H. E. Fellows, of the Green-
leaf Company, Boston advertising
agency, who is in charge of the
radio end of the campaign, is a firm
believer in the indirect method of
putting over a sales message via the
radio. He says:

“In any type of industrial and
commercial association broadcasting,
it is far better to bring your mes-
sage to the attention of the radio
audience by the indirect method of
suggestion rather than the direct
methods of mere announcing. In
the radio program of the Gas Indus-
try of New England we have used
a balanced combination of dialogue
with music in everv broadcast.

“Naturally, the entire program is
given with the thought of establish-
ing the superiority of gas as the
modern fuel for home needs. The
presentation is pretentious to an ex-
tent that properly reflects the pres-
tige of the industry. Yet its ap-

proach is the friendly intimacy so
perfectly possible in radio. No en-
deavor whatsoever is made to sell
the services of any one company or
the superiority of any given appli-
ance. The message is thoroughly in-
stitutional, bringing to the attention
of the entire household the story of
gas and its manifold benefits to the
modern home.”

Since the time when Thomas Edi-
son perfected the electric light, the
use of gas has not been as far reach-
ing or as important as it once was.
Most of the men in the industry
have taken it for granted that every-
one knows about gas and has it in
his home as a matter of course. Un-
fortunately for them, electricity has
been displacing gas to such an ex
tent that it behooves the industry
to wake up and start a little counter
promotion work. Hence the begin-
ning of the present campaign that
has proved to be a model for other
associations all over the country.

T CAN readily be seen just what

course of action should and
would be taken. The gas industry
had to begin once again to sell the
public the advantages of using gas
in the home in every possible way.
This includes all the well known
appliances such as flatirons, cook
stoves, iceless refrigerators, hot
water heaters, house heating plants
and others.

Radio readily adapts itself to
needs of this sort. In full coopera-
tion with the newspapers and direct
mail, the radio broadcasts have
helped materially in gaining the re-
sults desired. The method f mak-
ing these presentations is worthy of
consideration by other associations
either now using or contemplating

(Continued on page 35)
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Growth of Broadcast Advertising
OVER COAST TO COAST NETWORKS

During the Past Forty-eight Months
January, 1927 to December, 1930

1927 1928 1929 1930

January ... $270,949  $733,815  $1,258,174  $1,989,497

February .. 252,195 715,316 1,372,484 1,872,575 o
March ..... 316,158 841,727 1,610,252 2,295,190 '
April ...... 273209 773,364 1,550,372 2,198,808 .
May ....... 257,981 776,279 1,562,770 2,300,243

June ...... 241,930 679,566 1,309,295 2,033,337

July ....... 228,666 640,333 1,311,517 2,074,475 ;o

August .... 195143 676,200 1,330,079 1,959,782

September . 264,725 813,874 1,599,191 2,122,705 -

October ... 368111 926,712 1948430 2,674,036 e B

November . 491,711 999,080 1,908,287 2,576,721 y
December . 671,732 1,084,408 1,968,720 2,721,787 <

$3,832,510 $9,660,614 $18,729,571  $26,819,156

Nov.

MaR, SEF

Excludes $598,000 W orth of Politi- & o o
cal Broadcasting during October
and November, 1925

[ 1927 1928 | 1929 | 1930 |

Source of Figures: Nationa! Advertising Records
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Looking Through the Mike
at MEXICO

W hich Has Now Become Radio Conscious

By Wendell Cox

RCA-Victor Agent, Tampico, Operating Stations XEW-XET-XES

ARLOADS of beverages, silks,
chinaware, razor blades,
shoes, soaps, perfumes, cigar-

ettes in enormous quantities, auto-
mobiles, gloves, hats, hosiery, sil-
verware, typewriters, office appli-
ances, electrical accessories, heart-
warming and palate-soothing lig-
uors, jewelry, alarm clocks, tools,
machinery, motors, both staple and
fancy foodstuffs, building materials
—these form a partial list of ar-
ticles, both home-manufactured and
imported, that your southern neigh-
bors are buying and using in ever-
increasing quantities, thanks to the
versatile, flexible and distance-
smashing means of publicity made
possible by modern radio broadcast-
ing.

No, we don't live in trees down
here. An extremely small propor-
tion of radio-owning Mexicans ever
rode in an ox-cart. The swords,
pistols and rifles are rusting from
misuse. We have tramways and
bus-lines, aeroplanes and automo-
biles, insurance and taxes and, in
short, about all the advantages (and
plagues) of the poultryman or fruit
grower in California, or the manu-
facturer or professional man in New
York. Revolutions? The last one
that jarred the country was over
many years back—and only the first
one shook the props of the country
as the 1929 stock market break
shook the U. S. Mexico moves on
pretty steadily, and while many
U. S. firms are asleep as to the pos-
sibilities, a few of the rest of us are
“sawing wood” quietly (and making
quite a lot of money before the rest
of you wake up).

In a country where anything may
happen, one thing has! The Mexi-
can public woke up one morning and
found itself suddenly radio-minded!
And they “got that way” in the im-
pulsive, enthusiastic, hot - headed,
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statistics--

HE following NBC statistics
were gleaned from President
Aylesworth’s annual report. In
1930:
263 sponsors used NBC facilities.
The gross revenue was $22,000,-
000, an increase of $7,000,000 over
1929.
6 stations were added, bringing
the total to 74.
More than 2,000,000 letters were
received.
1,226 persons, exclusive of artists
and musicians, are now employed.

characteristically Latin manner, if
you get what I mean. There’s noth-
ing half-way about the way they
take to a thing, once it appeals to
them.

A matter of ten years ago, when
the first manufactured receivers
were placed on the market in the
East, five hundred or a thousand
sets were rushed to Mexico. I didn’t
say they were just “sent,” or that
they “filtered” into this country.
They were rushed! Freight was too
slow—they came by express from
New York. And up to 1929 they
kept coming in a steady stream, at
the rate of from seven to ten thou-
sand sets per year. A peculiar fact
is that the great majority of these
sets were sold throughout Mexico
on a basis of reception from broad-
casting stations in the United States,
with announcements in a language
that 90 per cent of the listeners did
not understand!

The first broadcasting station in
Mexico was thrown together about
1922, a 500-watt composite piece of
equipment that suffered most of the
defects of the first experimental sta-
tions. .Another of the same nature

was soon installed, then came a se-
ries of seven or eight smaller sta-
tions in Mexico City and in three or
four of the larger cities of the coun-
try.

These stations, even the larger
ones, were of an experimental na-
ture. Radio was, even until 1929,
such a marvel and a novelty to both
listeners and station owners that the
publicity, or income-producing end
of radio broadcasting, was not taken
seriously. I smile when I recall the
conduct of my first station, a small
affair over in Guadajalara, covering
the west coast back in 1923 or 1924.
Radio broadcasting was a service to
the listeners, provided for their en-
joyment, at our expense!- It never
occurred to us to sell time. Until a
year or so ago, practically every sta-
tion owner was like a kid with a
new toy that provided endless sur-
prises. Concerts and paid time were
still of an experimental nature. So
naturally the listening public pre-
ferred the U. S. stations for their
entertainment, even though they
didn’t understand English.

But everyone felt the need of
Mexican stations, with announce-
ments that the listeners could under-
stand, and with concerts made up
of their own music. There is a
broad gulf between the musical pref-
erence of the Anglo-Saxon and the
Latin races. The listeners were fed
up with 90 per cent jazz programs
from U. S. stations. But they were
also fed up with their own stations,
which used largely mediocre artists
with little or no training or broad-
cast work, with improvised an-
nouncements, long waits between
the musical numbers and the an-
nouncements, ordinary orchestras,
and transmissions clouded by motor
generator and other such noises.

In the latter part of 1929 and
during 1930 a number of new Mex-
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ican stations went on the air. Three
of them were built by our own or-
ganization, with the frank purpose
of increasing sales of Victor re-
ceivers. I’'m not going to state how
many radios were sold by Victor
dealers in Mexico in 1929 and 1930,
or by our energetic competitors, but
it is conservatively estimated that
the number of receivers in Mexico
has been multiplied five times since
the summer of 1929. Today there
are well over 250,000 radios in daily
use in this little land south of the
Rio Grande. And that number is
increasing by leaps and bounds.

A small number of receivers, you
will say, in comparison to what we
find in the thickly settled portions
of the U. S.? True, brother, true.
But an investigation will prove to
vou that these 250,000 Mexican
families with radios are the people
that the manufacturer wants to
reach, for in the great majority they
are the people with money to spend.
The purchasing power of the radio-
owner in Mexico is on the average
far larger than that of the set owner
in the U. S. These radio listeners
are the consumers of imported ar-
ticles of all kinds—champagnes and
fme liquors from Europe; soaps,
shoes and hosiery, clothing, food-
stuffs, cigarettes, typewriters and
office appliances, and even bhutter,
from the U. S. The best is none
too good for them, and they are, for
the greater part, disposed and ac-
customed to favor the imported
article.

The competition of the new sta-
tions has caused the older ones to
fall into line by improving their
own facilities, and there are now
enough well-equipped stations to
give the advertiser good coverage in
most parts of Mexico. And the ad-
vertisers have not been slow to make
use of this new medium.

WISH I had the space to tell
you of some of our experiences.
How a soap manufacturer in one of
the cities couldn’t seem to introduce
his laundry soap until he tried the
radio. Today he supplies every
store of any importance in the
region he controls, as a result of a
three months' campaign of a half-
hour weekly.
How one of the brewers in Mex-
ico City didn’t believe in radio pub-
(Continued on page 38)
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BROADCASTING A WASHING
MACHINE DEMONSTRATION

Miss Crane, the Automatic Duo-Disc, and a match.

“MORE quiet than the break-
ing of a match,” is the
manufacturer’s claim for the Auto-
matic Duo-Disc washer. To prove
it, he broadcasts a weekly radio
demonstration, conducted by Miss
Martha Crane, well-known home
economics expert.

Following the opening announce-
ment and a song from the Duo-Disc
Duo, Miss Crane asks her listeners
to identify three sounds that might
be heard in any home, such as a
door-bell, vacuum cleaner, ticking
clock, egg-beater, breaking match,
etc. Then, asking the audience to
listen carefully, she turns on the
motor that runs the washer and
then the washer itself. Turning
them off, she says:

“All right, let's begin our Radio
Listening Test. In just a moment
I'm going to ring a gong that will
tell you that the Automatic washer
is actually in operation. When you
hear the sound of this gong, look at
your clock or watch and write down
the time indicated. Then, we'll have
the Duo-Disc-Duo entertain us with
a song while the washer continues
to operate and shortly after they
have finished singing I'm’ going to
turn off the Automstic washer and
1 want to see if you can tell the

exact number of minutes and
seconds, you think the washer was

running. When you have checked
the time, write down on a
card or letter the number of minutes
and seconds and mail your cards or
letters to the Automatic Washer
Company, Radio Department, New-
ton, lowa. Every woman who
guesses the exact number of minutes
and seconds the Automatic washer
was operating will receive a very
handy and useful household prize.
Now, I'm going to turn on the
electric motor (furm om motor).
Remember, when you hear the gong
you will know that the washer itself
is in operation. Are you ready
(sound gomg as washer is put in
operation)? The Automatic Duo-
Disc washer is now running. Listen
real carefully and keep your atten-
tion on the clock.”

The harmony team sings another

song while the washer is running,
after which Miss Crane resumes:

“The Automatic Washer is still
running. Listen closely and see if
you can tell when you think the
Duo-Disc Agitator is turned off.
Check your time carefully from the
sound of the gong until you think
the washer is no longer operating.
I am going to turn off the Duo-Disc
Agitator in the next half minute
(pause one-half minute during which
washer is turned off). During that
last half minute I turned off the
Automatic Washer. Could you tell
when it stopped running?”

In the concluding announcement
(Continued on page 20)
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GILMORE Radio Circus
Boosts Gasoline Sales
0500% 1n 'T'’hree Years

€€ OWN, Gilmore, Down!” is
the command, but all the
while the frisky young
lion refuses to obey and up and up
go the sales.

GREATEST|
SONG HIT|

from the Gu}more l.non Tamers l

BLU
GREEN ',
GAS ’.

]
‘_'_‘\ NY

Containers for the “Longest Song in
the World”, displayed by Gilmore dealers.
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Says Chet Crank

Vice-President, BoTsrorp-CONSTANTINE COMPANY

Founded in 1903, the Gilmore Qil
Company was just one of a couple
of dozen small independent compa-
nies selling gasoline in Southern
California. That is, up until three
years ago.

Today it ranks in importance
with the three major companies in
distribution of gasoline, a n d
through 3,500 outlets along the en-
tire Pacific Coast it sells 100,000,
000 gallons of Gilmore Blu-Green
Gasoline a year—9,500 per cent in-
crease in sales volume in three years
—a record no doubt, and a tribute
to the effectiveness of radio broad-
casting, properly applied. And Gil-
more is still an independent.

“Down, Gilmore, Down!” is the
catch line in the Gilmore Circus—
the words of the lion tamer and ring
master following the terrorizing
roar of Gilmore, Monarch of all,
the feature of radio’s “big top.”

Around the lion head trade mark
of the Gilmore Oil Company the
Circus was created. Today “Gil-
more” in person appears in many a
zoo in the West and goodness only
knows how many family pets of the
canine and feline species strut about
under that cognomen.

Now for the facts. Three years
ago, the writer, entrusted with the
publicizing of Gilmore products,
created the Gilmore Circus, which
was released each Friday night over
Station KNX, Los Angeles. Later
a series of side shows were created
and several other local stations were
used.

For the first few months it was
doubtful if the Circus would en-
dure. Stunts were experimented
with in the side shows, and out of
them came the Blu-Green Gas Song

“the longest song in the world.”
This accomplished our end. It tied

the public in with the program, gave
the people a part in it. It brought
customers to the gas stations and
won the good will and enthusiastic
support of the dealers.

The Blu-Green Gas Song is only
an air and a chorus, for which the
public is invited to write verses. As
an inducement, three prizes of $5
coupon books are offered each week
for the best three verses submitted.
These three new verses are sung
and the authors’ names mentioned
on each program.

The verses are then added to the
song. To date more than 25,000
verses have been received, which we
believe justifies our calling the Blu-
Green Gas Song the longest song
in the world. On the average, 250,-
000 copies of the song are printed
each month and sent to dealers, who
have special containers from which
their customers can help themselves
to the song.

Every verse submitted is ac-
knowledged on a picture post card
portraying some character in the
Circus troup. The acknowledge-
ment appears to be hand written
and reads as follows:

Dear Friend:

You are to be complimented on
the clever verse you sent in for the
“Blu-Green Gas Song” and it
came near winning one of the three
prizes. Try again, you have a good
chance to win. Also accept our
thanks for your interest in the Gil-

more Circus.
EARL B. GILMORE,
President, Gilmore Oil Co., Ltd.

The Gilmore Circus became popu-
lar in the Pacific Northwest, and al-
though the Gilmore Oil Company op-
erated only in Southern California,
so many inquiries about Blu-Green
Gasoline flowed in that it was de-
cided to invade this new territory.
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To effect a more thorough radio
coverage, the Pacific Coast Chain of
the National Broadcasting Company
was added. The Gilmore Circus is
now released over KNX on Tues-
day and via the NBC on Saturday
evenings.

The Gilmore Circus is used as a
theme for the advertising in other
channels too. A poster with the
picture of a typical American boy
putting his pet dog—disguised as
Gilmore the Lion—through a course
of sprouts and saying “Down, Gil-
more, Down?’ is featured. The
same illustration becomes a unit in
the newspaper advertising.

In order to create a unique radio
personality, all talent for the Circus
is on the direct payroll of the Gil-
more Oil Company and cannot be
heard on any other advertiser’s
broadcast.

FTER three years, it was
thought that the Circus
might be losing its hold, so a ques-
tionnaire was seant out to 20,000
people. The replies totaled 68 per
cent and disclosed that 91 per cent
of the people urged the continuance
of the program. Six per cent wanted
it stopped and three per cent failed
to commit themselves. Another in-
dication of the popularity of this
program may be found in an adver-
tisement of a Vancouver radio deal-
er, which featured the Gilmore Cir-
cus as a good reason to own a ra-
dio

The results of this radio advertis-
ing are likewise reflected in the phe-
nomenal increase in sales of Gil-
more Blu-Green Gasoline in the
three years since the broadcasting
was inaugurated—nearly one hun-
dred times as much.

The initial appropriation for ra-
dio advertising was $272.50 a week
for 13 weeks. In 1931 the Gilmore
Oil Company will expend $150,000
for this form of advertising, using
KNX, the Pacific Coast NBC
net work and the Don Lee-Colum-
bia Pacific Coast hook up. A new
and original program has been cre-
ated for use over the latter. It is
called “Gilmore College Daze” and
will advertise a new Gilmore prod-
uct. Gilmore Lion Head Motor Oil.

“Gilmore College Daze” features
an individual college each week, por-
traying campus activities, traditions,
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GREATER GILMORE CIRCUS
SATURDAYS: 8 p.m. 10 8:30 p.m.
- San Francitco
- los Angeles

-« Portland
KOMO - - - - Seattle
ond FRIDAYS: 9 p.m. 1o 9145 p.m.
KNX Mollywood
[Aher Docomber 36, svery Toosdoy
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° QUICK STARTING d\;_-,__-:’%
B e et ®

s
THE ONLY PREMIUM GASOLINE
e o o AT NO EXTRA COST

and
Gilmore Sales

Go Up and Up!

Everywhere you go you hear
it—"Down Gilmore, Down!”—
It is the populor line from the
Gilmore Radio Circus.

Everywhere you go you heor
—“} use Gilmore Blu-Green Gos-
oline” —It is the fostest selling,
most popular motor fuel on the
Pacific Coast.

People like the Gilmore Circus
! becouse it is the best show on the
air. They use Gilmore Blu-Green
Gosoline because it is the best
gosoline . . . actual use proves it
to you.

It does everything that any
good goasoline can do and more.
It Removes Carbonl It starts Quick!

Try it for o few hundred miles
o RE exclusively — you'll be surprised.

‘GREEN

GASOLINE

Gilmore’s radio slogan is featured in all of their printed advertising.

history, famous alumni, college
songs and yells, with a group of
Lion Head hunters “mascotted” by
Gilmore.

A tie-up is made with alumni as-
sociations and college publications
and a special poster announcing the
colleges to be featured during each
month is prominently displayed at
all dealers. To secure local enthu-
siasm and a local audience when a
Pacific Coast College is featured,
the territory around the college is
placarded with posters announcing
the date, which are printed in the
colors of the college to be featured.

This program is too new to com-
ment on it at length, but it has been
generally accepted as successful and
has already proven extremely effec-
tive in lining up distribution and
consumer demand for Gilmore Lion
Head Motor Oil.

Portland Program Ban

Lasts Only Four Days

RADIO programs are news that the
public wants. This fact was discov-
ered last month by the publishers of the
newspapers of Portland, Ore., according
to a story in Editor & Publisher for
January 24, which reads as follows:

“After less than a week of publishing
radio broadcasting programs only on the
basis of paid advertising, Portland news-
papers have resumed their publication as
news.

“Concerted action in putting radio pro-
gram announcements on a paid basis was
taken by Portland papers beginning with
their issues of January 16. As a result
the printing of programs was limited to
the stations in which the individual
papers had a direct interest. Programs
for these stations appeared in display
space in the papers with which they were
affiliated. The demand for publication
of all Portland station programs was so
insistent, however, that the publishers re-
considered their decision and on January
21 they were back on their former basis.”
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Radio Introduction Wins

Immediate Welcome
for ' ASTYEAST

Broadcast Campaign Gains Wide
Distribution for New Food-Confection

Cover of a folder inserted with sample.

HE remark is often heard that

radio i1s a good secondary me-

dium, fine for putting the
finishing touches on to a campaign
in newspapers and publications, but
that alone it isn’t worth very much.
Others will tell you that radio is a
complementary medium, excellent
for use in conjunction with printed
advertising and worth perhaps half
of the appropriation, but that using
radio alone is a dangerous pro-
cedure.

Part of the time—maybe most of
the time—the wisest use of radio is
alongside of a newspaper or maga-
zine campaign. Probably the wisest
use of any advertising appropriation
is to split it between several media,
each tying in with and helping out
the others. But it is also true that

14

radio—like any other primary me-
dium—can on occasion do a pretty
good job all by itself, without any
outside assistance. A made-to-order
illustration of radio’s ability to
stand alone is the story of the Green
Brothers Company of Springfield,
Mass., and their food-confection,
Tastyeast.

Tastyeast is a five-cent bar of
chocolate-coated chocolate fudge
coataining all the recognized nutri-
tional benefits of yeast but without
the slightest taste of yeast. It seemed
obvious that this product, therefore,
offered to many people a remarkably
pleasant way to take into their sys-
tems the liberal vitamin “B” con-
tent which scientific authorities had
convinced the public was essential.
The question then was how to place
these facts before a sufficient num-
ber of consumers.

In 1928 and 1929 a campaign con-
fined to newspapers and publica-
tions had failed to produce satisfac-
torily. A sizeable sales force con-
tacting the chain stores, jobbers and
independent dealers had been unable
to pay for itself. The sales force
therefore was dismissed ; the client
disinclined to spend further in me-
dia which had disappointed him.
Radio therefore was the one road
which could be used to attain the
hoped-for goal. So radio it was
that Dowd & Ostreicher, Lowell,
Mass., agency to whom the Green
Brothers had brought their prob-
lems, recommended.

They decided to conduct a test
radio campaign over Westinghouse
stations WBZ in Springfield and
WBZA in Boston. Two fifteen-
minute periods were chosen in pref-

erence to a single half-hour pro-
gram because it was felt that fifteen
minutes was sufficient time to tell
the complete story of Tastyeast in
addition to presenting a program of
merit and distinction. The nights
originally chosen were one early in
the week and one late in the week.
The hour 7:15 p. m. was used to
insure an audience of children as
well as grown-ups, since one of the
major appeals of Tastyeast is to the
youngsters.

Arrangements were made with a
male trio, amateurs who had con-
siderable local reputation, and they
were put on the air under the name
of “The Tastyeast Jesters — Pep
Vim and Vigor.” The three sang
together and Vim told stories in a
Swedish dialect. A signature song
was composed to introduce and <on-
clude each program. Since in the
case of Tastyeast tasting was be-
lieving, the announcement was made
in each broadcast that two bars of
Tastyeast would be given free to
each person writing in requesting
the gift. Each letter, it was specified,
was to contain the name and address
of a favorite candy dealer.

The first broadcast by the Tast-
yeast Jesters went on the air Jan-
uary 3, 1930. The second was Jan-
uary 6th and from these first two
broadcasts through stations WBZ-
WBZA the surprising number of
720 letters was received, The second
week produced 1,460 letters. It
was then that Green Brothers Com-
pany, who had contracted for only
13 weeks, concluded that radio was
the advertising medium for Tast-
yeast and signed a contract for 52

(Continued on page 40)
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NOW Is the Time
to BROADCAST

Wise Advertisers Find ON THE AIR
Means OUT OF THE SLUMP

EN responsible for the suc-
cess of advertising plans are
asking themselves the follow-

ing questions :

Is this a good time to use radio
advertising ?

If so, what is the most popular
kind of radio program today?

If a popular program is used at
this time, what results should rea-
sonably be expected ?

Let us examine those conditions
which bear upon this inquiry this
winter of 1931 and determine
whether they are favorable or un-
favorable for radio advertising.

Everyone will admit the follow-
ing facts: Sales of luxuries have
fallen off, as has amusement attend-
ance. Bargain prices are widely re-
sorted to in order to move competi-
tive merchandise. Purchases are
from hand to mouth. Commodity
prices are the lowest in years.

Yet in the face of all this, banks
are bursting with money. A recent
reliable report states deposits of the
100 largest banks in the United
States have increased more than
three hundred millions in 1930.
Without doubt there is much money
being saved. What is needed is a
way to release these savings for the
purchase of merchandise and com-
modities. The best way to start
money moving into commercial
channels and thus quicken the pulse
of business is through the lure of
good advertising.

The immediate problem of every
business at this time is to maintain
and increase sales. It may be ob-
served that the firms now gaining
solid footholds are today’s deter-
mined advertisers. It may also be
observed that in most cases radio
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Says Harold S. Matthews

Merchandising Counsel

plays an important part in their ad-
vertising campaigns.

Consider these facts: It is known
that, on the average, about 15 per
cent of those usually employed are
not now working. That leaves 85
per cent of the people usually em-
ployed who are working and saving
the money referred to above.

Where do the 15 per cent who are
unemployed spend their evenings?
Those who have homes are there.
Where do the 85 per cent who are
employed spend their evenings? Far
more of them than during normal
times are also at home. Very few
are patronizing places of amuse-
ment. Two years ago considerable
numbers were spending money on
theaters, movies, parties, night clubs
and in many other ways. Today
they are learning the lesson of thrift.
Values have become important.

These winter evenings the family
is at home. Fully 55 per cent of
the 85 per cent who are working
have radio receiving sets in their

survey--

A SURVEY recently made by
Station WORC, Worcester,
Mass., disclosed the following:

64.3 per cent of the night time
audience listens in the morning and
76.4 per cent in the afternoon.

Ted Hill, director of WORC, has
long advocated the use of after-
noon time for commercial broad-
casts and the results of the survey
confirm his opinion that afternoon
time, with day time rates, represents
a “buy” which deserves study by
prospective advertisers.

homes. These are working overtime
providing entertainment. Anyone
may observe this fact.

Families owning radio receiving
sets do the major portion of buying
in every community. Their pur-
chases of merchandise and services
of every kind are constant and con-
siderable. Their patronage is vital
to every ambitious business. This
group of radio owners is the group
which owns most of that money de-
posited in the banks. These fami-
lies also own most of the real estate,
mortgages, bonds, stocks and other
properties. After all, it can't be
such a bad economic outlook as some
would believe. Somewhere these
conditions present an opportunity
and the radio public seems to be it.

The successful business man is
necessarily an opportunist. But he
is notoriously self-reliant, as well.
He uses his own judgment. He
takes little for granted. He wants
to know for himself. Doubtless,
that is why he is successful.

In the buyer of radio advertising
these qualities are more than usually
important.  Satisfactory statistics
are still far from complete and do
not always supply the desired infor-
mation. The executive responsible
for advertising results, especially in
these times when the value of ad-
vertising that really sells is very
great, will find it well worth his
while to do a little first hand re-
search.

Let him spend a few evenings
visiting apartments, ringing door-
bells and, on one pretext or another,
finding out what programs people
are listening to. et him keep a rec-
ord of his findings, which in the ag-

(Continued on page 42)
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DIFFERENT Programs

Make Friends for the Sponsor
and Sales for His Products

€6 MMIND us something different”
is the cry of the average ad-
vertiser who is trying to find
a way of making his broadcast ad-
vertising more profitable.

The solution adopted by Fairall &
Company, Des Moines advertising
agency, for its client, the Mid-Conti-
nent Petroleumn Corporation of Wa-
terloo, Iowa, and Tulsa, Okla., fur-
nishes an interesting answer to this
problem. And from every stand-
point it has been an outstandingly
successful answer as well.

It was observed that the majority
of programs on the air consisted of
dance orchestras, jazz bands and
popular music and it was decided
that something in marked contrast
to the dance band tempo might be
extremely welcome to the radio
listener. This seemed especially true
for an audience made up largely of
farmers and residents in small
towns.

This decision resulted in the crea-
tion of what is regarded as one of
the most popular features now be-
ing broadcast in the midwest—the
“Rocking Chair” program. This pro-
gram consists largely of old time
melodies, hymns, sentimental songs
and ballads which passed out of the
popular song book a generation or
more ago. The programs are pre-
sented by a five piece orchestra, aug-
mented with several tenor solos dur-
ing each period. The numbers in-
clude such selections as the “Old
Rugged Cross.” “When You and I
Were Young, Maggie,” “Ben Bolt,”
“In the Garden,” and “Sweeter as
the Years Roll By.” These are
played in moderately slow tempo so
that all the beauty and harmony of
the music i1s brought out and so that
the program appears in marked con-
trast to the average music heard on
the air.

Rocking Chair programs were in-
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Says Carter H. Holland

‘punctualigy--

PUNCTUALITY is one thing,
but radic men at Columbia
who customarily figure in seconds
were amazed when Howard W.
Haggard, M. D., showed them his
script for the Eastman Kodak pro-
gram on a recent Sunday. So accu-
rate was the doctor’s timing of his
speech that he had figured the du-
ration of each paragraph down to
tenths of seconds!

augurated two years ago over Sta-
tion WHO, Des Moines. At the
end of the first year, when this sta-
tion conducted a popular question-
naire among its listeners asking
them to vote on which was their
favorite program, the Rocking Chair
broadcasts received more ballots
than any other program then being
presented.

During the past year, due to the
success of the program, officials of
the corporation have extended its
broadcast to include Station WOC
at Davenport, Iowa, and WMT of
Waterloo, Iowa.

The half hour from 6 to 6:30
p. m. on Station WHO was for-
merly used. Then Mid-Continent
officials decided to move the pro-
gram to the half hour from 5:15 to
5:45 on Saturday afternoons, feel-
ing that a majority of listeners
reached home by this hour, due to
early closing of offices on Saturday,
and that it would be almost as effec-
tive as the period fifteen minutes
later. To date they have been emi-
nently satisfied with the change.

On Station WMT of Waterloo
the program is broadcast from 1 to
1:30 on Sunday afternoons. This
hour was selected because it was be-
lieved there was an absence of out-

standing programs at this particular
time and that an unusually large
number of listeners could be attract-
ed with the right kind of music.
This has proven true.

Three announcements are made
on each program, opening, 15 min-
utes, and closing. The announce-
ments take up Mid-Continent prod-
ucts very briefly. Each announce-
ment features some different prod-
uct, such as Diamond 760 Motor
Oil, NevrNnox Ethyl Gasoline, Dia-
mond 760 Winter Oil, Diamond
Kerosene, etc.  The product an-
nouncements are changed as the sea-
son progresses so that they are
always timely. A special appeal to
farmers, in connection with a spe-
cial Farmers’ Pool Car Sale of Ilu-
bricating oil, was recently made. In-
quiries are followed up by means of
literature and salesmen.

All stations invite listeners to sug-
gest old-time numbers that they
would like to hear played, and inso-
far as possible these requests are
fulfilled, mentioning the name of the
person making the request in each
instance. Most requests come in
commemoration of birthdays, wed-
ding anniversaries, etc. All these
requests are immediately referred
by the station receiving them to the
Mid-Continent Petroleum Corpora-
tion, who send a letter stating that
they are glad to broadcast the num-
ber requested. Literature which in-
vites them to stop in at the nearest
Mid-Continent filling station or
garage and try the Corporation’s
products is also enclosed. This fur-
ther cements the good will which
results from the programs.

“The longer these programs have
been on the air, the greater their
value has grown,” according to
H. C. Wurster, assistant division
manager. “The Rocking Chair pro-

(Continued on page 48)
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The How and Why of
RaDIO CHECKING

Are Explained by Nate Caldwell

OT SO long ago a friend of
mine who is in charge of a
number of radio programs
for an advertising agency happened
to be listening to one of those pro-
grams at home. Everyvthing was
going along quite smoothly and he
was congratulating himself on an
excellent broadcast when, just as the
feature artist of the evening was
about to be introduced, the radio set
went haywire—or at least that's
where he first placed the blame.
But his set was not at fault, for
he found he could tune other pro-
grams in without any difficulty, al-
though his own program sounded
like a phonograph record badly off
center. The announcer sounded like
one of the more unintelligible train
callers. and the guest artist like a
nickelodeon baritone.

Checking with the station opera-
tor by ‘phone, he found that the
trouble was not at the station.
Through that same station operator
he checked with the network and
found that the trouble was caused
by defective batteries at the originat-
ing studio. The trouble lasted for
the concluding eleven minutes of a
half-hour network program on be-
tween thirty and forty stations.

The next day application was
made to the network for a rebate of
eleven-thirtieths of the cost of facili-
ties, but, because the client’s own
representatives who had been listen-
ing in to the program all over the
country failed to report the trouble,
the network refused the requested
credit on all but the local station on
which the program was heard.

Just a short time previous to this
occurrence, similar trouble had oc-
curred on another of the network
programs handled by the same
agency, where a four-and-one-half-
minute cut suffered on all but the
originating station had been re-
ported by but little less than half of
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Manager, Broancast CHECKING BUREAU

those which had experienced it—
and those which reported the cut
had it varying in length from one to
six minutes.

A third example was the case of
a spot broadcast series of nation-
wide proportion on which there had
been considerable trouble in that
several stations shifted time of
broadcast without notice and one
station neglected to put one broad-
cast on the air at all.

Examples such as these occur al-
most daily in connection with large
network and spot broadcasts. Yet.
until just recently. the radio adver-
tiser has had to depend almost en-
tircly on the reports from the in-
dividual station or from his own
representatives, both of whose re-
ports were very often inadequate.

All other forms of advertising are
checked—in most cases by checking
departments set up bv agenc ies
themselves. But when it comes to
radio, its very nature makes agency
checking a very unsatisfactory prop-
osition, because of the necessity of
creating a nation-wide organization
of technical men at too great an
expense.

Recently, to fill this need, there
have been organized several check-
ing bureaus offering more or less
comprehensive checking service on
broadcast campaigns. In searching
for a remedy for this need of radio
checking, advertising agencies are
finding it well worth their while to
employ the services of some outside
checking bureau, for such a bureau
offers them a tvpe of organization
they could hardly afford to maintain
themselves. In this manner they
also obtain reports which are abso-
lutely unbiased, from technically
trained men who know what to look
for and what to report.

Here is how the checking would
have worked on the program re-
ferred to at the beginning of this

article, had our organization heen
handling it. Orders would - have
been sent to an individual observer
located in each city in which the
program was presented, advising
him as to what program to check,
when it was broadcast and what sta-
tion was carrving it. After verify-
ing this information by’ consulting
the newspaper, the station, or both,
he would have tuned in the program
of the station about ten minutes be-
fore time for the program he was
to check was scheduled to start.

Exact opening words and exact
time of start would first be noted,
together with notations on quality
of representation and local reception
conditions. Immediately upon not-
ing the “power surge” on the pro-
gram, he would first have tested his
receiver to make sure the trouble
was in the station and not in his set.
This done, he would then have
checked with the station by tele-
phone. Finding that the station was
receiving the program in this un-
satisfactory manner from the net-
work, he would then have reported
his findings, including exact length
on the cut, in his regular report
mailed in to our office. In addition,
the checker in the originating city
would have checked still further
with the network operating room,
ascertaining the exact trouble, if
possible, and noting that information
down in his report.

In this manner, a complete set of
reports, covering every station ex-
periencing the difficulty would have
been available to the advertiser, and
since the trouble had been sufficient-
ly bad to warrant rebate on the one
station, there could have been no
argument as to the necessity for a
rebate on the entire network. In
case of argument, the fact that each
report was affidavit-backed from
men who were picked for their tech-

(Continued on page 44)

17



Asks Radio Editors to
Name Program

WHAT to name a radio pro-

gram has puzzled many an
advertising manager, and D. F.
Southgate, of the Shur-On Optical
Company, was no exception. A good
name should be descriptive of the
program, so that the reader of the
program listing will know what to
expect if he tunes it in; it should be
short enough for convenient listing
in newspaper program schedules,
and it should if possible be non-
commercial, as some newspapers will
not list programs bearing trade
names. The present title of the
program, “Your Eyes,” met some
of these requirements, but it was
far from satisfactory as a descrip-
tion of the program.

Mr. Southgate thought of several
alternative titles, but he could not
decide which one was best. Then
he had an idea. Calling H. C.
Goodwin, Inc., the agency in charge
of the Shur-On account, he in-
structed them to send a letter to the
radio editors of a number of news-
papers printing schedules of radio
programs. Here is the letter:

Dear Sir:

In an effort to keep away from
the commercial, the Shur-On Op-
tical Company named its program
over WJZ and the Blue Network
Sunday afterncons at 4:45 E. S.
T., “Your Eyes.”

This program is presented by
an orchestra of twenty-two pieces
with a mixed quartet. It is planned
to increase the orchestra to about
forty pieces.

It has been called to our atten-
tion that many radio editors con-
sider “Your Eyes” the title of a
talk. As the enclosed continuity
will show you, it is far from being
a talk and every effort has been
made to keep away from reference
to the sponsor’s products until the
closing announcement.

We still wish to leave the com-
mercial thought out of the name
of the program as far as possible.
We know of no one better to judge
than radio editors . . . hence we
are writing to several for their
opinion.

Enclosed you will find an ad-
dressed, stamped envelope. Will
you kindly check the title you feel
is the best to use?

Simply check the one you like
and return with this letter.

Thank you sincerely.

Very truly yours,
H. C. GOODWIN, INC.

Eye Symphonies. . ......

Eyes in Music........

18

noiseless--

C RACKLEPROOF writing
paper, ideal for use before the
sensitive microphone, which picks
up the slightest sounds and magni-
fies them to the annoyance of the
listeners, has been developed by
cotton textile manufacturers. The
paper is soft and pliable, although
sufficiently stiff to allow folding.
Already it has been used by some
announcers and radio speakers and
it may soon be generally adopted
by broadcasting studios. Its price is
about the same as good bond paper.

Your Eyes in Music......

Eyes in Music and Muse........

Musical Tributes to Eyes. .. ...

Your Eyes Ensemble...... ..

Your Eyes Symphony........

Shur-On Symphony...... ..

Letters were sent to 74 editors
and 46 replies were received, tabu-

lated as follows:

Eye Symphonies .............. 9
Eyes in Music................ 10
Your Eyes in Music........... 9
Eyes in Music and Muse. ... ... 1
Musical Tributes to Eyes....... 4
Your Eyes Ensemble.......... 2
Your Eyes Symphony.......... 0
Shur-On Symphony ........... 7

Two papers liked the present title
best, one suggested Musical Eyes,
and the Boston Globe said that they
listed it as orchestra and mixed
quartette.

Although the letter did not pro-
duce any outstanding preference for
one name or another, it did serve to
acquaint the radio editors, and,
through them, a large section of the
radio audience, with the merits of
the Shur-On broadcasts.

CFCF, Montreal, Joins NBC
ADIO station CFCF, Montreal,
Quebec, Canada, has become affili-

ated with the National Broadcasting
Company and will be served with pro-
grams of both the WEAF and WJZ
chains. CFCF broadcasts with a power
of 1,650 watts on the 1030 kilocycle chan-
nel. This is the second Canadian station
to go NBC, as CKGW, Toronto, joined
about a year ago.

WGN Appoints Ryan

UIN RYAN, veteran sports and

feature announcer of station WGN,
Chicago, has been appointed station man-
ager, succeeding Henry Selinger, who
resigned to become affiliated with the
Chicago office of Lord & Thomas and
Logan,

Improved Radio Reception
Is Due to Sun-Spot Cycle
Says O. H. Caldwell*

Editor, ELecTRONICS

ANUARY and February so far this

year have been periods of exceptional
radio reception, confirming the prediction
made last year that with the coming
“minimum” of the eleven-year sun-spot
cycle, radio conditions would return to
the halcyon situation of 1920 and 1921,
when a Jittle 50-watt station could be
heard 3,000 miles.

Now, from all parts of the North
American continent, come reports that
distance reception this month is at the
best it has ever been in the history of
modern receiving sets, and is continually
improving. Indeed, tests have shown
radio reception to be two to five times as
good as it was a year ago at this time.
Stations are being heard clear across the
continent with ease, during the late eve-
ning hours. Distant programs now come
rolling in with power and clarity which
surprises many listeners.

An unexpected consequence of this im-
proved reception, however, has been the
increased fading and “mushing” of near-
by stations after nightfall, to listeners
located within 50 to 100 miles or so, as
a larger portion of the stations’ sky-wave
energy is reflected down again from the
Heaviside Layer to conflict with the di-
rect ground wave (which was the only
component usually heard heretofore).
Fading is caused by the interaction of
this night sky wave, and the direct wave,
and with more energy being reflected
from the Heaviside Layer at points close
up to the station, the night-time ring of
“fading area” is now brought in much
closer than before. This accounts for
the complaints of rapid fading and
“mushing” of necarby stations which have
been frequently heard this winter.

Since the position and condition of the
Heaviside reflecting layer depend upon
sun spot conditions, and on electronic
bombardments coming from our central
luminary, the coming minimum of sun
spot activity is expected to make long-
distance radio reception improve even
further during 1931, and to produce still
better radio conditions next winter and
in 1932.

*Excerpt of an address before the Mid-

west Power Engineering Conference, Chi-
cago, February 12, 1931.

New Kodak Se_;i_t;s

HE Eastman Kodak Company of

Rochester, N. Y., are sponsors of a
new scries of talks on medical subjects
by Dr. H. W. Savage, titled “Devil:
Drugs and Doctors,” each Sunday eve-
ning over the Columbia chain.

Food Account to Use Radio
SCUDDER FOOD PRODUCT:

INC. Los Angeles, has appointed
Emil Brisacher & Staff of that city to
direct the advertising for its potato chips.
Radio, newspapers and billboards wil] be
used.

Broadcast Advertising



HAVE A

“THESE STATIONS

‘PREFERRED POSITION’

WITH LISTENERS.."”

“Why should we use your stations,” said the manufac-

turer, “when we can get practically the same coverage
from other stations at lower rates?”

“Now [I'll ask one,” replied the Westinghouse Radio
Station representative with a quizzical smile. “Why did
you pay $100 for that suit you have on when for $22.50
you could have secured something that would cover the
same amount of surface?

“Seriously, though,” he went on, “coverage and bona
fide radio audiences are not the same. Just because a
station is operating in a certain ferritory you can't take
for granted that it has a real following.

“You can be sure, however, in the case of the Westing-
house stations. They have the power and prestige that
makes them the favored spot on the dials of most listeners

WBZ-WBZA

Boston, Mass., Statler Building
Chicago, lii., 1012 Wrigley Building
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WESTINGHOUSE - RADIO - STATIONS

KDKA
COMMERCIAL OFFICES

Pittsburgh, Pa., Hotel William Penn.

in their territories. In Pittsburgh, for example, a recent
survey of telephone homes owning radios showed that
489, listen to KDKA most of the time.

"Our rates are based on circulation. Greater power and
clearer reception over rich, responsive, and heavily popu-
lated areas guarantee this circulation. Advertisers who
have compared results say our rates are really low when
checked against sales figures and inquiry returns.”

This advertisement is one of a series covering a number of questions
commonly brought up in o discussion of broadcast advertising. If you
wish further information on any such question, or advice on the applica-
tion of broadcast advertising to the specific problems of your product or
service, simply write the commercial office nearest you. Westinghouse
operates the pioneer broadcasting service of the warld, and is equipped
to render complete assistance to advertisers, including the origination of
merchandising ideas and the securing of svitable program talent.

KYW-KFKX

Springfield, Mass., Hotel Kimball
New York, N. Y., 50 East 42nd Street
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BROADCASTING A
WASHING MACHINE
DEMONSTRATION
(Continued from page 11)
the sounds given at the beginning of

the program are identified.

The programs are planned and
produced by Rogers & Smith, Chi-
cago advertising agency, under the
personal direction of Mr. E. G.
Opie, and are broadcast over the
Columbia Broadcasting System. In
a test series over a local station only
60 letters out of 5,000 received gave
the exact time of the washer’s op-
eration.

Mobiloil Concerts Continue

Through 1931

THE Vacuum Oil. Company, sponsor
of the Mobiloil Concert which is
heard over an NBC-WEAF nctwork
every Wednesday evening, has rencwed
its contract with NBC on a 52-week
basis. The agency for this account is
The Blackman Company of New York.

New La Palina Series

THE new serics of La Palina pro-
grams over the CBS chain introduces
a new team, “Daddy and Rollo,” who
are to be heard each Tuesday, Wednes-
day and Thursday evening. La Palina
programs have heretoforc been exclu-
sively musical. The sponsor is the Con-
gress Cigar Company of Philadelphia;
the agency in charge is H. W. Kastor &
Sons Co., Inc, New York.

Old Gold Returns to Chain

THE Old Gold programs, sponsored
by P. Lorillard Company, New York,
and featuring Lorna Fantin, numerolo-
gist, are now being broadcast over the
Columbia network. Last year this com-
pany sponsored a series of dance pro-
grams with Paul Whiteman and his or-
chestra over this chain and later present-
ed the numerologist over a number of
stations as a spot campaign,

1370 KILOCYCLES

ENID - OKLAHOMA

Covers the great
wheat-belt of Oklahoma
and Texas Panhandle.

THE GOLD SPOT OF THE SOUTH

RESULTS8—Positive and Sure
Power—230 Watts Davlight
100 Watts Night
First-Class Sound Reproduction
Equipment—33% and 78 R.P.M.

Ouwned and Operated by

CHAMPLIN REFINING CO.
Assets more than ten milllon
H. A. Krler, Managing Director of
Broadeasting
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Will Issue List of
Advertising Agencies

IN RESPONSE to numerous requests,
BroancasT ADVERTISING will issue a
list of advertising agencies in the United
States, indicating their recognition by the
various publishers’ organizations and
whether or not the agencies are handling
radio accounts.

As this issue comes off the press, de-
linquent advertising agencies are being
circularized the second time for the nec-
essary information.

The list will be sold to radio stations
at a nominal price—merely enough to
cover the cost of compilation and print-

ing.

Broadecasting for California
Bank

HE Bank of America National Trust

and Savings Association, result of a
merger of the Bank of Italy and the
Bank of America of California, will use
radio, newspapers, magazines, trade
papers and billboards in its advertising
campaign. The Hamman-Lesan Com-
pany, Inc,, San Francisco, will direct the
advertising, beginning April 1.

Campbell Soup on Air

THE Campbell Soup Company of

Camden, N. J., went on the air early
this month with a half-hour musical pro-
gram each weekday morning over an
NBC network. The programs are pat-
terned on the evening rather than the
usual daytime type of entertainment, and
use the signature phrase, “Start your
day with music, and start your meals
with soup.” The F. Wallis Armstrong
Company, Philadelphia, is the agency in
charge.

Goldenrod Sunday Morning
Program

TO OFFSET the prevalence of re-
ligious programs and provide enter-
tainment for the light minded Sunday
morning radio fan, the Goldenrod Ice
Cream Company of Chicago is sponsor-
ing a series of dance programs at that
time each week over WBBM, Chicago.

Grigsby Succeeds Grunow

THE withdrawal of W. C. Grunow
from the presidency of the Grigsby-
Grunow Company and its associate,
Majestic Household Utilities Corporation,
has recently “been announced. B. J.
Grigsby, chairman of the board of both
companies, succeeds Mr. Grunow as
president of cach.

CBS Promotions

AT THE January meeting of the
board of directors, Edward Klauber
and Hugh Kendall Boice were elected
vice-presidents of the Columbia Broad-
casting System. Mr. Klauber will con-
tinue his duties as assistant to William
S. Paley, the president, and Mr. Boice
who has been sales manager, becomes
vice-president in charge of sales.

Columbia Appoints Advisory
Board

REATION of a Program Advisory

Board composed of Domenico Sa-
vino, Toscha Scidel, Howard Barlow
and Freddie Rich has been announced by
Julius F. Scebach, director of program
operations for the Columbia Broadcast-
ing System.

Through the new board the advertisers
using this network and their agencies
will have available the expert advice of
veteran musicians regarding the musical
structure of their programs.

“Each man selected for membership
in the advisory board,” Secebach said, “is
eminently qualified in his respective field.
All musical programs, whether they be
of a popular or classic nature, will be
under their supervision. They will work
in conjunction with the program opera-
tions department, of which they now
form a part.”

Murder on the Air

MURDER will out, even on the air,
for the Crime Club publications
are dramatized six nights a week over
a CBS chain by the Eno Crime Club. On
Monday nights the Crime Club meets and
discusses the murder which has been re-
ported. On the four following nights the
crimes are reconstructed and re-enacted,
and on Saturday nights the club meets
again to arrive at a solution,

Junket Broadcasts for Children

TWO afternoons each week The Jolly
Junketeers are now entertaining the
juvenile audience over an NBC nctwork,
sponsored by The Junket Folks, Little
Falls, N. Y., manufacturers of Junket.
The agency handling this account is
Mitchell-Faust-Dickson & Wieland, Chi-
cagQ.

Elgin Uses WJJD

WITH hourly time signals from its
observatory, an organ recital each
morning and a skit featuring Bernard
Granville each evening, the Elgin Na-
tional Watch Company Chicago, is tell-
ing the audiences of WJJD of that city
about Elgin watches. The programs are
handled by Lord & Thomas and Logan,
in charge of all Elgin advertising.

New Advertisers at KFJB

RADIO station KFJB, Marshalltown,
TIowa, announces the following ad-
vertisers who have recently contracted
for time over that station: Dixie Qil
Distributors, Ames Hatchery, Ames Re-
liable Products, Thompson Food Stores,
Seiberling Singers, Dickinson Seed Co.,
Callihan Seed Co., Grinnel Commercial
Club, Ncwton Business Men, Meeker
Laundry, Marshalltown Junior Chamber
of Commerce,

Gene Lofiler, continuity writer and an-
nouncer, formerly of the Central Broad-
casting Company, has been added to the
staff at KFJB.

Broadcast Advertising



Stanley

PLANSStanley cooperates with advertis- KFBG  \WGRC
ing agencies in the preparation of basic radio '&E‘}'ﬁ. wey
plans that properly supplement the other "(‘:F:'ig wiB
media used. KERU  WHEFO

PROGRAMS —Stanley cooperates with Kokb  winw
advertising agencies in the preparation of the E‘f}? \:{'1,1'(::
PRODUCTION —Stanley cooperates with KMo Wiy
advertising agencies in the production of KNS WinE
programs for spot broadcasting by elec- KOv®  WKBW
trical transcription on either 78 or 33-1/3 m‘rrf }‘fq"fﬁy
r.p.m. discs. K&c) Witk

KSL WLW

PROCUREMENT—Stanley cooperates KPke  whes
WNAX

with advertising agencies and station repre- KWom  WOAL
sentatives in the procurement of the proper %\“i‘:v‘v ‘éﬁ.‘é‘:
broadcasting facilities. WALE MOR

YA WROL
The Stanley Recording Company weik Wil

of Ameriea, Ine. WOAP  Wah

1841 Broadway (qihErHosE ) New York, N. Y. Wto  WIAG

. WDEL
5 WDRC CFCN
Write for booklet WDsU  CFCY.

STANLEY

Electrical transcrip-
tions have been
broadcast from the
radio stations listed
above.
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Broadcasting Boom in South,
Says NBC Executive

RADIO broadcasting in Dixie is ex-
panding with unprecedented rapidity,
declared Frank A. Arnold, director of
development for the NBC, on his re-
turn from a recent trip of 6,250 miles
through the South, Everywhere he
found the greatest interest manifested in
broadcasting.

“As never before, that area is becom-
ing radio conscious,” he said, adding that
this is true in the summer as well as win-
ter. Many of the Southern broadcasting
stations, as a result of network and local
sponsored programs, have solved the
financial problems and changed their
ledgers from red to black ink, the vis-
itor indicated.

Agency Reorganizes as Two
Firms

BY MUTUAL agreement of the prin-

cipals, the business of McLain-
Simpers Organization, Philadelphia, will
be taken over and continued after March
1, 1931, by two newly formed advertising
agencies—McLain Organization and The
Simpers Company.

Issues New Catalogue

CONTINENTAL Broadcasting Cor-
poration, Hollywood electrical tran-
scription producers, has issued its third
annual catalogue which stresses the new
feature of Deacon Brown (Billy Evans)
and his Peacemakers’ orchestra.

Ice Cream Programs on WIJZ

IGNORING a long established super-
stition the Breyer-Leaf Boys, a vocal
trio with piano accompanist, inaugurated
a semi-weekly series of programs over
WJZ, New York, Friday, February 13.
The Breyer-Leaf Boys are sponsored by
the Breyer Ice Cream Company, Phila-
delphia. The agency for this account is
McKee & Albright, also of Philadelphia.

So far as can be determined this is the
first time in radio history that a commer-
cial sponsor deliberately elected to inau-
gurate a program series on Friday, the
13th. This series was originally sched-
uled to begin Tuesday, February 17, but
the client wished to defy tradition and
suggested the change in dates.

United Agency Gets Dye
Account
THE United Advertising Agency, New
York, has been appointed to handle
the advertising for the Paas Dye Com-
pany, Newark, N. J., manufacturer of
Easter egg dyes. Radio, newspapers and
trade papers will be used.

Adds Evening Program

N EVENING performance has been

added to the weekly schedule of the
“Pertussin Playboys” program, in addi-
tion to the three morning programs over
the Columbia network. The programs
are sponsored by Seeck & Kade, Inc.,
New York, manufacturers of Pertussin,
a cough remedy.

BN A S A Allied Program Services
ADIO Varieties, furnishing KFWB
o - '’ 1]
Bro'..lc‘.St 1 R Hollywood, with weekday daytime
” -
programs these past three years, is now
:4 AdVGl'tiSlng ¢ closely allied with KGER Radio Varie-
| ¢ ties, which does the same for the Long
i P ays Beach, Cal, station. The one is headed
b by Hal M. Ayres, while his brother, Bilt
¢ when released Ayres, manages the other.
{ over Station =
4 b Association Elects Ra
4 y
4 | ¢ BILL RAY, KGER manager, is the
R M new program chairman for the
Southern California radio and music
¢ trades association. He inaugurated, in
Minnesota ’: Februa.ry, the custom of having an an-
: nual dinner dance instcad of the usual
Broadcasting Corp. breakfast gathering.
L‘
) Only station in the ¢
¢ Northwest operat- AXEL
ing all night. Elee- CHR' T N
¢ triexl Transerip- S s E SEN
{  tion Programs So- 7 MASTER MIRTH MAKER
licttea. “ Y  PIANIST—ENTERTAINER
. 4 Has over 100 15-minute
{§ WESLEY BLDG. Fecord or syndloate.  dcast
¢ Minneapolis Also the following dally or
¢ weekly comedy features:
) ‘“Axel Grease for Your
FARMERS UNION BLDG. man showFu"‘Riele:\el;:i——mg;;?srt.in:""-e—-
' St. Paul ¢ Scandinavian dlalect comedy.—‘“Axel
! and Pat,' etc.
¢ | . Address AXEL CHRISTENSEN,
p 1,000 Wates 1250 Kiloeycles W 717 Kimball Bldg., Chicago
1P B e e - Phone Harrison 5670
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Business Men Cooperate with
Station

NEARLY 500 Long Beach business
houses have cooperated with station
KGER in its Monday night ninety-min-
ute prosperity program, which was for-
mally opened by the mayor during the
holiday season and which came to an end
late in February. Massing all of the
station talent into the studio, various
business executives have given 3-minute
speeches during the series.

Chicago Agency Moves

THE Evan Leslie Ellis Advertising
Agency, formerly of 36 S. State
street, Chicago, has announced its re-
moval to new quarters at 400 West Madi-
son street, The Chicago Daily News
building.

Several radio broadcasting programs,
international in their scope, are sched-
uled for release within the next few
months by this Agency’s radio service
bureau, according to the announcement.

New Advertisers at WBBM

HE Humboldt State Bank of Chi-

cago is sponsoring a series of Nor-
wegian programs each Sunday afternoon
over WBBM, Chicago. Other new pro-
grams on this station include a weekly
period of baseball gossip, under the spon-
sorship of the Prima Company, Chicago,
and “Along the C. & E. 1. Trail,” pre-
sented by the Chicago & Eastern Illinois
Railway.

Insurance Company Sponsors
Dramas

THE American Mutual Liability In-
surance Company of Boston is spon-
soring a new dramatic series, “The House
Beside the Road,” over the Columbia
system. The programs are 15 minutes
each and are broadcast two evenings a
week. The account is handled by N. W.
Ayer & Son, Philadelphia.

Dutch Masters on CBS

HE Consolidated Cigar Corporation,

New York, makers of Dutch Master
cigars, is sponsoring a new series of
musical programs to be broadcast cach
Friday evening over a CBS network.
This new series replaces the well-known
“Dutch Masters Minstrels,” formerly
broadcast over an NCB chain. The
agency in charge of the account is
Young & Rubicam, New York.

RCA-Victor Promotes Baker

I R. BAKER has been appointed man-
® ager of broadcast transmitter sales
of the RCA-Victor Company, Inc, Cam-
den, N. J. Mr. Baker has been a mem-
ber of the transmitter sales department
for several years,

Agency Appoints Mrs. Gould
THE Thurlow Advertising Service,
Inc., Boston, announces the appoint-
ment of Elaine Westall Gould in charge
of radio programs and publications.

Broadcast Advertising



ROYAL BROADCASTING SYSTEMS

..the new coast-to-coast chain of 184 representative station{ in the
United States and 17 in Canada, especially equipped for broadcasting
by electrical transcription. This chain is offered to advertisers and
advertising agencies as a medium of the greatest flexibility for Spot,
Zone or National coverage. Thru this organization, time may be
purchased on one or any number of stations, and rates, coverage and

marketing data are instantly available.

EACH STATION IN ROYAL BROADCASTING SYSTEMS IS
RECOGNIZED FOR ITS EXTENSIVE COVERAGE
AND AUDIENCE CIRCULATION

The usual 155, discount is allowed to recognized advertising agencies
70 g

To Managers of Broadcasting

To Advertisers and Advertising
Agencies:

The facilities of our most modernly
equipped recording studios, Artists’
Bureau and Program Production Depart-
ment is at your disposal to assist in serv-
ing your clients. Our Artists’ Bureau
offers the foremost performers from
every field of entertainment — radio,
dramatic, musical comedy, vaudeville,
concert and motion picture. Our
Program Production Department in-
cludes continuity writers, playwrights,
composers, directors who coordinate
their knowledge of showmanship in
preparing outstanding programs of
superior entertainment value and
audience-appeal.

Stations:

The World in Review

THE WEEKLY “NEWS-REEL” OF THE AIR
Trade Mark reg. U. S. Pat. Oft

Available as a Sustaining Feature, or to
present to your local Sponsors. One
the most important achievements in
broadcast entertainment ever offered to
the radio audience. INTERNATIONALLY
FAMOUS PERSONAGES, EVENTS OF IN.
TEREST, BANDS, ORCHESTRAS FROM
DIFFERENT PARTS OF THE WORLD, IN-
TERESTINGLY PRESENTED IN EACH
WEEKLY RELEASE OF A THIRTEEN AND
ONE-HALF MINUTE PERIOD., Recorded
on 12 inch discs, operating at 78 R.P. M.
Rates for exclusive territorial franchise
upon request. A folder listing other
available features with description of
each will be gladly forwarded.

ROYAL BROADCASTING SYSTEMS, INC.

Royal International Radio Features
Royal Radio Records

NEW YORK CITY

Royal Recording Studios
501 MADISON AVENUE

e N ) = M TR T (A AL A
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AS YOU

SPOT Broadcasting enables the Advertiser to “make

up his own chain,” selecting those strategically-
located stations which serve best his needs. It permits

your own choice of stations!

You choose just those stations you desire to use, and
add stations as you elect! By this method you can
make your broadcasting local — regional — national, or

international !

Radio Broadcasters of America are specialists in the
field of Radio Advertising— and with their strategically-
located offices — and Field Service Men travelling from
these offices — offer to the Advertiser and Agency an

unequalled service in the field of Spot Broadcasting !

Radio Sroadcaster

RADIO STATION SPEC)

New York City Cineinni
113 West 42nd St. --- Bryant 1452 Enquirer Bldg. -

Broadcast Advertising




LIKE IT

OFFERING ANY OR ALL OF THE FOLLOWING SERVICES:

IDEA CONTINUITY MUSIC PRODUCTION
PROGRAM PLAN TALENT DIRECTION SUPERVISION
RECORDING

ASSISTING the Agency in the selection of stations
best suited to the distribution of the client to reach
the desired audiences —R B A is preeminently fitted!
It offers also real assistance in merchandising the
program to the sales organization of the Advertiser—as

well as to the dealers.

R B A contracts for station time and renders additional
assistance in the servicing of the program through each

broadecasting station retained!

of -America, Inc.

L JREPRESENTATIVES

Ohio

"rkway 4543

Cleveland, Ohio
1510 Standard Bank Bldg. --- Cherry 0154

February, 1931
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BUY FACTS, NOT
GENERALITIES,
SAYS BELLOWS
(Continued from page 5)

on the dial is not particularly im-
portant in reaching these 75,000 re-
ceiving sets because they are all so
close to the transmitters that any of
them can be tuned in with relative
ease.

About all that is left to consider,
therefore, in connection with this
75,000-set circulation in Ramsey and
Hennepin Counties is the question
of general program standard, but
I have no hesitation in saying that
you could put Will Rogers or Amos
and Andy on any station in the
Twin Cities and have just about the
same audience no matter which sta-
tion you selected, so far as purely
Twin City circulation is concerned.

As you go farther out, of the
four factors I have listed, number
one becomes steadily and rapidly
more important. Number one, as
you will remember, is freedom from
direct interference. A rapidly in-
creasing importance likewise at-
taches to the position of the station
on the dial, and the differences be-
tween stations in the matter of
strength and quality become very
much more marked. As you get
farther away from the transmitters,
general program standard becomes
less important for the simple reason
that good programs are of no value
where they cannot be clearly heard.

! ﬂ 'O GIVE you a concrete idea of
how radio circulation works out,
let me summarize the results of a

long series of very extensive tests
of the circulation of WCCO, made
in 1930, under both day and night
conditions. It has such freedom from
direct interference as can be pro-
vided by operation on one of the
forty so-called “cleared channels.”
This does not mean that it is ac-
tually free from interference, as
there is always interference from
stations operating on either side of
one’s own wave length. On the
forty cleared channels, however,
there is no direct interference from
simultaneous operation on the same
wave length.

WCCO likewise has the advan-
tage of a position just about in the
middle of the dial of the receiving
set, and while it very urgently wants
more power, the fact that it has a
standard Western Electric transmit-
ter, brought absolutely up to date,
means that within the limits of its
present power capacity it is deliver-
ing to the receiving sets in its serv-
ice area a strong and clear signal.
As to general program standards,
it has the advantage of combining
chain programs with local features
of accepted interest.

Now let us see what the tests
showed as to the circulation of
WCCO with all the advantages of
operating conditions which I have
just outlined. We found that the
area of really dependable day and
night coverage, the area within
which we can say to the advertiser
that his program is practically cer-
tain to be heard with good quality
by anybody who wants to listen to

it, includes 87 counties, represent-
ing an area of about 63,000 square
miles, which is equivalent to a circle
with a radius of 141 miles. In other
words, even in Minnesota our abso-
lutely dependable service area does
not reach as far as Fergus Falls. In
this area of intensive coverage there
are approximately 234,300 receiving
sets.

There is your real circulation. It
is true that outside of this area
there is a fairly wide band of gen-
erally good reception. Our tests,
made on the basis of reception in
the different counties, indicate that
the areas of intensive and good cov-
erage combined cover about 129,300
square miles, the equivalent of a
circle with a radius of 203 miles.
Here again, as you can see, we do
not by any means cover even the
whole of Minnesota; Moorhead, for
instance, is actually outside of the
radius of even good service.

When you get beyond these two
areas of intensive and good radio
service, you come to a region in
which, for commercial purposes, I
regard radio circulation as neg-
ligible. This is partly because the
listeners throughout this outside ter-
ritory actually cannot get the station
with satisfactory quality and vol-
ume, and partly because, even
though they can get it, they actually
don’t. For instance, when you get
down into Southwestern Wisconsin,
even though WCCO may go in with
fairly satisfactory quality and vol-
ume, the fact remains that Daven-
port and some of the Chicago sta-

T Survey---

Included In & handsome bro-
chure Jjust received from
W I B W, Topeka, Kansas, are
the results of a survey made
in October, 1930, to find out
what the radlo audlience of that
state lkes to henr. Old mel-
odles won first place. followed
hy old-time dance musie, or-
crestha, voeal, dance band,
dramatie sketehes,  dialogues,
and talks. in that order. Inei-
dentally, the survey discloxed
the faet that 639% of the farm-
ers and 0% of the small town
people are radio listeners
(From “BROADOAST ADVER-
TISING”, Dec., 1930)

TWIBW

We Have a Copy for You Too!

Just drop us a line right away and we’ll
be glad to send you a copy of this inter-
esting survey that shows the preferences
and program likes and dislikes of
Kansas radio listeners.

Better do it today!
— COLUMBIA CHAIN
380 KILOCYCLES —

The CAPPER PUBLICATIONS
— TOPEKA, KANSAS —
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BROADCASTING CO.

A\viation Bldg., Fort Worth, Tex.

These stations cover thoroughly,
Summer and Winter, ninety per cent
of the nearly six million population of
Texas, a large portion of Eastern
New Mexico, Oklahoma, Southwest-

ern Louisiana, and Arkansas.

STATIONS: ASSOCIATED
Oklahoma City STATIONS:
Fort Worth San Antonio Amarillo
Wichits Falls Houston
Waco Dallas

February, 1931

Requests. ..

show you your audience

Southwest stations emphatically do not make
an every-program habit of begging listeners
to phone in their requests. Yet whenever one
of these stations presents an all-request pro-
gram, the telephone company reports a
traffic flood.

The reason for this is plain. We make a
daily, never-ending study of just what people
of the Southwest want to hear. Now, it's rea-
sonable to believe they listen to the station
that knows and follows their own tastes. We
do. You sell fast, when you sell on Southwest
time. Because we're mighty close to the
home folks.

OKLAHOMA

T ARKANSAS
‘3 OKLAHOMA CTY

AMARILLO JIQORT switw
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tions, being much nearer, are heard
very much better, and people natur-
ally listen to them.

I have said that in the demon-
strated area of intensive service for
WCCO, there are about 234,300 re-
ceiving sets, and that this is the real
circulation of the station. Adding
the area of good but not intensive
coverage, we have altogether about
376,800 receiving sets, most of
which are dependably reached by
programs from WCCO. If we take
into consideration the four factors
I have listed—freedom from direct
interference, strength and quality of
signal delivered to the listener, posi-
tion on the dial of the receiving set,
and general program standard—and
apply them intelligently, it is possi-
ble to work out for any radio sta-
tion in any locality a pretty accurate
picture of the circulation in terms
of the number of receiving sets.

Let us say, then, that the depend-
able circulation of WCCO is 234,-
300 receiving sets. This is the fig-
ure which is fairly comparable with
the home circulation figure of any
other medium which an advertiser
is thinking of buying. In both cases,

circulation means simply the assured
opportunity for a possible buyer to
see or hear the advertising message
of the advertiser, and it eans
nothing more than this. The next
question is, how much does it cost
to reach each possible buyer?

We may take a half-hour evening
program as the unit corresponding
in a general way to a full page of
newspaper or magazine space. A
half hour at night over WCCO, ex-
clusive of talent, taken for one time
and consequently without discount,
costs $180. This means that the
cost per receiving set in the guar-
anteed circulation area, the area of
absolutely dependable delivery, is
76 one-thousandths of a cent
($.00076). If we add the sets in
the good service area, the cost per
set is 45 one-thousandths of a cent
($.00045).

I want to make it perfectly clear
that T am not giving you these fig-
ures in any way as tending to show
the value of WCCO as an adver-
tising medium in comparison with
any other radio station. I am giv-
ing you these figures because they
are ones about which I can speak
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with authority and-because, unless
we have actual figures to work
on, radio advertising is bound to be
largely a matter of guess work. You
can apply exactly the same method
to any other radio station and work
out accurately the cost per receiving
set within the dependable circula-
tion area.

It is this figure of 76 one-thou-
sandths of a cent per receiving set
that you want to set beside the
cost figure for any other type of
advertising medium. How much
does it cost you to reach each
home on the circulation list of a
newspaper? How much does it
cost you to reach each home by di-
rect mail advertising? How much
does it cost you to reach each home
through the pages of a magazine?
Don’t think for a minute that reach-
ing the home through any of these
media means that your advertising
message is going to register. Even
with direct mail we all know that
most of it goes into the wastebasket
without making the slightest impres-
sion on the recipient! Only a small
percentage of it is really effective.
The same is true with every other
form of advertising, including radio.
What radio circulation means is sim-
ply that, in the case I have just
given, it costs you 76 one-thou-
sandths of a cent to get a chance to
tell your story in each home.
Whether or not they will listen to
you depends almost entirely on what
sort of a story you have to tell and
how well you tell it.

Keeping these figures in mind, let
us look for just a minute at chain
advertising. Here again I shall take
the figures for the chain with which
I am personally connected, but the
conclusions apply with probably
slight modifications to our com-
petitor.

According to the Department of
Commerce there are about 13,479,-
000 receiving sets in the United
States. Complete national coverage
over the Columbia chain includes the
use of 67 radio stations. Our en-
tire chain includes 76 stations, but
some of them are in Canada and
some are alternative stations. About
6,100,000 receiving sets are within
the intensive service areas of these
67 stations. In other words, if a
commercial program is put on the
Columbia chain and all 67 stations
are used, the absolutely dependable

Broadcast Advertising



RADIO
STATION
REPRESENTATIVES

|I |
Wantea...\IVIDNESS OF IMPRESSION

IN YOUR RADIO BROADCASTING

HIS vividness of impression in advertising is

something every advertiser wants. And just as it
is important in newspaper and magazine campaigns
—so is it important in radio programs.

The very nature of radio broadcasting—the spoken
word—necessitates this vividness. The sales appeal
needs it. The talent appeal requires it, in order to hold
the attention of an audience and encourage it to
listen again.

So we present the five-minute broadcast—a treatment
of broadcasting that very definitely obtains this de-
sired vividness of impression. We call it to the atten-
tion of the advertiser who seeks a form of radio
advertising low in time costs, negligible 'in talent
charges, and one the brief snappy appeal of which is
impressive and sales-compelling.

-

Scott Howe Bowen, Inc., representatives of the coun-
try’s leading radio stations, is ready to present the
story of five-minute broadcasting. It isa worth-while
tale, the hearing of which will benefit many advertis-
ers. A call or letter to any of our offices will bring this
information.

SCOTT HOWE BOWEN, Inc.

CrrysLer BuiLping, New York Crry

CHICAGO PHILADELPHIA DETROIT - DALLAS
180 N. Michigan Ave. 1615 Integrity Bldg. 1106 Fisher Bldg.  Baker Hotel

February, 1931
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circulation, that is to say, the num-
ber of receiving sets which surely
can get the program if their owners
want it, is 6,100,000. In addition,
there are another threec and a half
million sets which lie in the good
but not intensive service areas of
these 67 stations.

Now let us see what it costs. Half
an hour over the 67 stations on the
Columbia chain would cost $8,432.
The cost per recciving set for all
sets in the intensive service areas
of these 67 stations, in other words,
in the absolutely dependable circu-
lation area of the chain, would be
138 one-thousandths of a cent. This
as you will see, compares with 76
one-thousandths of a cent for simi-
lar circulation service over WCCO
as a single station. The reason why
the chain coverage costs rather more
is because the powerful stations
necessarily have the lowest cost per
set, and the figure for the chain is
brought up by the number of sta-
tions with relatively low power and
consequently a much more restricted
service area.

Taking the number of sets in the
intensive and good service areas of
the 67 stations on the chain, we find
that the cost of half an hour at
night per receiving set is 88 one-
thousandths of a cent, again rather
more than the local figure, which is
45 one-thousandths of a cent.

In considering national advertis-
ing, these figures which I have just
given are the ones to check against
the cost figures for other types of
advertising. It costs you 138 one-
thousandths of a cent, with full
chain coverage, to reach each set in

the dependable circulation through-
out the country. What is the cost
per family if you buy a page in a
magazine with national circulation?
Figure it out and decide for your-
self.

I HAVE said, and I want to say
it over again, that circulation,
whether in print or by radio, means
only the chance to get your adver-
tising message across. It does not
mean and can never mean any cer-
tainty that your message will even
be seen or heard, much less that it
will actually create a definite and
favorable impression. Whatever
medium you use, the effectiveness
of your advertising job depends,
first of all, on what sort of a mes-
sage you have to give and how you
give it.

In radio this means programs. I
have already said that you can put
Will Rogers or Amos and Andy on
any station you want and within the
physical limits of that station’s serv-
ice range they will get the audience.
Nothing makes me more unhappy
than to see advertisers spending
good money for radio time and then
trying to save their pennies on pro-
gram cost under the wholly mistaken
impression that any sort of a pro-
gram will do. As a matter of fact,
it is actually more important to
spend money on a good program
than to spend money on time. With-
out the right sort of a program, the
purchase of time is sheer waste,
just as it would be sheer waste to
buy a full page of space in a news-
paper and then put the wrong kind
of copy into it.

What do I mean by good pro-
grams? First of all, I mean a pro-
gram, no matter what its type may
be, which is the best of its class.
You can have a splendid program
played by a single banjo player, just
as you can have a splendid program
played by a symphony orchestra.
The first test in either case is
whether the thing is really well
done. The disheartening thing is
that most advertisers are content
with mediocrity. They will buy a
fifth-rate orchestra and think they
are getting something, when as a
matter of fact the same amount of
money spent on a less pretentious
but better done feature would give
them infinitely better results.

The next consideration is that the
program must be adapted to the ad-
vertising miessage it is intended to
convey. It would manifestly be ab-
surd to hire a symphony orchestra
for the sole privilege of announcing,
after a movement of a Beethoven
symphony that the Smith & Jones
Department Store is putting on a
marked down sale of pants at $2.95.
This sounds silly, but I have heard
almost equally silly things done over
the radio.

Message, program and audience
vary greatly with the time of day.
The audience in the early morning,
before the children get off to school
and the man of the family starts for
his office, is quite different from
the audience during the remainder
of the morning hours. The audience
at noon is again quite a different
thing. At noon the city audience is
relatively small, but in the small
towns and in the country, where

... and take /\/\C/A\leer Po

There's an outstanding product with excellent
distribution in the Wichita area . .
ed program too. But the dealers are not getting
the benefit from the broadcasts because K F H is
the only station that can guarantee coverage in

the rich Wichita territory.

Now . . if the McAleer people would call Camp-
and Campbell-Ewald would call
and Scott would wire K F H
for a reservation . . . then . .. Everyone (includ-
ing over a million listeners) would be happy.

RADIO STATION KFH, WICHITA, KANS.

bell-Ewald . . .

Scott Bowen . . .

. dandy record-

ish
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In the Best of Company

N radio, as in no other advertising medium, your product is

known by the company it keeps. As the outstanding choice of
both local and national advertisers, WBBM lends to your mes-
sage the prestige that comes with the association with leaders.
Here is a list of those who have chosen WBBM to carry their
message to Chicago and the Midwest:

List of Outstanding Advertisers

American Maize Products Company

American Mutual Liability Insur-
ance Co.

The Charles Arnao Co.
Arzen Company
Barnsdall Oil Co.

A. Bourjois & Co., Inc.
E. Burnham, Inc.
Baldwin Piano Co.
Borden Ice Cream Co.
Lewis E. Bower

Sally Brown Company
Charis Corporation
Chevrolet Motor Co.
Climalene Company
Consolidated Cigar Corp.

Cudahy Packing Co. (Old Dutch
Cleanser)

Curtiss Candy Co.

Daily Times

Dashiell Motor Co. (Dodge)
Jose Escalante & Co. (Corina)
Forhan Co. (Toothpaste)
Robt. P. Gust, Inc.
Goldenrod Ice Cream Co.
Barbara Gould, Inc.
General Mills, Inc.
Graham-Paige Motors Corp.
Graybar Electric Co.
Hyo-San Laboratories

Geo. A. Hormel & Co.
Hillerich & Bradsby

Humboldt State Bank

P. Lorillard & Co. (Old Gold)
Los Angeles Chamber of Commerce
Lutheran Laymen’s League
Marmon Motor- Car Co.

Metro Loan Co.

Martin Senour Co.

Manhattan Soap Co.

Miller & Co. (Furs)

Mountain Valley Water Co. of IllL.
J. W. Marrow Mfg. Co.

McAleer Co.

National Biscuit Co.

Nannette, Inc.

O'Cedar Corporation

Penick & Ford, Ltd.

Pebeco (Toothpaste) Lehn Fink
Products Co.

Pequot Mills

Peoples Furniture Co.
Paramount-Publix Corp.
Prima Co.

Price Flavoring Extract Co.
Radio & Television Institute
Royal Blue Stores

Royal Typewriter Co., Inc.
S. M. A. Corporation

Otto Schmidt Products Co.
A. Stein & Co.

Dr. Strasska's Toothpaste
Street and Smith

Wallace Pencil Co.

Wyle Hat Co.

February, 1931

The Air Theatre

WB B M CHICAGO

25,000 Watts --389.4 Meters -=Clear Channel
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people have noon dinner at home,
all the radio sets are turned on. In
the early afternoon you have still
another audience, made up to a con-
siderable degree of women’s clubs
and similar organizations,

Late in the afternoon the children
come home. and between 4:30 and
6:30 the character of the audience
changes every 10 or 15 minutes.
Then you have the audience at din-
ner time, which is quite different in
its tastes from the audience which
more or less settles down to the
business of radio listening between
7:30 and 10:00. Around ten o’clock,
by which time the children are all
in bed, their elders begin to follow
them, and you have an audience
consisting. largely of young peopie
with a plentiful sprinkling ot
habitual radio fans.

All of this is to be carefully con-
sidered in building a radio program.
What sort of an audience do you
want to reach with your advertising
message?  Having decided that,
what time of day or night gives you
the best chance to reach them?
What type of program does the
listener at that particular time most
enjoy ? How can you give himn some-

February is the shortest month
in the year—but one of the
best for business if you use

WDAY

FARGO, N. D.

for your radio broadcasts

WDAY

offers you consistent coverage
at all times in all of North
Dakota, South Dakota, eastern
Montana and western Micne-
sota, as well as in the City of
Winnipeg—population 225,000,—
and several Canadian provinces.

WDAY, INc.
Fargo, N. D.

940 kilocycles 319 meters

1009 modulation
1000 watts

thing which has distinction, and at
the same time is within the reason-
able limits of an advertising budget ?

Here 4s where radio is looking to
the advertising profession for more
and better work. Until a year or
so ago, the advertising people left
this whole business of program plan-
ning pretty much up to the radio
station. I have no hesitation in say-
ing that the main reason for the
marked increase in radio advertis-
ing during 1930 over 1929 was due
primarily to the tremendous advance
in intelligent work in the radio field
done by the leading advertising
agencies,

There is, however, a long distance
still to go. I know from experience
that a successful radio advertising
program need not cost a great deal
of money, but if you don't spend
money on programs you have got to
make up for it by spending a lot of
brains. Plenty of brains plus plen-
ty of money for talent will give you
the ideal radio advertising program ;
plenty of brains plus a little money
will give you a good program; plen-
ty of money plus no brains will
probably give you nothing at all,
and when you combine no money
and no brains you are getting less
than nothing, you are doing positive
harm.

One more thing about radio pro-
grams. What counts more than any-
thing else is individuality. That is
why I say that brains in program
construction are so much more im-
portant than anything else.  The
trouble with many advertising pro-
grams is that they have no real char-
acter of their own.

And so, in the end, radio adver-
tising presents exactly the same
problem as any other form of adver-
tising : the expression of the adver-
tising message in the right way.
Don’t let people lead you to think
that advertising by radio is some-
thing different. Its problems are
the same, and its value depends sole-
ly on how much you can get for
your dollar through this medium as
compared with other and competing
ones.

Don’t let anyone tell you that
there is any sales value in a letter
from a 10-vear old child asking an
orchestra advertising Lincoln cars to
play “Bye Bye Blues.” There isn'’t.
Whether you are advertising Lin-
coln cars or toothpaste, you are do-

ing it to promote sales. If radio
does this to a satisfactory degree in
proportion to what it costs, it is a
good advertising medium ; if it fails
to do this it isn't.

What I want to urge on all of
you, therefore, is to get just as far
away as possible from all the vague
talk about institutional prestige, and
fan letters, and things of that kind,
and handle your radio advertising
with the same intelligence and the
same sound judgment which you ap-
ply to all other forms of advertis-
ing. In other words, pick your
media according to the definitely
ascertainable facts; build your pro-
grams with the same ingenuity and
skill which you use in preparing
your copy and illustrations, and then
judge of the effectiveness of your
work, not by what the second cousin
of the great aunt of the wife of one
of the directors of the company
thinks of the musical quality of the
program, but by whether or not it
produces sales.

Camel Adds Stations

S!XTEEN additional stations have been
added to the NBC network broad-
casting the Camel Pleasure Hour each
Wednesday evening, making a total of
36 outlets. The program is now broad-
cast twice, from 9:30 to 10:30 and from
11:15 to 12:15, Eastern Standard Time.
The program is sponsored by the R. J.
Reynolds Tobacco Company, Winston-
Salem, N. C, maker of Camel cigarettes.
The agency is N. W. Ayer & Son, Inc,,
Philadelphia.

Shoe Company to Spend $100,000
in 1931

N ADVERTISING appropriation

for 1931 of approximately $100,000
has been allotted by the Freeman Shoe
Corporation, Beloit, Wis. Weekly broad-
casts over WMAQ, Chicago, and KDKA,
Pittsburgh, and space in the Saturday
Evening Post are now being used. The
campaign is handled by Klau-Van Pie-
tersom-Dunlap-Younggreen, Inc, Mil-
waukee.

Pens and Pencils Broadcast

DVERTISING for the Le Boeuf

Fountain Pen Company, Springfield,
Mass., maker of Pilgrim pens and pen-
cils, is being placed in newspapers and
with radio stations by the Porter Cor-
poration, Boston agency.

Uses Radio in Southwest

RADIO and newspapers in California
and Arizona are being used by the
Golden Poppy Products Company of Los
Angeles. G. F. Glasser, Los Angeles
agency, is in charge of the account.

Broadcast Advertising




OUR SERVICE
TO AGENCIES
AND ADVERTISERS

Careful preparation SAVES
of that which goes TIME
through the
Microphone MONEY
mElieHAE spor AND OVERHEAD
announcements
sponsored programs EXPENSE
and Electrical
Transcrip tions We invite you to ask

by Columbia for further information.

™ A.T. SEARS & SON, INC.
‘V The Company where every executive and repre-
sentative is an experienced Advertising man
520 North Michigan Avenue, CHICAGO
Cleveland: C. A. THOMPSON, 850 Euclid Avenue
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RADIO SERIAL
SELLS COFFEE

(Continued from page 7)

those who read them. A salesman
inadvertently left a few Folgeria
tickets in a small store across from
a school. Two of the children found
them and took them back to the
school. As soon as school was over
a horde of children descended upon
the store, clamoring for Folgeria
tickets. In this particular instance
the salesman reports that the store-
keeper was not particularly pleased
with the idea.

The radio public has come to ac-
cept the cast of characters in Fol-
geria as real people, and requests
from newspapers for pictures of
Folgeria players in costume have
been frequent. The players were cos-
tumed, motion picture sets were ob-
tained and still photographs were
taken. These are released to the
newspapers each week, and because
of the interest and action they con-
tain, they are almost invariably used.

EVELRY
PROCRAM
SPONSOR

should subscribe to the
Heinl Radio Business Letter

Insurance Building

Washington, D. C.

SEND FOR SAMPLE COPIES

Of course, the resulting publicity is
of priceless value.

In order to tie up the sales effort
with the weekly broadcasts, the
salesmen were divided into two
groups, Juniors and Seniors, and a
radio set offered to the largest
poundage producer in each group.
Bulletins were sent out to the men
each week showing their standing
in the contest and reprinting the
news of the week in Folgeria.

Window display material and
store counter and price cards were
built around the Folgeria idea, and
mention of the radio program is
carried in each newspaper advertise-
ment. Newspaper space is so ar-
ranged that it will run the same day
as the radio program.

The net result to the Folger Cof-
fee Company has been a substantial
increase in business, despite a year
of unusual depression and competi-
tion. The fact that Folger’s is a
strictly quality coffee with no price
appeal makes this record of achieve-
ment all the more unusual.

In the Folgeria cast of charac-
ters, the two comic detectives, Black
and Blue, instantly caught the pub-
lic fancy, probably because they are
exceptionally funny and the radio
audience likes humor. The Folger
Company sensed the value of these
characters and is having a special
act written for a daily radio feature,
to be presented in addition to Fol-
geria. “The Adventures of Black
and Blue” made its initial radio bow
as a distinct feature on January Sth,
and these two ‘“detecatives” are to
be heard for fifteen minutes each
day over the Don Lee California
chain,

From a modest beginning, using
three - minute daytime announce-
ments, the Folger Coffee Company
has developed in six months’ time
to the point where it now sponsors
an elaborate night-time chain fea-
ture, and in addition has now added
still another feature to be released
over the chain each day. All of
which seems to indicate that radio
sells merchandise if properly used—
and properly backed up.

Radio Weekly Newsreel

RADIO is about to have its own

newsreel. Royal Broadcasting Sys-
tems, Inc, has just announced its new
“World in Review—Weekly Newsreel of
the Air,” which is now available to
stations throughout the country as a sus-
taining program, Celebrated personali-
ties, interesting events of the day, bands
and orchestras from different parts of the
world will be included in this weekly
feature. Recording will be done on 12-
inch discs, operated at 78 r.p.m.

Ralph Atlass Leaves WBBM

RALPH ATLASS, vice-president and

general manager of WBBM, Chi-
cago, since its start, has retired from
the company and sold his interests to the
Columbia Broadcasting System, already
part owner of the station. His brother,
Leslie Atlass, continues in charge. Ralph
Atlass recently bought station WLAP,
Louisville, Ky, and it is believed that
this and other interests will keep him
from leaving the field of radio altogether
for some time.

Anthracite Producers to
Broadcast
RADIO and newspapers will be used
in the new advertising campaign of
the Arkansas Anthracite Producers As-
sociation, with headquarters in St. Louis.
The account is handled by the Emery
Advertising Company of that city.

SEATTLE
970 ACS.

‘NORTHWEST
LIKE TNE
SUNSHNINE

NORTHWEST'S MOST POPULAR CHAIN

KIRKEXKGA

PORTLAND
//80 ACS.

POWER

INTENSIVE COVERAGE

=== 5000 WATTS =<

REPRESENTATIVES
MEELHINEY & ASSOCIATES

SCOTT HOWE BOWEN, INC.
gt

NORTHWEST BROADCASTING SYSTEM INC.

GENERAL OFFICES, HOME SAVINGS BUILDING, -~ SEATTLE .

SPOKANE
/470 ACS.
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EDUCATIONAL RADIO
CAMPAIGN INCREASES
USE OF GAS

(Continued from page 8)

the use of radio in bringing their
messages before the public.

The musical part of the program
is presented by an orchestra of six-
teen pieces, one of the largest in
New England radio circles. They
offer a varied program of new dance
tunes, old time heart songs, instru-
mental novelties, and entire show
selections from the old and new mu-
sical comedies and operettas. They
are assisted by two soloists, a tenor
and soprano. During the entire mu-
sical program no announcements are
made other than the opening of the
broadcast and its conclusion. That
announcement is merely that the
program is sponsored by the Gas
Industry of New England.

Between the musical parts of the
broadcast is the dialogue. It is
here, briefly yet always in charac-
ter, that the message of the whole
broadcast is carried. The present
series runs as follows:

The action centers around the
Foster family. Ilenry Foster, the

head of the household, is an old-
time reactionary. He had to split
kindling, lug water, and what-not in
his younger days, and he’s proud of
the fact. He’s not at all in sym-
pathy—at least he says he isn't—
with all these modern “doo-dads”
that are making people lazier every
day. His wife, “Marthy,” is a pa-
tient, tolerant woman who has had
to bring up her family and run her
household with none of the modern
conveniences. Priscilla Foster, their
daughter, is engaged to John Brad-
ley, and they both look forward to
the advantages and conveniences
which modern appliances are going
to contribute to their home and to
their standards of living.

This family picture, as it is em-
ployed in the dialogue of the pro-
gram, gives an opportunity to put
over very forcefully by implication
the tremendous benefits that gas has
brought to the home. In fact, each
week Marthy comes to the point
where she stands up for her rights
and gives, in character, a tribute to
gas that would put to shame any
matter of fact advertising announce-
ment which would otherwise be em-
ployed.

At present stations WEEI, Bos-
ton, and WTIC, Hartford, are be-
ing used every Wednesday night at
7 :30 for this half hour program. In
the future it is expected that other
stations will be added and that the
program be given more frequently
or its length increased. That, how-
ever, will come up for consideration
when the new three-year program
for 1931-1932-1933 is planned. Un-
questionably radio is going to play
a most important part in that cam-
paign.

In connection with the broadcasts
an offer of a special booklet has
been made and a tremendous num-
ber of requests for it have been re-
ceived. There are also hundreds of
unsolicited letters of praise for the
program itself. Naturally it is dif-
ficult to put a finger on any material
gain and say that radio, newspaper,
or direct mail was responsible for
it, but the fact does remain that the
growing demand for gas appliances
and the increased use of gas itself
as reported by all of the member
companies is indicative that the com-
bination of the three are bringing in
the results.

(Continued on page 38)

“The Best State for.Sales :

__in the Country”

.A weekly forecast of

the United Business
Service stated “There
are few areas where
sales during the next
few months will be
sufficiently high to ap-
proximate last year's
levels . . . One of these
is Towa, which we still
continue to rate as the
best state for sales in
the country.”

The Valley Area which listens to WOC and WHO is still prosperous!
It is the bright spot on the map for the manufacturer with a product that
can serve the billion dollar agricultural and industrial market in which
these twin stations stand ace high both because of the prestige gained
by pioneer service and because they have maintained that leadership with
modern quality programs and equipment.

Located in the heart of vast resources, the programs of WOC and
WHO reach into the hearts of the homes where buying power is un-
diminished. Because these stations hold their listeners, they also hold
leading national advertisers in a profitable “hookup” with their

— = — consumers.

These two popular 5000 watt stations can do a better, quicker job

in selling to several million people.
FRANK W. ELLIOTT, V. P. and Gen. Mgr.
Owning and Operating Iowa Radio Stations
Administrative Offices: Davenport, Iowa
DAVENPORT DES MOINES
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One of the new "hit” programs
adding many new listeners for
Continental Subscribers . . . .

DEACON BROWN AND HIS PEACEMAKERS at the Hall
of Injustice ... Comedy ... “Nigger Blues” . .. Spirituals . ..
Jazz . . . Pathos. The most entertainment in fifteen minutes
you ever heard! Deacon Brown’s sermons on Prohibition, Face:
Lifting, “Avigation,” “Two Timers” and other timely topics
are classics in comedy and homely wisdom.

Twenty-six programs are now ready and more are being
recorded.

Continental Broadcasting Corporation now offers a regular
contract program service to radio stations of a large and varied
library of radio programs by electrical transcription.

hen better electrical transcriptions are made -

ANV
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A\ /nly one station in

‘ each community can get

these programs!

THE BIGGEST FEATURES AVAILABLE
. . « AN EXCLUSIVE NATIONAL SERVICE
AT LESS THAN LOCAL TALENT COST

Here’s a real opportunity. Live stations
are doubling their audiences, increasing
interest, securing new advertisers and
strengthening their service to old, with
the new Continental Transcription Pro-
grams, programs that compare favor-
ably with the finest direct programs on
the air.

The merchandising help which is
included as part of Continental Service
stimulates immediate response for your

L&

ﬂroadcasliﬁi; &

6425 HOLLYWOOD BLVD SgX

hey will bear the name CONTINENTAL” =
| V//

February, 1931

station. The quality and variety of
Continental Programs does the rest.

Complete information without obliga-
tion will be promptly sent on request.
Since this is an exclusive service avail-
able to only one station in each com-
munity it is important to write now
before the territory has all been alloted.
Your name on your letterhead or the
coupon below will bring full data.
Hear some of these programs now—

then decide. /

COUPON for

your convenience

orp.
6425 Hollywood Blvd.,
Hollywood, California.

Please send full detalls of your new
transcription service and features,
without obligating me in any way.

..................

/4

State
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Station
Managers--

Advertising
Agencies=--

Engineers--

Broadecast
Advertisers--

For the first time, the proceed-
ings of the annual convention
of the National Association of
Broadcasters have been com-
piled in printed form and are
available to a limited number
of purchasers,

A small portion of these pro-
ceedings was reviewed in the
December issue of Broadcasf
Advertising. The full report—
a real contribution to the
world’s literature on the sub-
ject of broadcasting—gives the
reader an all-around viewpoint
of the industry such as can be
obtained from no other single
source.

These proceedings contain
illuminating talks and discus-
sions embracing the relation-
ship between the station, the
agency, the advertiser and the
station representative.  They
dwell upon problems such as
"Synchronization,”  “Engineer-
ing Problems of Broadcasters,"
"Acoustical Design of Broad-
cast Studios” and the "Copy-
right Situation."

Only 300 copies of these
proceedings were printed. Since
many orders are being filled
daily, the supply may soon be
exhausted. 'Better order at
once.

Price $5.00 a copy.

Address

National Association
of Broadeasters
National Press Bidg.,
Washington, D. C.

—_—--——
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(Continued from page 35)

Mr. C. D. Williams, secretary of
the association, has compiled a Iist
of suggestions that will be of use to
other associations who are planning
a program of this sort.

“Avoid the one year program,”
he says. “Sell your product on a
three year basis at the least.”

“Do your own financing; do not
employ professional money raisers.

“Do not load an association secre-
tary or other person with the detail
work without additional renumera-
tion. Someone should be employed
on at least a half-time basis.

“Do not engage in a good-will or
institutional program; make it es-
sentially merchandising in charac-
ter.

“Do not attempt to sell securities.

“Do not try to sell the idea in a
hurry; avoid high pressure selling
methods.

“Be sure that full representation
is given to all participating inter-
ests. Avoid partiality.

“Do not delegate a task to anyone
whose qualifications are doubtful or
who will not have the support of
those above him in the same com-
pany organization.”

Appointed Vice-President

W. O'MAHONEY, director of the
]0 radio division of Smith, Sturgis &
Moore, Inc, New York, has been ap-
pointed vice-president of that agency.

Rankin Joins Dad’s Agency

ROBERT H. RANKIN has joined
the Chicago office of his father's
agency, the William H. Rankin Com-
pany, New York. Robert Rankin was
chairman of the radio section of the in-

ternational advertising convention  at
Berlin.
THE NEw

WIAY

CATERS ESPECIALLY TO
ELECTRICAL TRANSCRIPTION
PROGRAMS

INTENSIVE COVERAGE
9,000,000 PEOPLE
WITHIN RADIUS 150 MI.

NEW STUDIOS AND
EXECUTIVE OFFICES

1224 HURON RD..
CLEVELAND, OHIO

610 KILO.

MEXICO BECOMES
RADIO CONSCIOUS

(Continued from page 11)
licity. A free sample program was
offered. He stated that he would
reply to every request, both from
the states of Mexico and from the
U. S, stating that he had three
thousand-odd leaflets and small sou-
venirs. One hour’s program in
which requests were asked for five
times, exhausted his three thousand
souvenirs. He had some 3,000 more
reports from the U. S,, and got “out
from under” by replying that ar-
ticles carrying brewery advertising
couldn’t be sent to the U. S. owing
to the prohibition laws! Needless
to say, his brewery is now “on the
air” évery week.

Broadcast advertising in Mexico
finds a ready acceptance with the
listening public. There is no “work”
connected with listening to broad-
cast advertising. The habits of the
people are sedentary. In a country
where so many hours are spent
within the home, where there are
comparatively few picture shows,
where night life holds so little at-
traction for the people, radio fur-
nishes today the chief form of en-
tertainment for the whole family.
And since your Mexican listener
likes his radio music loud, the
neighbors get the benefit also!

The average of listeners per set is
in the U. S, I believe, about three
to the receiver. Here we estimate
nearly three times that! No news-
paper, even the larger Mexican City
dailies, can claim anything like a
national circulation. Moreover, lack
of means of speedy transportation
subject many rich regions, such as
many of the oil fields, mining and
construction camps and agricultural
sections, to radio broadcasting for
entertainment, fresh news and in-
formation. And your listener in
Mexico, with the characteristically
Latin spirit of polite appreciation,
feels sincerely grateful for the con-
sideration of the sponsor in offering
the program for his enjoyment, thus
has no objection to the publicity an-
nouncements, especially if the an-
nouncement has any informatve
value.

I haven’t called attention to the
fact that easily 80 per cent of the
American, British and German fam-
ilies have radios. The radio dealer

Broadcast Advertising



throughout Mexico considers every
foreigner a splendid prospect!

Broadcast advertising, as you in
the U. S. understand it, is just get-
ting under way in Mexico. Right
today it is offering the greatest pub-
licity per dollar spent of any means
at the disposal of the advertiser. It
offers to the American manufacturer
and distributor a convenient and
effective means of publicity to an
audience of educated people of high
purchasing power, disposed and able
to buy quality products. Manufac-
turers have in Mexico a ready mar-
ket at our door, easily developed
and supervised, eager to furnish an
outlet, particularly in times of over-
production or depression. Mexico
is a field for broadcast advertising
where this type of publicity is to a
great extent still novel; and to a
people to whom radio furnishes the
chief means of everyday entertain-
ment.

There are at your disposal well-
managed stations. T he coverage
afforded is in practically every case
much greater than that of stations
of corresponding power in the
States, owing to lack of “blanket-
ing” and interference caused by
super-power stations. Competent and
experienced personnel will lay out
your programs, and your announce-
ments will be carefully put into cor-
rect and effective Spanish at no
extra charge. And, in addition, sta-
tion rates in Mexico are consider-
ably lower than those asked for by
many U. S. stations of correspond-
ing power, but often with less cov-
erage. The first to get on the air
with 1931 campaigns that are care-
fully planned and executed, will
have for years to come the preferred
positions both on the station time
charts and in the public favor.

National Biscuit Company

Uses CBS

HE National Biscuit Company of

New York is sponsoring a new pro-
gram, “The Uneeda Bakers,” two morn-
ings each week over the CBS chain. The
Frank Presby Company, Inc., New York,
is the agency.

Sweetheart Soap Broadcasts
THE Manhattan Soap Company, mak-

ers of Sweetheart soap, are sponsor-
ing a series of Sunday afternoon concerts
over the Columbia system, known as the
“Sweethearts of the Air.” The account
is handled by the Peck Advertising
Agency, New York.

February, 1931

Experiments Seek Best Way to
Present Facts to Radio
Audience

ROADCASTERS and broadcast ad-

vertisers are watching closely the
two-month experiment now being con-
ducted by the Department of Agriculture,
in an endeavor to find out the best way
to present material to the public by radio.
Nine methods will be used, ranging from
straight talks to fables and other “dressed
up” devices. The Department statement
follows in full:

“Are educators correct in insisting that
information designed for the radio au-
dience should be presented on the ‘level
of 13-year-olds,’ as one list of directions
for educational radio speakers specifies?
Is it true, as another authority on educa-
tion by radio has said, that the educators
must ‘sugar coat’ their pills of learning?

“And if it is true, what kind of show-
manship makes the most palatable ‘sugar
coating’ for the educational pill?

“The Radio Service of the Department
of Agriculture is seeking the answers
to these questions so far as educational
broadcasting to farmers is concerned
from farmer-listeners themselves.

“With radio station WGY, Schenectady,
N. Y., and members of its farm audience
cooperating in the tests, the Depart-
ment’s radio service is sending a series
of programs during February and March
in order to compare the efficiency of nine
different methods of presenting agricul-
tural information. The test of the effi-
ciency of these methods will be the judg-
ments of the members of the radio audi-
ence of station WGY.

“This particular audience is well ac-
customed to the present style of Depart-
ment broadcasting, station WGY having
cooperated with the radio service since
its beginning in 1926. The agricultural
broadcasts of the station last year re-
turned some 13 per cent of the total mail
coming to the station, although utilizing
only 6 per cent of the time.

“Besides the standard character mono-
logue type of presenting agricultural in-
formation now followed by the Depart-
ment, the experimental broadcasts of
station WGY will seek to check the effi-
ciency of eight other methods of pre-
senting subject matter interestingly and
memorably, including fables, inducing the
listener to draw his own charts and
graphs to illustrate the points made in
the talks, and a variety of other devices.”

Columbia Adds KOH

STATION KOH, Reno, Nev., will be-
come a permanent link in the net-
work of the Columbia Broadcasting Sys-
tem effective February 15. Owned by
J. Peters, Inc., KOH becomes the seven-
ty-eighth network station of the Colum-
bia System. Station WOKO at Albany,
N. Y., the seventy-seventh, is expected
to open soon.

The Reno station operates on 500 watts
on a frequency of 1370 kilocycles and
218.8 meters. It recently received a con-
struction permit from the Federal Radio
Commission to build a 1,000 watt trans-
mitter.

Time to
‘Speak to

the Ladies!

repose—

done—
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gone—

| attentive—

audience.

| available.

“FIRST
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“Midland Broadcast Central”
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RADIO INTRODUCTION
WINS WELCOME FOR
TASTYEAST
(Continued from page 14)
weeks—104 broadcasts. Week by
week the response to the Tastyeast
programs increased steadily until a
maximum of 3,000 letters for one
week was reached about the sixth

week.

About the third week of the
series, sales activity began to mani-
fest itself. The samples were get-
ting in their work, exerting pressure
on dealers to stock Tastyeast. At
the end of 1929 there were few
active retail outlets for Tastyeast in
New England or anywhere else. At
the end of March, 1930, practically
complete distribution had been at-
tained, both in the important chain
stores and in the independent stores
wherever stations WBZ and WBZA
were heard. Small dealers who had
sold an average of a box of 24 bars
a month in January were selling an
average of a box a day in April.
Larger dealers at that time were
selling thirty to forty boxes a day.

One of the leading department
stores of Springfield, which had
never stocked Tastyeast, voluntarily
ordered twenty boxes of twenty-
four bars each. To their surprise
the entire order was sold in one day.
The following week they ordered
forty boxes and sold them all on a
Saturday. The next week they sold
200 boxes on Saturday. a figure
which they have since maintained
week in and week out.

THE success of the Tastyeast
Jesters on the Westinghouse
stations of New England encour-

home”. . .

A. O. Rust, shoe merchant 10 miles from
the heart of Cincinnati, writes: I didn't
think | could afford radic. After 10 months
on WKRC, | find | cannot afford to be
without it.” Testimonial?2 Nope. Just
more PROOF that WKRC is “striking
every home in this rich and
concentrated market.

WKRC

’the only Columbia station in the rich Ohio Valley”’

aged the expansion of the program
and late in February, 1930 three ad-
ditional New England stations were
added with two fifteen-minute pro-
grams each week. In March a half-
hour program was added once
weekly in Newark, Cincinnati and
Chicago. With these stations carry-
ing the Tastyeast message and no
other advertising of any kind ap-
pearing anywhere, the sale of Tast-
yeast during the first six months of
1930 showed an increase of roughly
50 per cent over each preceding
month.

Other stations on the National
Broadcasting Company’s blue net-
work were added as fast as desired
time could be cleared, and electrical
transcriptions of the Jesters placed
on other stations which could not
be hooked up with N. B. C. Some
fifty stations have been used in test
campaigns of thirteen weeks’ dura-
tion, two or three fifteen-minute
programs weekly. Of these, thirty-
nine stations proved profitable
enough to be continued indefinitely;
the others failed for reasons of
time, competition, or lack of suffi-
cient audience.

Tastyeast has also been success-
ful in the sponsorship of special
programs for children, with particu-
larly good results following the use
of Uncle Don on Station WOR in
Newark, Uncle Bob on Station
KYW in Chicago, Quinn Ryan on
station WGN in Chicago, Uncle
Jim on station WGY in Schenec-
tady, and Uncle Dudley on station
WHAM in Rochester.

Recently two other Tastyeast pro-
grams have been placed upon the

STRIKING HOME!

NATIONAL ADVERTISERS: Follow the lead
of Procter & Gamble, La Palina, Barbasol,
Geo. Borgfelt Co. . .. let WKRC tell your
story, sell your product.

« o« <«
1000 watts—ss0 kilocycles (*‘at the top of the dial”’)
full time schedule (19 hours a day)}—I100% modulation
complete new W.E. equipmentand double turntobles.

air, each on an individual test sta-
tion. The Gloom Chasers on sta-
tion WKBW, Buffalo, are doing an
excellent job in that territory with
an unusual program which is large-
ly extemporaneous dialogue between
a certain erratic Colone! Stoopnagle
and his eccentric pal, Budd. An-
other local program is proving effec-
tive over WJR, Detroit. Extension
of these two programs is now under
consideration.

Each and every Tastyeast broad-
cast emphasizes a generous offer of
two bars of Tastyeast free upon re-
quest. There are no flowers on the
copy. It is definitely a selling mes-
sage, but decidedly not to the point
of offensiveness.

Wherever a Tastyeast program
has been conducted consistently, re-
sults have been instantaneous, and
gratifying volume has been achieved
within a month. With only one
salesman in New England and one
other salesman covering New Jer-
sey and Pennsylvania, practically
every important outlet has been
opened to Tastyeast, and a consumer
demand has manifested itself to a
degree which has made it one of
the fastest selling confections. This
demand has obtained for Green
Brothers Company, voluntarily, the
best jobbing outlets in each district.

Radio from the first sold Tast-
yeast. But it is important to re-
member that radio was telling a new
message—this time the right mes-
sage—and the product in late 1929
was improved in quality and
through new wrapping and packag-
ing tremendously improved in eye

appeal.

» » »
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From their broadcast advertising
offorts the Green Brothers Com-
pany received 117,000 letters in the
first four months of 1930. In the
first six months of 1930 stations
WBZ-WBZA alone secured a mail
response of more than 20,000 letters.

With the introduction of station
KDKA into the chain of stations
used by Green Brothers Company.
the mail response to this station has
averaged 500 letters per week. The
peak so far was the week of Octo-
ber 13th, totaling 1,140 pieces of
mail.

Neither the client nor Dowd &
Ostreicher, the agency, intends to
continue radio as a sole and exclu-
sive medium of Tastyeast advertis-
ing. In the past two months forty
odd newspapers have begun publi-
cation of a Tastyeast schedule, ap-
pearing two times a week in com-
paratively small but very consistent
space. [Eventually when complete
national distribution has been se-
cured magazines, too, will find their
place in the Tastyeast appropriation.

But radio is the first medium to
be used and the medium most de-
pended upon. Radio alone is used
to open new territory and to develop
it to a point of consumer demand
where the newspaper copy becomes
effective for this product.

WISV Appoints Pritchard

OBERT PRITCHARD, newspaper

and publicity man who has been con-
ducting a news feature over station
WJSV, Mount Vernon Hills, Va. for
the past few months, has been appointed
program manager of the station.

45% of Families in New
Hampshire, Vermont and

Delaware Own Radios

NEARLY half of the homes in New
Hampshire, Delaware and Vermont
are equipped with radios, according to
figures released by the Department of
Commerce following a preliminary count
of the data obtained last year by census
takers in those states.

On April 1, 1930, there were 119.660
families in the state of New Hampshire,
53,111 or 44.4 per cent of whom re-
ported radio sets. The number of per-
sons per family averaged 3.9.

Delaware had 59,295 families, with an
average of 4 persons in each. Of these,
27,183 families or 45.8 per cent had
radios.

Vermont figures show 89,439 families,
which also averaged 4 individuals apiece.
The number owning radio sets was 39,913
or 44.6 per cent of the total.

In answer to a request for complete
information of the number of set-owning
homes, Leon E. Truesdell, chief statis-
tician for population of the Bureau of
Census, replied:

“Information with respect to families,
such as the number of families, average
number of persons to a family, number
of families having radio sets, etc., will be
obtained by means of punching and tabu-
lating the special family card. It will be
five or six months before we shall have
available the number of families having
radio sets in each siqte, as shown by the
returns of the 1930 census.”

Oranges on Air

HE Sunkist Musical Cocktail is a

new CBS program, sponsored by the
California Fruit Growers’ Exchange. The
programs are broadcast each Thursday
evening, featuring an orchestra and
Louella Parsons interviewing some movie
star, and stressing the healthful qualities
of oranges and lemons. Lord & Thomas
and Logan is the agency in charge.

Court Upholds Commission
Orders KFKB to Leave Air

ADIO station KFKB, Milford, Kans.,

operating since last June on a stay
order of the court, lost its right to broad-
cast on February 2, when the Court of
Appeals of the District of Columbia
handed down a decision upholding the
Federal Radio Commission.

On June 13, 1930, the commission re-
voked the license of the KFKB Broad-
casting Association, Inc., operated by Dr.
J. R. Brinkley, on the grounds that the
station had failed to serve public interest,
convenience or necessity. The station ob-
tained a stay order from the court and
continued to operate pending a decision.
Since the United States Supreme Court
has declared the District Court of Ap-
peals the final authority in cases involv-
ing statement of fact, KFKB must dis-
continue broadcasting fifteen days from
the decision.

NBC Appoints Royal

OHN ROYAL, formerly managing

director of station WTAM, Cleveland,
has been appointed director of programs
for the National Broadcasting Company,
succeeding George Engels, who will be
in charge of the NBC Artists’ Service.

COVER

CENTRAL IOWA

FROM
THE GEOGRAPHICAL CENTER

Il
KK D B MarsaLLTown
1
2530 WATITS

ASK FOR RESULT FOLDER

Limited Time Available for Transcriptions

COMPREHENSIVE CHECKING SERVICE

for the preparation of accurate, detailed reports, affidavit-backed, on every station carrying your
program every time it goes on the airl

FOUR HUNDRED TRAINED OBSERVERS in
ONE HUNDRED FIFTY BROADCAST CENTERS

We can check any program within a few hours' time.
are yours for the asking, have been designed to fit all

Our standard report forms, copies of which
pes of programs—local talent, spot recordings

or chain. For complete details, ‘phone or write—

BROADCAST

CHECKING BUREAU

333 NORTH MICHIGAN AVENUE., CHICAGO, ILLINOIS

TELEPHONE: FRANKLIN 7100—24-HOUR SERVICE
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NOW IS THE TIME

TO BROADCAST
(Continued from page 15)

gregate should present an accurate
study of the habits of radio listeners.

Let these investigations cover as
many hours of the day and as many
days of the week as is possible. Let
them extend to many sections in dif-
ferent parts of the city. Let the in-
vestigator note the character of the
programs he hears in the homes of
the banker, butcher, machine oper-
ator, bookkeeper and iron puddler.
Let him drive into rural districts.
What he learns may astound him.
It may not agree with previous in-
formation and previous notions. He
may gain an idea which will revolu-
tionize his advertising plans and
make them astonishingly profitable.
Some successful advertisers have
done exactly that.

Of course, the more observations
which are made, the more valuable

BROADCASTING

your message to your prospec-
tive customers in the Appala-
chian Region, is a good invert-
ment in future business in a
fast-growing section.

Sell yourself and your product,
through

THE VOICE
OF THE APPALACHIANS

Bristol, Tenn. - Va.
(Rate Card on Request)

the results become. Hundreds, at
the least, of separate cases should
be observed. Thus the investigator
may uncover half a dozen valuable
facts obtainable in no other way.
Then he will read his charts and
graphs intelligently.

The investigator will surely come
to definite conclusions. One is well
expressed by an advertiser who has
used and profited by this method of
investigation. He declares, “I am
convinced that the radio audience is
fully 25 per cent larger now than
normal because radio is the principal
source of entertainment of all classes
this winter. More people are stay-
ing at home listening to programs
and those who have no radios are
visiting those who have. Right now
I am getting the biggest circulation
bargain possible and I am convinced
that now is a splendid time to im-
press my product and my service
upon the buying public. I believe
that broadcasting is big value at any
time, but greater now than ever.”

Another conclusion which repeat-
ed observations have shown is that
most important purchases are first
discussed in the home. The family
usually talks things over before they
buy. How aptly radio advertising
stimulates discussions concerning
things members of the family want'

The time to advertise is, of
course, all the time. But today, be-
cause competition for attention is
not so keen as when every manu-
facturer and every merchant is cry-
ing his wares, and because the max-
imum audience is listening, is an ex-

ceptionally good time. How splen-
didly a fine radio program stands
out today! How wonderfully it
produces results!

HE second question, ‘“What is

the most popular kind of radio
program today?” may also be an-
swered through observation of this
character. To this question answers
will be found in careful scrutiny of
programs of successful advertisers.
The observer will learn that comedy,
popular music and drama in vari-
ous combinations are most favored.
The ability of the talent and the
quality of the production are highly
important. And the sales message
itself is very important. These things
make or break a production.

Study of programs indicates an
abnormal desire for light-hearted-
ness. People want to be cheered up
these days. They crave what the
psychologist calls “escape,” that is,
relief from drab living, monotony,
disappointment and “waiting for the
breaks.” Certainly these times are
unusually trying. It is not surpris-
ing that people hunger for hearty
laughs, exciting adventure and glam-
orous romance. Nor that radio pro-
grams providing these are success-
ful in winnirg response.

HE third question is, “If a pop-

ular program is used at this
time, what results should be reason-
ably expected?” Extend the inves-
figation to advertisers now broad-
casting and learn what results they
are getting. Investigate the finan-
cial condition of some of these com-
panies. Discover, if possible, the

ON THE AIR
18 HOURS DAILY

FULL COVERAGE {[

HOUSE OF GURNEY, INC.

YANKTON, S. D.

TOP OF THE DIAL
COLUMBIA CHAIN AFFILIATION

North and South Dakota, Minnesota,
Northwest Iowa, Northern Nebraska

WNAX
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volume of sales and estimate the
business due to broadcasting. Find
out just what the concern is trying
to do and whether or not radio is
doing the job. Credit the fact that
many advertisers are using radio to
educate and impress, not only for
the sake of the business which they
will do tomorrow, but to increase
next year's volume and the years
that follow. Such radio advertising
plans are building future prosperity.

The value of a radio station as an
advertising medium may be meas-
ured by the results obtained by the
sponsors of commercial programs
over that station in that territory.
Discover what these results are, just
as you would investigate other im-
portant investments.

No matter how far reaching your
broadcast advertising plans are,
your chances of success are greatly
increased by an investigation of this
character, extended sufficiently to
convince yourself the plan is sound
and that the program will be listened
to by an assured audience.

To carry this point farther, it is
reasonable to assume that the suc-
cess of a nation-wide broadcast may
be forecast by preliminary experi-
ments in a responsive and carefully
chosen territory.

Until time clocks and dial indi-
cators are adjusted on radio receiv-
ing sets so an advertiser may posi-
tively know who listens to his pro-
gram, there can be no method of
obtaining information superior to
the personal investigation. The
printed questionnaire is easy to mail
and tabulate ; the telephone question-

naire is a great labor saver; but
neither is fool proof and either may
be misleading. Twenty per cent
may answer a mailed questionriaire.
How about the remaining 80 per
cent? Is the 20 per cent representa-
tive of the hundred? Have the

. questions been understood? ls there

no opportunity for bias?

Most successful business men
would rather rely on their own cal-
culations than another’s figures, if
for no other reason than that they
know that they have usually profited
by acting on their own judgment.

Many cohsistent, persistent adver-
tisers have learned their most
valuable advertising fundamentals
through this sort of painstaking in-
vestigation, leaving nothing to con-
jecture. Right now, during what is
“depression” to others, the sales
curves of these advertisers continue
to rise. They will continue to rise
for a long time because some seri-
ous and responsible person had the
gumption to investigate and the
courage to act on his conclusions.

Smile and Reduce, Advise
Sponsors

HE Lchn & Fink Products Company,
New York, makers of Pebeco tooth-
paste, arc presenting a new program,
“Face the World with a Smile,” over the
Columbia chain each Tuesday morning.
The U. S. Advertising Corporation, New
York, is in charge of the Pebeco account.
Another new CBS morning feature is
“Beautymold Reducing Hints,” sponsored
by Sanfelder Brothers, Chicago, makers
of Beautymold reducing garments. The
agency in charge is H. W. Kastor &
Sons Advertising Company, Chicago.

Practical Cooperation with

Advertising Agencies

This organization is peculiarly well equipped for practical and helpful
| cooperation with Advertising Agencies. By experience, and with some of the
| largest radio advertisers in their individual lines, we know how the Agency wants
to see their accounts handled. We know “both sides of the fence,” as our execu-
tives are former Agency men who know the value to you of unbiased, well
rounded recommendations. As correspondence will prove.

AGENCIES BROADCASTING BUREAU, Ltd.

Station Representatives
520 North Michigan Avenue, Chicago

Survey Shows Sermons and
Farm Programs Preferred
by Illiterates

ERMONS are the favorite radio fea-
tures of people who cannot read or
write; farm programs rank second, and
business talks and news flashes third, ac-
cording to a report from Lincoln Me-
morial University, at Harrogate, Tenn.
The report is based on a study of the
effect of 25 receiving sets placed at va-
rious points within 30 miles of the school.
This is the first report on the study
undertaken by the United States Office
of Education, in cooperation with the
"nited States Chamber of Commerce, to
determine the actual effects of radio on
adults who can neither read nor write.
One hundred sets, donated by the Radio
Corporation of America, were placed in
carefully selected areas, 25 of them in the
area of Lincoln Memorial University.
These sets were placed in 19 homes, two
high schools, two country elementary
schools, a country store and a village
restaurant. ’
The report carefully explains that the
results “are still much too fluid and
nebulous for isolation and analysis. Many
of these listeners never before listened to
radio programs.

“This is an ultra-devout region, hence
sermons are extremely popular—especial-
ly off the main highways, where traveling
is difficult. Business talks and news
flashes are popular. But since agricul-
ture is the prevailing business, those fea-
tures next in popularity to sermons are
the National Farm and Home Hour and
the 4-H programs. Reports have already
come in of definite help from construc-
tive ideas for farm, garden, and poultry
vard put into profitable operation.”

Atlass Appoints Miss Friedel

ISS MERYLE FRIEDEL has been

appointed commercial manager at
station WILAP, Louisville, Ky., by Ralph
Atlass, owner of the station. Miss Frie-
del was formerly director of publicity
at station WBBM, Chicago.
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RADIO CHECKING

(Continued from page 17)
nical ability, and who were not paid
a bonus to find trouble would cer-
tainly have carried greater weight
than any organization of men con-
nected with either the agency or the
advertiser.

There has been considerable dis-
cussion as to how this service should
be paid, and whether it should be
a net charge from the agency to the
advertiser, or whether there should
be an added commission on the serv-
ice as billed to the advertiser, or
whether it should be an expense ab-
sorbed by the agency as a part of
its advertising service. This, after
all, is a matter of agency policy, and
there are examples of each method
actually in operation. From the
standpoint that no advertiser should
have to pay for proof of insertion,
the cost of a checking service might
well be one which should be ab-
sorbed by the agency. On the other

IN NEW ENGLAND

WORC:.". "
more than 90
advertisers

weekly—for Worcester coverage.

BECAUSE Worcester is New Eng-
land's third city and WORC is the
logical choice of those who know
that an outside station can't and
doesn't give coverage.

Studios: 60 Franklin St.,
Worcester, Mass.

Member Columbia Broadcasting System

and Yankee Network

hand, since a radio checking service
is also a form of program insur-
ance, it could very well be a legiti-
mate charge to the client as is any
clipping service.

Another form of radio checking
which has recently pyt in its ap-
pearance is the matter of ‘“checking
copies” of the broadcast in the form
of records. Before the advent of
the aluminum record, the cost of
taking such programs off the air
was prohibitive, but now it is pos-
sible to take a complete program off
the air through use of double record
equipment without the loss of a
single note of the music or a single
word of continuity, at a cost vary-
ing from ten dollars to thirty dol-
lars per half hour, depending on the
quality of recording desired, and the
scale of prices of the company em-
ployed. Experienced merchandisers
have found these records to be of
inestimable value for use in sales
campaigns and so forth. Agencies
are also finding them valuable as a
permanent record of their radio ac-
tivities, and for reference in plan-
ning future campaigns or for chang-
ing present ones.

These two forms of broadcast
checking will settle, once and for all,
questions on how, when, and where
the radio program is presented.
They enable the agency and the ad-
vertiser to know just how satisfac-
torily their broadcast was produced,
and furthermore enable them to ac-
curately measure the radio “space”
they have purchased, just as surely
as in the past tear sheets of printed
advertisements have enabled them to

measure space and quality of repro-
duction. More and more, agencies
are finding that no radio estimate is
complete unless checking is an in-
cluded charge.

Boscul Coffee Programs Star

Alda

N HONOR of its 100th anniversary,

the W. S. Scull Company of Camden,
N. J.,, maker of Boscul Coffee, has
launched a new series of radio programs
over an NBC network, to be broadcast
each Wednesday and Friday evenings.
Alda, famous Metropolitan Opera star
and said to be the highest paid artist in
the history of radio, is featured. The
agency in charge is the F. Wallis Arm-
strong Company of Philadelphia.

Agencies Merge
THE Alfred Wallerstein Advertising
Agency and Redfield-Coupe, Inc., both
of New York, have merged under the
name of Redfield-Coupe, Inc. The merger
includes the entire organization of the
Wallerstein agency.

Cliquot Club Appoints Danielson

HE 1931 advertising campaign in

broadcasting, newspapers and busi-
ness papers for Cliquot Club Ginger
Ale will be under the direction of Dan-
ielson & Son, Providence, R. 1., recently
named by the Cliquot Club Company of
Millis, Mass.

Premier Malt on CBS

HE Premier Malt Sales Company,

Chicago, manufacturer of Blue Rib-
bon malt extract, is sponsor of a new
series of programs broadcast each Tues-
day evening over the CBS network.
Richy Craig, Broadway master of cere-
monies and monologist, is being featured.
The Premier account is directed by the

Matson-Fogarty-Jordan Company, Chi=
cago.

EL PASO

Representatives:

S.ANTONIO
o

MONTERREY
X.E.T.

X. EW.

HOUSION

~ XEW -

5,000 watts RCA
1005, modulated

estern
McEIhlney and Assoclates

Eastern
Scott Howe Bowen, Inc.

MEXICO!

. These stations, with an internal coverage, with
millions of listeners in Mexico, the United States
and Cuba, will carry your
both attractive and advantageous. Write for details.

essage at rates that are

.. The entire listening public, an audience of educated
people of high purchasing power, is thoroughly cov-
ered by these 1931 stations.

XET - XES

500 watta
100% modulated

300 watts

offering a complete publicity service, handled by experi-
enced personnel. Stations available singly or as a group.

Mexico
Wendell Cox

RCA-Victor Agency, Tampico
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Programs Must Be Sold to
Succeed, Weddell Tells
Women’s Advertising
Club

€6 HE real success of a radio pro-

gram, in the last analysis, is usual-
ly determined by the amount of mer-
chandising and sales effort put behind it,”
W. L. Weddell, of the National Broad-
casting Company, told 150 members of
the Women's Advertising Club of Chi-
cago at a recent meeting held in the
Chicago NBC studios on top of the Mer-
chandise Mart. In addition to the mem-
bers of the association several executives
of foreign advertising agencies attended
the meeting.

Mr. Weddell stressed the importance
of the advertising agency in the broad-
casting scheme and referred especially to
the need for careful analysis of the mer-
chandising and distribution problems on
the part of the agency for the client so
that the program established would ac-
complish the job desired by the client.

“Broadcast advertising, in most cases,
should not be considered as a thing
apart,” he continued, “but should be tied
up closely with other media, such as
new spapers, magazines, direct mail meth-
ods and billboards.”

The success of the Pepsodent cam-
paign, Mr. Weddell pointed out, cannot
be attributed alone to the cntertainment
quality of the “Amos 'n’ Andy” program.

“The Pepsodent Company put tremend-
ous effort behind the program in the way
of careful merchandising to insure its
success. The company has used bill-
boards to call attention to the two fa-
mous characters; the drug and dentist
field has been carefully circularized; pic-
tures of ‘Amos 'n’ Andy’ have been used
to tie-in with magazine advertisements,
and five full window displays with cutout
characters of ‘Amos 'n’ Andy’ have been
put out.

“The company is constantly on the
alert for means to keep the trade and

consumers aware of Pepsodent and ‘Amos
'n" Andy,” not only through the broad-
cast, but on the street, in the magazines
and at the actual point of purchase as
well.

“Broadcast advertising will continue to
be a tremendous success just so long as
the broadcasting companies and the ad-
vertising agencies insist on the proper
nusage of the medium. Properly used,
radio is a tremendous force for direct
sales, as well as unlimited good-will and
universal consciousness of the name and
quality of the product. Improperly used,
radio could soon defeat its own purpose.

“It is the job of the advertising agency
and the broadcasting companies and sta-
tions to protect this valuable medium by
continued cooperation, bearing constantly
in mind both the client’s needs and serv-
ice to the listening public.”

Following the mecting the members of
the association were escorted through the
varions studios and engineering rooms
where they were able to observe factors
involved in the production of radio pro-
grams. The tour ended in Studio E
where the members were the guests of
the Household Finance Company’s pro-
gram which consisted of a presentation
of Adolphe Dumont’s symphony orchestra
with Miss Marjorie Maxwell as guest
artist.

CBS Farm Network Expanded

ITH the addition of nine Southern

stations, the Columbia farm com-
munity network has been extended over
a vastly increased area and its number of
program outlets increased to a total of
twenty. WBBM, Chicago, is the key
station.

WKRC, Cincinnati; WGST, Atlanta;
WBRC, Birmingham; WDOD, Chatta-
nooga; KLRA, Little Rock; WREC,
Memphis; WLAC, Nashville; WDSU,
New Orleans, and WLAP, Louisville,
arc the new stations of the Columbia net-
work now taking these noontime farm
features, 12 to 1 p. m. each day except
Sunday.

Super Suds on NBC

THE Super Suds Girls, whose back
fence gossip and chatter about the
news of the day won them a large fol-
lowing among listeners to WGN, Chi-
cago, are now being broadcast over the
NBC network, five nights each week.
The sponsor is the Colgate-Palmolive-
Peet Company of Chicago, makers of
Super Suds and other soaps. Lord &
Thomas and Logan is the agency.

—

| .
' Announcing

a greater

KYA

| San Francisco’s
Newest and Most Modern
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| The first Screen-Grid Trans-
mitter for Pacific Coast
broadcasting — 1000 watt
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meters. Unlimited time.
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CHAIN ADVERTISERS

A partial list of advertisers using time on the national or regional radio net-
works, together with the names of the executives in charge of broadcasting,
agencies and agency contact men. This information has been obtsined
directly from the adwvertisers. More names will appear next month.

Executive in charge

Company Product and Chain of broadcasting Agency Contact Man
. Acetol Products, Inc.......... Cel-O-Glass (NBC).. Georgc Heller.....The Blackman Co.................. L. R. Walter
/21 Spruce St., New York 122 E. 42nd St., New York
American Maize-Products Co. . Amaizo Oil & Syrups. W S. Viele...... Geare-Marston, Inc................. Radcliffe Romeyn
100 E. 42nd St., New York (CBS) Graybar Bldg., New York
v The American Tobacco Co....Lucky Strike Cigarettes. Mr. Richards..... Lord & Thomas and Logan......... J. J. Tormey
111 Fifth Ave., New York (NBC) 247 Park Av, New York
Anheuser-Busch............... .Malt Syrup, Budweiser D’'Arcy Advertising Co.............. P. J. Orthwein
721 Pestalozzi Av., St. Louis & Ginger Ale (CBS) 1501 Locust St., St. Louis
Earle C. Anthony, Inc ......... Packard Motor Cars....A. F. Kales.......(Direct)
/ 1000 S. Hope St., Los Angeles (NBC)
Armstrong Cork Co........... Armstrong Quaker Rugs.Kenyon Stevenson. Batten Barton, Durstine & Osborn, John D. Anderson
Lancaster, Pa. (NBC) Inc., 383 Madison Av.,, New York
The Barbasol Co............. Barbasol ............... Frank B. Shields. Erwin, Wasey & Co................ Charles F. Gannon
814 N. Senate, Indianapolis (CBS) 420 Lexington Av., New ‘York
Brown Shoe Co............... Brownbilt & Buster..... A. G. White..... Gardner Advertising Co............. JE \’V Widmer
1600 Washington, St. Louis Brown Shoes (NBC) 1627 Locust St., St. Louis
[Cal%odent Co.INCE s =5 . « Cal-So-Dent Tooth Pow- Donald B. Wilson. J. Walter Thompson Co.eovvvvnnnnn. J. U. Rewr
315 Fifth Ave New York  der (NBC) 420 Lexington Av., New ¥ork :
The Carborundum Co. L. ....Abrasive & Refractory..F. D. Bowman...F. H. Greene....................... F. H. Greene
Niagara Falls, N. Y (CBS) Delaware & Tupper, Buffalo
Chappe! Bros., Inc........ .Ken-L-Ration (NBC)...Earl J. Chappel...Rogcrs & Smithiy D000, o ool i . Walter Smith
Rockford, IHI. 20 N. Wacker Dr., Chicago
Chesebrough Mfg. Co., Cons’d..“Vaseline” Preparations. McCann-Erickson, Inc............... Miss Dor. Barstow
17 State St., New York (NBC) 285 Madison Av., New York
Cities Servnce CoPaman - ! s 1 Gasoline & Oil (NBC)..F. L. Blanchard..Lord & Thomas and Logan.......... Walter Smartfager
60 Wall St., New York 247 Park Av., New York
Clicquot Club Co............. Clicquot Club Ginger E. S. Pierce...... Danielson & Son.................... Geo. W. Danielson
Millis, Mass. Ale (NBC) Providence, R. 1
Clorox Chemical Co...... ....Clorox (NBC).......... Mrs. T. Holstrom. Erwin, Wasey & Co........... - Mrs. E. MacGibbon
850 42nd Av., Oakland, Cal. 507 Montgomery St., San Fran?‘\isco
v Colonial Beacon Oil Co.. .Colonial Gas & Oil..... E.N. Wrightington.McCann-Erickson, Inc............... Geo. H. Smith, Jr.
Statler Bldg., Boston, Mass. (NBC) 285 Madison Av., New York......
Congress Cigar Co., Inc....... La Palina Cigars....... H. M. Sidlett..... Lawaence Fertig Co................./ Arch Gaffney
300 Spruce St., Philadclphia (CBS) 150 Madison Av., New York
Continental Baking Co........ Wonder Bread-Hostess Cedric Seaman.s..Batten, Barton, Durstine & Osborn, S. M. Paige
285 Madison Av,, New York Cake (NBC) Inc., 383 Madison Av, New York
Thos. Cook & Son............ Travel (NBC).......... M. LaPrade...... John Curtiss Co, Inc..y............. L. D. Werthcimer
587 Fifth Av, New York 2350 Park Av, New York
The Cudahy Packing Co...... Old Dutch Cleanser. ... ..L. G. Tremblay.. Williams & Cunnygham............. C. B. Engstrom
111 W. Monroe St., Chicago (CBS) 6 N. Michigan Av., Chicago
The Davey Tree Expert Co....Complete Tree Service..M. L. Davey. .....J. Walter Thompson Co............ P. D. Woolf
City Bank Bldg., Kent, Ohio (NBC) Wrigley Bldg., Chicago
Dunn & McCarthy, Inc...... Enna Jetu'ck Shoes. .. .. L. M. Jones...... H. C. Goodwin, Ie. . ............... H. C. Goodwin
Auburn, N. Y. (NBC) 70 Exchange St., Rochester, N. Y.
Elgin National Watch Co..... Elgin Watches.......... Taylor Strawn....Lord & Thomas and Logan.......... A. E. Wright
35 E. Wacker Dr., Chicago (NBC) 919 N. Michigan Av., Chicago
Fisher Flouring Mills Co..... Fisher's Blend Flour....C. S. Powers..... (Direct)
Harbor Island, Seattle Northwest Triangle
Frisbie Maple Syrup Co..... Maple Syrup.......... Julius Coburn. ... (Direct)
1522 E. Sprague, Spokane = Montana Radio Coverage
The Fuller Brush Co......... Fuller Brushes.......... W. F. Honer.....Batten, Barton, Durstine & Osborn, K. L. Wehmeyer
3580 Main St, Hartford (NBC) Inc, 383 Madison Av., New York
General Cigar Co., Inc........ Robt. Burns Panatela W. L. Rubin..... Wm. H RankinCo................. R. E. Rinehart
119 W. 40th St,, New York Cigars (CBS) 342 Madison Av., New York
General Electric Co........... Electric Apparatus & M. P. Rice....... Batten, Barton, Durstine & Osborn, J. H. McKee
1 River Road, Schenectady Appliances (NBC) Inc.,, 383 Madison Av., New York
General Motors Corp.......... Institutional only........ C. W. Ackerman. . Batten, Barton, Durstine & Osborn, A.D. Chiquoine,]r.
1775 Broadway, New York (NBC) Inc, 383 Madison Av., New York
Henry Glass & Co............ Peter Pan Fabrics...... H. I Glass....... Thie: Biow Co. ... L w18 aouivs .2 H. Lebair v
46 White St., New York (CBS) 521 Fifth Av., New York
Adolf Gobel, Inc.............. Pure Food Products....E. F. Meier...... Benton & Bowles................... B. Hudgins
525 11th Av, New York (NBC) 6 E. 45th St, New York
Graham-Paige Motors Corp...Graham Motor Cars....C. W. Matheson. . Brooke, Smith & French, Inc....... H. H. Ohlmacher
8505 W. Warren Av,, Detroit (CBS) 82 E. Hancock, Detroit
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Executive in charge

Company Product and Chain of broadcasting Agency Contact Man

Green Bros. Co........c.c.... Tastyeast (NBC)...... S. Green......... Dowd & Ostreicher................. B. Ostreicher
33-43 Essex St., Springfield, Mass. Lowell, Mass.

Hamilton Watch Co.......... Watches (CBS)........ Robt. Waddell....Batten, Barton, Durstine & Osborn, S. H. Busser
Lancaster, Pa. Inc., 383 Madison Av., New York e

H.J. HeinzCo............... 57 Varieties Pure Food Franklin Bell.....Calkins & Holden................... Norwood Weaver
1062 Prospect, Pittsburgh Products (NBC) 247 Park Av., New York

Geo. A. Hormel & Co......... Flavor Sealed Ham & J. C. Riggs....... Carroll Dean Murphy, Inc.......... F. R. Schwengel
Austin, Minn. Chicken (CBS) 35 E. Wacker Dr., Chicago

Individual Dnnkmg Cup Co .Dixie Drinking Cups. .... Hugh Moore......McLain-Simpers Orgamzatlon ....... J. E. McGiffert
Easton, Pa. (NBC) Stock Exchange Bldg., Philadelphia

Iodent Chemical Co........... Todent Tooth Paste & J. W. Kane...... Geo. Harrison Phelps, Inc.......... Warren O. Seelye
1535 Sixth St., Detroit Tooth Brushes (NBC) 2761 E. Jefferson Av., Detroit 1

Jarman Shoe Co............. Friendly Five Shoes....J. S. Cullom......C. P.Clark,Inc..................... C. P. Clark
Gallatin & 5th St., Nashville (NBC) 117 7th Av., N., Nashville

Lambert Pharmacal Co....... Listerine & Shaving J. L. Johnston....Lambert & Feasley, Inc..............
2101 Locust St. St. Louis Cream (NBC) 400 Madison Av., New York

Libby, McNeill & Libby....... Canned Foods (NBC)..Guy C. Smith....J. Walter Thompson Co............ D. H. Mudge
Union Stock Yards, Chicago 410 N. Michigan Av., Chicago

Libbey-Owens-Ford Glass Co..Safety Glass for Auto- Bryan Warman...Grace & Holliday, Inc.............. E. R. Wade
Nicholas Bldg., Toledo, O. mobiles (NBC) Fisher Bldg, Detroit {

McKesson & Robbins, Inc..... McKesson’s Products. ... Lambert & Feasley, Inc............. M. Horrell
Bridgeport, Conn. (NBC) 400 Madison Av., New York

The Maytag Co.............. Washers-Ironer (NBC).R. A. Bradt...... Cramer-Krasselt Co........c.cvunun A. W, Seile
Newton, lowa 733 N. Van Buren St., Milwaukee

Metropolitan Life Insurance Co.Insurance (NBC)....... J. E. D. Benedict.. (Direct)
1 Madison Av., New York

Montana Coal & Iron Co...... Smith Bearcreek Coal...R. J. Johannes.... (Direct)
Helena, Mont. Montana Radio Coverage

Montana Cereal Co........... Cream of the West..... Mr. Krause....... (Direct)
Billings, Mont. Montana Radio Coverage

Benjamin Moore & Co........ Paints, Varnishes & H. B. Martin..... (Direct) .
511 Canal St., New York Muresco (CBS)

Morse & Rogers.............. Sundial Shoes (NBC)..]. C. Young...... (Direct)
29 Hudson St. New York .

Natural Bridge Shoemakers...Natural Bridge Arch J. G. Craddock....S. C. Croot Co.........ocoivnennen S. C. Croot
Lynchburg, Va. Shoes (NBC) 28 W. 44th St, New York

New England Conf. Co....... Necco Candies (CBS)..J. L. Clarke...... avin I8 TC0. .o oot ere ore perbrtene o ot s J. L. Lavin
254 Mass. Av.,, Cambridge Statler Bldg., Boston

Northwestern Yeast Co....... Magic Yeast & Yeast T. R. Hair....... Hays MacFarland & Co............ Andrew Coburn
1750 N. Ashland Av., Chicago Foam (NBC) 333 N. Michigan Av., Chicago

Pacific Coast Borax Co...... 20 Mule Team Borax...F. M. Jenifer..... McCann-Erickson, Inc............... Hugh A. Mitchell
51 Madison Av., New York (NBC) 285 Madison Av., New York

The Pennzoil Co............. Pennzoil Motor Oil..... B. S. Phillips.... The Dunham-Youn%green-Lesan Co..J. H. Dunham
Oil City, Pa. (NBC) Tribune Tower, Chicago

The Pepsodent Co............ Pepsodent Tooth Paste..H. P. Roberts....Lord & Thomas and Logan.......... R. D. Allum
919 N. Michigan Av., Chicago (NBC) 919 N. Mijghigan Av., Chicago

Premier Malt Sales Co........ Blue Ribbon Malt....... Marvin Harms. ... Matteson-Fogarty-Jordan Co........ T. W. Davis
720 N. Michigan Av., Chicago (CBS) , 307 N. Michigan Av., Chicago

Radio Keith Orpheum Corp...Theatres (NBC)........ M. Schwarzwald.. Lord & Thomas and Logan........ John Pegler
1564 Broadway, New York 247 Park Av., New York

Roman Meal Co.............. Roman Meal (NBC)....W. E. Barnum. .. Milne- Ryan-G:bson (oo, SUCERL 5 R. P. Mijlne
Box 1623, Tacoma, Wash. Exchange Bldg., Seattle

Royal Typewriter Co., Inc....Typewriters (CBS)..... W. A. Metzger... Hanff-Metzger, Inc.................. A. E. Bonn
2 Park Av., New York Paramount Bldg., New York

The Rumford Co............. Baking Powder (NBC)..C. A. Collins, Jr..Atherton & Currier, Inc............. J. W. Atherton
Rumford, R. L. ’ 420 Lexington Av., New York

Salada Tea Co., Inc.......... Salada Tea (NBC)..... H. C. Claridge... Hermon W. Stevens Agency........ H. W. Stevens
155 Berkeley St., Boston Globe Bldg., Boston

Schwabacher Bros. & Co., Inc..Canned Foods & Coffee.John Mason...... (Direct)
Occidental & Main, Seattle Northwest Triangle

W.S. Scull Co....ocoeevenen Boscul Coffee (NBC)... F. Wallis Armstrong Co............
Camden, N. J. 16th & Locust Sts., Philadelphia

Seeck & Kade Inc............. Pertussin (CBS)........ F. E. Loes....... J. Walter 'H\ompson COfr vz 54302 B. H. Millep
440 Washi n St., Graybar Bldg., New York he

Shur-on Standard Optlcal Co Spcctacles & Frames....Don Southgate....H. C. Goodwin, Inc................. H. C. Gotdwin
Inc., Geneva, N. Y (NBC) 70 Exchange St., Rochester, N. Y. /1

Sussman, Wormser & Co..... S & W Mellow'd Coffee. W. V. Leahy..... Hanak & Klein..................... Norman Hanak
155 Berry St. San Francisco (NBC) Monadnock Bldg., San Francisco

The U. S. Playing Card Co. .. Congress & Bicycle Play- A. F. Stanley..... Procter & Collier................... L. P. Orr
Cincinnati, Ohio . ing Cards (NBC) Procter & Collier Bldg., Cincinnati

U. S. School of Music....... Home Study Music Les- David Kemp, Jr...Ruthrauff & Ryan, Inc.............. David Chrissman
225 Fifth Av., New York sons (CBS) 132 W. 31st St, New York

Vacuum Oil Co............... Mobiloil ................ Myles Neilson.... (Direct)
821 Marquette aneapohs Montana Radio Coverage

Waitt & Bond, Inc.......... .B,la.nksmu_ﬁgar ........ Marcus Conlan....Batten, Barton, Durstine & Osborn, Stacey Page
310 Sherman Av Newark (CBS) Inc., 383 Madison Av., New York

Wallace Silversmiths. ......... Silverware (CBS).......C. H. Gregory. ... McCann-Erickson Co................ H. A. Thompson
Wallingford, Conn. 285 Madison Av., New York

Westinghouse Elec. & Mfg. Co.Electrical Apparatus....J. C. McQuiston..Fuller & Smith & Ross, Inc.......... P. H. Pumphrey
East Pittsburgh, Pa. (NBC) 1501 Euclid Av., Cleveland
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Dr. Conrad Awarded Edison
Medal

HE 1930 Edison Medal, awarded an-

nually by the American Institute of
Electrical Engineers for outstanding
achievement in the field of electricity,
was presented in New York to Dr. Frank
Conrad, of Pittsburgh, assistant chief en-
gineer at the Westinghouse Electric &
Manufacturing Company, for his con-
tribution to radio broadcasting and short-
wave radio transmission,

The medal, which includes among its
former winners George Waestinghouse,
Alexander Graham Bell, Nikola Tesla,
Robert A. Millikan, Elihu Thomson,
Michael I. Pupin and thirteen other out-
standing names in the field of electricity,
went for the first time to one who, like
Edison himself, has never received a col-
lege education.

Dr. Conrad went to work 4n the West-
inghouse shops at the age of 16 as a shop
assistant and has worked for that or-
ganization for the past forty years. He
received an honorary degree of doctor
of science from the University of Pitts-
burgh in 1928.

What Does Public Want in
Radio? Committee Plans
Investigation

][N AN attempt to find out what the
public really prefers in the way of
radio entertainment, an investigating com-
mittee has been organized by R. W.
Jackson, vice-president and general man-
ager of the Brunswick Radio Corpora-
tion. Including representatives from the
theater, movies, education, industry and
the general public, the committee will try
to find answers to three questions :

Are present advertising programs ob-
noxious? Are listeners willing to support
financially non-commercial broadcasts?
Will they contribute towards the main-
tenence of non-commercial stations by
the committee ?

Temporary headquarters of the com-
mittee are in the offrce of its secretary,
J. M. Koehler, 120 W. 42nd St, New
York.

Classified
Advertisements

Rates: 5¢ a word per insertion. No order
accepted for less than $2.00. Cash must
accompany order.

Broadcast Advertising,
4140 South Dearborn St., Chicago.

SALESMAN WANTED

Wanted — Advertising salesman, Perma-
nent position. Old station. City of seven
thousand. Good commission. Immediate
opening. Address Box 201, ¢% Broadcast
Advertising Magazine.

STATION EXECUTIVE

Now Available—Station executive—Com-
mercial manager, program director, con-
tinuity writer and salesman, with one of
country's best known stations, is seeking
connection where his experience and abil-
ity can be utilized effectively. Record will
stand closest investigation. Address Box
202, % Broadcast Advertising.
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Broadcast Advertising Will
Appear Earlier in Month

WING to confusion among sub-
O scribers as to the publication date of
BroapcasT ADVERTISING, hereafter the
magazine will appear earlier in the
month. The March issue will appear
March 10th; the April number, April
6th, and the May issue, May 1. There-
after the magazine will appear monthly
on the 1st,

Last advertising forms will close seven
days prior to publication dates.

Gobel Uses Chain

DVICE to housewives on their many

problems will be given by the
“Gobel Mystery Girl” in a new NBC
series which will be heard every Wednes-
day and Friday afternoon. The program
is sponsored by Adolf Gobel, Inc., New
York, distributor of meat products. The
agency that handles this account is Ben-
ton & Bowles, Inc.,, New York.

Paint Company on Air
SERIES of talks on interior dec-
orating and home beautifying over

an NBC network is sponsored by the
Benjamin Moore Paint Company of New
York. The program is known as “The
Benjamin Moore Triangle” and listeners
are invited to cnroll in the “Triangle

Club.”

Sponsor Offers $1,000 for
Description of Character

ADIO listeners will receive $1,000 in

prizes for the best descriptions of
“The Shadow,” who is heard every
Thursday in Street & Smith's Detective
Story Magazine dramatizations on the
Columbia Broadcasting System.

For the duration of the contest, “The
Shadow” will appear in the ‘studios com-
pletely disguised. Black robe, mask and
hood are part of his make-up. Further
to defy detection he is transported to the
twenty-first floor of the Columbia build-
ing by means of the freight elevator.

Prize-winning descriptions will be
judged by the degree of ingenuity dis-
played by contestants in coming to their
conclusions as to what “The Shadow’
really looks like. The contest will close
at midnight, April 25.

New Accounts at WORC

THE most recent accounts to use Sta-
tion WORC, at Worcester, Mass.,
arc as follows:

Curtice Bros. Co. (Blue Label Prod.),
Rochester, N. Y.

Jeddo-Highland Coal Co., Jedda, Pa.

Delano Potter Co. (Teas & Coffee),
Boston, Mass.

Runkel Bros.,
York.

Dwinell-Wright Co. (White House
Coffee), Boston, Mass.

Burnham & Morrill Co. (B. & M.
Food Prod.), Portland, Me.

Each of the foregoing, with more than
twenty-five other national advertisers, are
spotting at least one fifteen-minute pro-
gram a week over WORC.

Inc. (Cocoa), New

PROGRAMS THAT ARE
DIFFERENT MAKE
FRIENDS AND SALES

(Continued from page 16)

gram is now one of the oldest and
best known on the air in this tern-
tory. For a product such as gaso-
line or lubricating oil which is pur-
chased continually by the great mass
of the general public, radio provides
an ideal medium for reaching mil-
lions of people at a nominal cost.
The motoring public, having heard
our programs continuously for over
two vears, is thoroughly familiar
with the Mid-Continent name and
has enthusiastically responded to
our brief announcements by patron-
izing our many stations throughout
the territory.”

It is interesting to note that the
editor of the Radio Column in
Wallaces’ Farmer last July stated
editorially: “After listening to so
much jazz, it was a welcome relief
to encounter the Rocking Chair pro-
gram as I was turning the dial to
see what I could pick up.”

New Advertisers at WTMJ

ONTRACTS for time secured dur-

ing January by WTM]J, The Mil-
waukee Journal station, include the fol-
lowing :

Kellogg Seed Company—53 fifteen-
minute programs. (This is the fifth sea-
son that Kellogg Seed Company has pre-
sented programs over WTM]J.)

Nationa! Enameling & Stamping Com-
pany—I13 fifteen-minute programs.

John Hoffmann & Sons Company—300
fifteen-minute programs.

Wadhams Qil Company now supple-
ment their regular sport broadcasts over
WTM]J with five-minute Sport Flashes
presented daily.

Philadelphia Stations Combine
ONSOLIDATION of stations WIP
and WFAN, both of Philadelphia,

has been approved by the Federal Radio
Commission and the combined stations
will be operated by the WIP-WFAN
Broadcasting Company. Benedict Gimbel,
Jr., vice-president of Gimbel. Brothers,
operators of WIP, is president of the
new company. The stations formerly
divided time on the same wave length.

Heel Hugger Program

ANEW Sunday evening series over

the NBC network, the Heel Hugger
programs, was recently commenced un-
der the sponsorship of Dunn & McCar-
thy, Auburn, N. Y., who also sponsored
the Enna Jettick broadcasts. The new
series features a male quartette singing
songs that were popular a generation
ago. The agency n charge is H. C
Goodwin, Inc., Rochester, N. Y.

Broadcast Advertising



