


HELRES A SAD STOLRY

First time in Washington Radio History a program was
cancelled because of TOO GREAT listener response!

THIS picture was taken in S. Kann’s Department Store and shows the

crowd that turned out to see our program exclusively of child talent,

broadcast from our studio for four years. It was moved to Kann’s, one

of Washington’s leading department stores, in order that the public :
could see this splendid feature. Hundreds were turned away the first

day and when the program was moved into larger quarters, the con- T
tract was cancelled because the audience could not be cared for in

safety.
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Tell your story to an audience
that has been educated to buy.
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What Are the Wild
Newspapers Saying?’
The A. N. P. A. and Texas Daily

Press LLeague Radio Surveys
Are Reviewed by Russell Byron Williams

ADIQ, the healthy young boy-
scout of sales promotion, is
meeting with opposition. Its

contemporaries in the advertising
world are beginning to dislike it
—and misrepresent it. The past
two or three months have seen
the completion of two or three
major ‘‘surveys,” and the issu-
ance of several briefs and treati-
ses, all designed to knock the
props out from under radio adver-
ing. But since the greater portion
of all these are honey-combed with
untruths and characterized by il-
logic, we of the radio division may
well doff our hats and sincerely
thank our competitors for their
knocks, knowing full well that
every boomerang inevitably finds its
way back to the original dispatcher
with practically undiminished speed.

One of the mosquito bites di-
rected against radio advertising,
which may be dismissed almost im-
mediately as being more amusing
than sinister, is the “Resolution”
appearing in the Spring Number of
“Highlights,” a house-organ pub-

lished by and for the members of .

the Chicago Photo-Engravers’ Un-
ion (No. 5. I. P. E. U.). This
“Resolution” 1 offer here merely

x‘[ay, ]932

for the purpose of “highlighting”
this article with a rather illuminat-
ing example of just the sort of op-
position radio men everywhere have
every reason to expect, in flood tide,
during the next couple of years.
The “Resolution’ is:

A RESOLUTION
Adopted by Chicago Allied Printing
Trades Council

WHEREAS: The privilege of adver-
tising by Radio has been abused to such
an extent that it has become a common
nuisance and a rank intrusion upon the
rights of the listening public: and

WHEREAS: Many cities and states
have enacted legislation of unquestioned
constitutionality which prohibits the
placing of advertising billboards even on
private property where such placement
is offensive to the public eye; and

WHEREAS : The air is the property
of the American people, and not of any
private corporation; and

WHEREAS: The public ear is at
present being offended by long advertis-
ing harangues which are a gross imposi-
tion upon the American people; there-
fore be it

RESOLVED: That the Chicago Al-

" lied Printing Trades Council in meeting

assembled, urge all officers and mem-
bers of the Printing Trades Union to
file complaint with the Federal Radio
Commission, protesting against the con-
tinuance of this flagrant abuse and that
they also petition their congressmen and
senators to enact legislation restricting

radio advertising, to the end that the ear
of the long-suffering American public
shall no longer he offended by endless ad-
vertising ballyhoo; and be it further

RESOLVED: That this Council urges
all members of the Printing Trades Un-
ions to write the offending advertisers
protesting against their encroachment
upon the rights of the listening public,
and that they abstain from answering all
radio advertising uniil such time as this
abuse is abated, and further, that cach
member be requested to answer at least
one magasine or newspaper adwvertise-
ment cach week, thereby helping to re-
store this form of effective and tnoffen-
stve advertising to its rightful place in
the advertising field and discouraging ob-
noxious and excessive radio advertising.
(Italics are ours,)

NOTE: This resolution has been ap-
proved by the Chicago Photo Engravers’
Union No. 5, therefore we call upon all
members to read it carefully, and faith-
fully comply with its contents and rec-
ommendations.”

There y'are, men. S’too bad, but
they got us licked. Might as well
lock up the studio, shut down the
transmitter, and go home. If the
trade unions can't stop our “endless
advertising ballyhoo,” they can. at
least perform the public service of
clipping magazine coupons and
thereby “restore this form of effec-
tive and inoffensive advertising to
its rightful place™!!!

Great Heavens Above! Can you
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produce anything that will match
this bunch of horse-feathers?

SANER, much more carefully

thought out, but no less
warped Big Bertha was recently
fired against broadcast advertising
by the Bureau of Advertising, of
the American Newspaper Publish-
ers’ Association. A digest of this
“survey” was given prominent dis-
play in the March 26th issue of
“Editor & Publisher, The Fourth
Estate,” and subsequently in brief-
ened form in a number of other
publications.

The ANPA survey was another
one of these telephone affairs, in
which it is said 28,947 homes were
canvassed and the following four
questions were asked :

1. Do you own a radio?

2. Are you listening to your radio
this evening?

3. To what station are you listen-
ing?

4, What is the program supposed to
advertise.

After completing this exhaustive
survey in a business-like manner,
the report is very thoughtfully
prefaced with: “The Bureau of
Advertising makes no claim of in-
fallability for sts tabulations, nor for
the snferences that may be drawn
from them.

Of all the mistakes, misconcep-
tions, and misinterpretations made
in the A. N. P. A. survey, and there
are many, this is, it seems to me,
Number One. Here is an instance
where the Association has empow-
ered its Bureau of Advertising to
spend considerable money and time
in the collection of data and the in-
terpretation thereof—then assures
you, right off the bat, that the Bu-
reau doesn’t know whether it is
right or not, either in actual figures
or inferences. . . . Would it be out
of place to rise at this point and
thank God for the Audit Bureau of
Circulation, and even suggest the
institution of an Audit Bureaun of
Surveys?

In spite of the fact that this news-
paper—conducted survey of broad-
cast advertising was very obviously
made for the purpose of discredit-
ing radio, there are several of the
findings we are glad to see included
and admitted by our contempora-
ries. The worst of it is, if the Bu-
reau of Advertising (A. N. P. A))
doesn’t know whether its own re-
port is right or not, its conclusions,

which are very much in our favor,

may he of doubtful value. But here
is one of them:
The report says: ... .—a total

of 23,562 radio sets in the homes
covered by the survey. Of these,
11,205, or 47.6 per cent were listen-
ing to some program.” Thank you,
gentlemen, thank you. The next
time vou make a survey add a fifth
question: ‘*‘Are you reading the ad-
vertisements in the newspapers ?” If
you find that 47 per cent of all your
readers are perusing the advertise-
ments at the time you make your
telephone call—well, we would sug-
gest the inclusion of this same prefa-
tory disavowment of all responsibil-
ity. And that is exactly what every
listener is doing, since every pro-
gram is an advertising program—if
not a of a piece of merchandise,
then certainly of the service of some
individual station or chain.

Again the newspapers unwitting-

no authority--

HE Interstate Commerce Com-

mission has no “power or au-
thority to regulate or control the
charges, rules, regulations
and practices” of broadcasting com-
panies, in the opinion of W. M.
Chesaldine, examiner for the Com-
mission, who recommended that the
complaint of unreasonable rates
filed by the Sta-Shine Company
against the National Broadcasting
Company and radio station WGBB
be dismissed. The establishment of
the Federal Radio Commission,
Chesaldine contended, is indication
that Congress had no intention of
putting radio under the control of
the Interstate Commerce Commis-
sion.

rates,

"

ly credit radio in this way: ’
the homes shown in the Bureau sll!"
vey as owning radios are obviously
much higher than the average .
representing a better than average
standard of living.” Thank you, gen-
tlemen. We have known for several
years that the radio audience is an
“above the average” audience, at
least when measured by economic
standards. But we are grateful that
you also recognize that fact.

A number of times, however, the
Bureau of Advertising’s slide rule
must have slipped while the statis-
ticians were Jfiguring up percenta-
ges or arriving at conclusions re-
garding the meaning of those per-
centages. They find, for instance,
that the best radio shows would
have a circulation of not to exceed
seven homes out of every hundred,
or a circulation of not more than
2,200,000. And even to achieve
that, it is necessary, in their opinion,
to have a large national hook-up, at
the best possible hour in either the
eastern or central standard zone,
and employing outstanding talent.
Indeed, they go farther than this to
say: *. . . the theoretical maximumn
listening to a single program, we
find that effective circulation did not
exceed over three or four out of
each 100.”

On this point there are only two
comments to make. First: The Bu-
reau of Advertising was most con-
siderate of itself when it said
frankly that it wasn’t sure either
the figures or the conclusions were
right. Second: That if this “cir-
culation” of a single radio program
is anywhere near correct, then, from
the known sales experiences and
merchandising successes of program
sponsors, broadcast advertising is
the most amazingly effective sales
medium ever devised by man.

But leaving aside all considera-
tion of the advertiser and looking
at the matter from a purely selfish
standpoint (which obviously was
the reason for this comprehensive
attempt to discredit radio) the en-
tire survey is a reflection against
the intelligence of the newspaper
publishers, since from their own sta-
tistical records it can be proved that
the radio-advertiser is both a moare
liberal and more consistent user of
newspaper lineage than the non-ra-
dio advertiser. \Vith very rare ex-
ceptions the national advertiser who

Broadcast Advertising



employs broadcasting has held his
volume of space advertising to a
much higher level (during this de-
pressing period) than the advertiser
who does not use radio. That is a
fact which can be presented without
the necessity for disavowal of re-
sponsibility.

ERY evidently, radio broad-

casting in Texas is doing things.
Among others, such as selling more
merchandise per dollar invested than
contemporary media, radio has got
the newspapers groggily hanging to
the ropes and yelling for the sponge.
At least that’s the impression one
gains from the 84-page, leatherette-
bound book, called “Eliminating
Advertising Waste in Texas,” pub-
lished by the Texas Daily Press
League, Inc., at Dallas.

After presenting a fairly interest-
ing picture of the Lone Star State
and doing a creditable job at sell-
ing the multiple-market to be found
in Texas, the compilers of this book
have turned their obviously preju-
diced attention to radio, and in a
purely theoretical and academic way
wrap about the reader a maze of
confusing contradictions and ir-
relevant *“facts.” The book com-
plains bitterly about the lack of cir-
culation measurements in radio.
Very early in the book appears this
astonishing statement: “In order
that radio, the youngest and least
specific of advertising media, may
be subjected to a tentative measure-
ment chart of possible effectiveness
in the Texas area, we seek a suitable
vardstick. . . . . All Advertising meas-
urcments, howcver, are secondary
to circulation.”

The devil they are! If that state-
ment is correct, then all the space-
buyers in the United States have
been crazy for fifty years. The in-
telligent space-buyer wants reader
interest and reader attention, since
long ago he learned the costliness
of advertising in some medium that
was delivered but not read.

The radio stations of Texas, as
clsewhere, can readily supply poten-
tial circulation of any advertisement.
And that is all any newspaper or
magazine can do, since, though it is
possible to count press run in pub-
lications, it is no more possible to
guarantee any advertisement being
read in any newspaper than it is
possible to guarantee an audience

(Continued on page 28.)
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NAB Acts Promptly to Avert
Increase in Copyright Fees

HE threatened boost in fees
for broadcasting copyright
American music, scheduled to
go into effect June 1, has been post-
poned until September 1, by agree-
ment between the National Associa-
tion of Broadcasters and the Amer-
ican Society of Composers, Authors
and Publishers. Meanwhile, the
two factions will have a chance to
talk things over and to work out
some basis for the payment of copy-
right fees that is acceptable to the
broadcasters, who pay them, and to
the copyright holders, who collect.
The proposed increase would
amount to approximately 300 per
cent. At present the broadcasters
are paying about $1.000.000 a year
for the privilege of Dbroadcasting
copyrighted music, each station pay-
ing a definite, predetermined sum.
This would be increased to about
$4,000,000 under the percentage
system, ontlined by the American
Society as follows:
Commencing as of June 1, the follow-
ing rates will prevail :

SusTAINING LicENSE: At approxi-
mately present rates, with such readjust-
ments either upward or downward as
will equalize the fee paid by staiions op-
erating under similar or equal conditions,
taking into consideration power input,
rate card. radio population and other
pertinent factors, as and when any such
existing inequalitics are discovered. The
susiaining license fee, upon an annual
basis, to be payable in equal monthly in-
stallments, on or before to the 10th of
each month to cover the preceding month.
(Fees paid at present are determined on
this basis.—Ed.)

CoMMERCIAL LicENsE: At 5 per cent
of the amounts charged for use of the
facilities of the station in respect of all

*

commercially  sponsored  non-network
programs. In the case of network pro-
grams, the fee of 5 per cent is payable
by the key station, based upon the gross
amount charged for the use of broadcas!-
ing facilities. Two or more stations si-
multaneously broadcasting the same pro-
gram to be considered as a network.
Accountings to be rendered on or be-
fore the 10th of each month, covering
operation of the previous calendar month,
on forms provided by the Society. Such
accountings to be under ocath, signed by
a responsible officer of the operati.ng
company, and subject to audit during
customary husiness hours.
Immediately upon receipt of the
announcement the NAD called a
meeting of its Board of Directors
and Copyright Committee. who met
in New York on April 18, drew up
a reply to the Society’s letter, pre-
sented this reply to E. C. Mills, gen-
eral manager of the Society, and
won the postponement and the op-
portunity for negotiations. The
thanks of the broadcasting industry
are owed to the NAB for its prompt
action.
Following the meeting, this state-
ment was released to the press:
“The National Association of Broad-
casters has reached an amicable agree-

- ment with the American Society of Com-

posers, Authors & Publishers to nego-
tiate the question of the fees to be paid
by the broadcasters for copyright Amer-
jcan music. This agreement was reached
following the announcement by the So-
ciety that broadcasters would have to
increase their present annual payments of
approximately $1,000,000 by $3.000,000 to
$4.000,000 a year, starting June 1 next.

“The agreement involves the imme-
diate opening of negotiations between
committees of the two organizations in
the hope of reaching before September 1
a working basis satisfactory to both, and
the American Society, meantime, has
suspended its demands until September
1 unless the two committees shall he able
to come to an accord before that date.

“A decision to negotiate ensued upon
the broadcasters notifying the American
Society that the broadcasting industry
was wholly unable to support such total
payments as had been suggested. and
that further, it could not agree to the
proposed hasis of assessment.

“The strong mutual interest which
broadcasters, composers, authors and
publishers all have in fostering Ameri-
can music, which can only be done by
insuring adequate and equitable returns
to the producers of such music, was
heartily recognized by both sides in agree-
ing upon a course which has served to
prevent the impasse which threatened as
of June 1.”
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BROADCASTING

FACES

Advertisers Must Eliminate
Radio’s Faults or Foes Will
Eliminate Radio Advertising

AM not certain as to just why 1

am invited to talk to an audience

made up largely of advertisers.
I assure you that I know practically
nothing about the practical side of
advertising on the radio. 1 sup-
pose because of the fact that I have
had some part in legislation affecting
radio that it was thought I might
fittingly talk to you for a few min-
utes on this subject.

I am very much interested in the
advertising side of radio, not be-
cause I am personally concerned as
to the advertising as such, but be-
cause I believe that it will determine
to a large extent what the future
policy of the Government will be
in regard to radio, and under the
plan that we use now advertising
is the financial foundation of radio
broadcasting. It is the only founda-
tion of radio hroadcasting of which
I can conceive that will be satisfac-
tory to the American people if ra-
dio is to continue under private own-
ership in the United States. If we
cannot maintain radio in this coun-
try by advertising. then it seems to
me we will be driven to the opera-
tion of radio by the Government in
some one or other of the forms
used in practically every other coun-
try of importance in the world.

1 don’t wish to go into a discus-
sion of the methods used in foreign
countries or to attempt to discuss
radio as it exists in foreign coun-
tries, yet I feel a few words might
be appropriate.

Last summer I spent a few weeks
in the leading countries of Europe,
at least the countries that are most
active in radio, and I attempted to

*An address before the Radio Session
of the 15¢h Annual Meeting of the Ameri-
can_ Association of Advertising Agencies
fu Washington, D. C.,, April 15, 1932.
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W arns Senator C. C. Dill*

U. S. Senator from Washington
Co-Author of the Radio Act of 1927

inevitably--- |

A DVERTISING by radio is
doomed to die, says E. P.
Joyce, counsel for station WNYC,
owned by the City of New York.
Appearing before the Commission
on the matter of dividing time be-
tween WNYC, WMAC and
WPCH, Mr. Joyce said: “Stations
such as WNYC, which do not rely
on sponsored programs for financial
support, are the only ones that will
last in broadcasting. Advertising
will inevitably die out, commercial
stations will be abandoned, and
noncommercial stations will carry

on.”

learn at first hand about the radio
broadcasting in those countries. I
had the assistance of the ambassa-
dors and ministers of our own Gov-
ernment and particularly the com-
mercial agents from this country and
as a result I was able to secure an
unusually large amount of informa-
tion in a comparatively short period
of time.

As you all know, there is prac-
tically no advertising on radio in Eu-
rope as we understand advertising
on radio in the United States. In
England they have no advertising at
all. In France they have some sta-
tions run by advertising. but it is
entirely different from our spon-
sored programs. In Germany they
have some advertising, but it is en-
tirely separate. They put on their
program of entertainment or lec-
tures, whatever it may be—informa-
tion—and then they have two or
three minutes, as the case may be,
that is purely advertising, in which
they do nothing but talk advertising,

and the people who get the adver-
tising pay a certain fixed amount.

There is practically no advertis-
ing, as I recall it, in Denmark or
Sweden and very little in other
countries there. I noticed in Hol-
land, for instance, that they run
their, radio stations largely by contri-
butions from their listeners, volun-
tary contributions.

The difference, of course, is quite
apparent. \Vhen the Government
provides radio it provides it from a
fund that is collected from the lis-
tener, in the form of a tax for the
ownership of a radio receiving set.
In this country the listener pays
also, but he pays by another method.
And that leads me to call attention
to the fact that the interest of the
broadcasting station and the inter-
est of the advertiser are extremely
closely allied.

The radio station owner wants to
make his station popular. He wants
good will and his primary pur-
pose in securing good will is that
he may make a proper showing, I
take it, when his license expires
with the Federal Radio Commission
and also that he may be able to sell
advertisers time at a sufficient rate
to pay expenses and net him a profit.

So good will is the dominant note
in the radio station owner’s opera-
tion of his station. And just so the
advertiser is looking for good will.
He wants good will because he must
sell goods to his listeners, and if he
isn’t able to sell goods by his adver-
tising then, of course. he cannot af-
ford to continue to advertise.

I DO not want to tell you men who
are in the business the kind of
advertising you ought to put over
the radio. I want to remind you,
(Continued on page 16.)

Broadcast Advertising
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FEDERAL REGULATION

Reftorms That Are Necessary
To Save American Radio Can
Come Only from Government

Says Judge Ewin L. Davis*

Representative from Tennessee

Chairman of the House Committee on Merchant Marine, Radio, and Fisheries

AM in accord with what Senator

Dill has said and I believe that

that represents pretty well the
Congressional viewpoint. We are
the legal custodians of the law reg-
ulating radio. Because of a situa-
tion with which all of you are famil-
iar it was necessary for some func-
tionary, some tribunal, to regulate
radio. For reasons which were ap-
parent to all, that service could be
rendered solely by the national Gov-
ernment, and the Federal Govern-
ment having necessarily and proper-
ly assumed jurisdiction over the
subject there goes with that author-
ity a certain responsibility and ob-
ligation.

The Federal Government is the
trustee for all the people in provid-
ing for the allotment to different
citizens of the right to use the air
through instrumentality of the ra-
dio. It is assumed that the air be-
longs to all the people, that no one
individual has any vested rights
therein. and that radio consequently
is a matter of public interest. Con-
sequently radio should be regulated
and administered in the interest of
and for the benefit of the entire pub-
lic, including all classes of citizens.

Those of us in Congress feel,
therefore, that it is our duty to ap-
proach this subject from that stand-
point. The interest of others is
only incidental, so far as the interest
of the whole public is concerned.

As I understand, I am expected,
as was Senator Dill, to talk with
you with particular reference to ra-
dio advertising. 1 certainly would
not_be capable of talking to a con-
vention of expert and experienced

advertisers upon any other feature
*An agdress before the Radio Session
of the 15th Annual Meeting of the Ameri-

can Association of Advertising Agencies
in Washington, D. C., April AT Yl

May, 1932

of their work, even if it were true
(which it probably is not) that I am
capable of discussing this one phase
of vour profession and problems.

In the first place, I wish to state
that, with Senator Dill, I am a be-
liever in the American system. In
fact, I think it is always better for
functions of any kind, unless they
be strictly Governmental, to be ad-
minstered by private citizens rather
than through the Government. I
think that that applies to radio.
However, I am very decidedly of
the opinion that the use of it should
be and must be regulated and regu-
lated in the public interest. And of
course as we have a system now
which is largely predicated upon ad-
vertising, or rather funds raised
from advertising, the question of ad-
vertising enters very definitely and
importantly into the subject.

I always undertake to talk very
frankly, either publicly or privately.
I may be too candid sometimes, hut
that is my method, and I never mean
anything offensive by it. I shall
probably say some things that many
of you do not approve. However,
I want to state that whatever I may
say will be said in an entirely kindly
and friendly spirit. 1 am in no
sense hostile to advertisers or adver-
tising in the proper place and of the
proper kind. However, I state with-
out hesitation that I think we have

decidedly too much sales talk over
the radio, and I think that that is
the general public opinion, and I
think that that is proving harmful,
not only to the radio industry, to
the broadcasting stations, but to the
advertisers themselves.

Senator Dill enumerated certain
powerful factors who are making
a crusade against so much adver-
tising over the radio. I have in
mind a much larger, a much more
important, and to my mind. in the
final analysis, a much more influen-
tial group than those which he men-
tioned. I refer to the rank and file
of the listeners.

Having been for twelve or thir-
teen years a member of the commit-
tee of the House which has jurisdic-
tion over radio legislation, I have
given the subject much considera-
tion and as much investigation as I
could. At all times, wherever I
have heen, I have been on the alert
to learn what | could with respect to
the public psychology as related to
radio. Consequently, for years and
vears I have, to the best of my abil-
ity, been studying the public view-
point, and I am sure that Senator
Dill and 1 have somewhat more op-
portunity to get a general expres-
sion and a general knowledge upon
that subject from various sources
than is true with respect to the ordi-
nary individual, because of our con-
nection with the subject of radio leg- *
islation, We receive letters constant-
ly from everywhere giving the views
of the listeners and of various other
citizens upon the subject.

In addition to that, people talk
with us frequently and constantly
about the subject, and I know my
colleagues who come from every sec-
tion of the United States talk to
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RADIO HAS

DISCARDED

THE “TIME BROKER”

Says J. R. Spadea

Scort Howe Bowey, INc.. Detroit

HE foilowing is in answer to

statements included in the
ugency-station symposium in the
April issue of BrOADCAST ADVER-
TISING to the effect that better re-
sults are obtainable when agency
men and stations “deal direct rather
than through a time broker.” (Edi-
tor's Note.)

“GOOD morning, Mr. Jones.
My name is Gurney, repre-
senting Flagg, Flagg & IFlagg.”

“Oh, yes, yes. You're another of
those ‘time brokers.’”

How many times have you heard
this? If you've heard it once,
you've heard it once too often.
“Time brokers” no longer exist.
They have been eliminated—thanks
to the good judgment of broadcast-
ing associations. The term “time
broker” is obsolete today.

The expression was coined in the
pioneer days of radio advertising,
when everybody plunged into radio
with visions of making huge profits.
These people bought “time” in quan-
tity lots, at ridiculous prices, and re-
sold it at a “nice” profit. Thus
originated the “time broker.”

This practice has since been dis-
carded. Radio has elevated itself
considerably in the past few years
so that today we have the station
representative, or specialist, if you
please.

The station representative has a

me about the matter. They give
their own reactions, and they give
the reactions of their constituents,
which they receive through personal
contact and through correspondence.

In the light of that study and of
information coming through those
various sources, I am convinced
that there is a very considerable dis-
satisfaction with and reaction to the
amount of sales talk now going on
over the radio. And when that sit-
uation is being constantly aggravat-
ed and when that feeling is being
fanned by the aggressive elements
which Senator Dill has mentioned,

6

specific place in this field as does the
special representative in the news-
paper field.

In fact, there are numerous serv-
ices which radio specialists are now
offering agencies and advertisers.
For instance, they are equipped to
do a complete job—such as submit-
ting an idea, writing a program,
making a specific recommendation,
furmishing up to date station infor-
mation, maintaining talent connec-
tions, and supplying the best infor-
mation on electrical transcriptions.
Moreover, they keep a constant
check on programs, handle all hill-
ng, etc.

In addition, the representatives
maintain offices in various parts of
the country to facilitate matters for
all concerned, and they maintain
staffs of efficient salesmen. These
men make it their duty to create
new business for stations and agen-
cies. Many times dormant accounts
are revived because of novel ideas
submitted by the representatives.

Many spot programs would never
have been on the air were it not for
special radio representatives who
created this business for the agency
and the radio station.

Therefore, why shouldn’t the rep-
resentatives be allowed a reasonable
commission? So long as a radio
representative is constructive, he is
entitled to the support of all agen-
cies. manufacturers and stations.

in my opinion it wil reach such mo-
mientum that something will be done
with the present system.

I want us to retain this system we
have, but I want us to curb and to
reform this system, not only in or-
der that we will be able to retain it,
but in order that it may render the
public service which radio can and
should render.

Y friends, radio is not main-
tained to sell goods. There
is no justification for the Federal
government maintaining an agency
for the purpose of advertisers to
use in a commercial way. The only

justification for advertising, for the
commercial use of radio, is the use
of it in such a way and to such an
extent that it may be maintained
financially for the purpose of ren-
dering a greater and a larger public
servige.

Those are my views. And I want
to state furthermore that I do not
believe the public will stand for any
other use of it in the final analysis.

With respect to the amount of
sales talk that is being indulged in,
more than two years ago I began
giving public warnings along this
line. before there was any pro-
nounced public reaction. I talked
with many of those engaged in the
broadeasting industry. I have dis-
cussed it with them since. Many of
them have, all along, said, “I think
you are correct. I agree with you,
but we will handle the situation our-
selves.”

However, instead of that situation
which is causing criticism being
remedied it has grown steadily
worse. There is more advertising
talk over the radio today, according
to my observation, than there ever
has been before.

Of course, you gentlemen natural-
ly feel that I am not capable of giv-
ing you advice with respect to ad-
vertising but, based upon my own
observations, and the things that I
hear said around me constantly, as
indicated before, I think that much
of the advertising going over the
radio now is over-done to such an
extent that it has the opposite effect
from that sought by the advertisers.

The purpose of advertising is to
win good will for this, that, or the
other commodity or service. When
it does that, it is successful adver-
tising. When it creates ill will it has
the opposite effect, and it is very
common to be in any group when a
radio program is coming over the
air and to hear expressions of dis-
gust on all sides on the part of the
audience. In a case of that kind
that advertising is doing the adver-
tiser more harm than good, and it
is certainly doing that broadcast sta-
tion or that chain system a great
deal more harm than good.

Not only that, but when you in-
dulge in so much of that advertising
talk interspersed all through a pro-
gram vou are going to lose listeners,
more and more.

(Continued on page 22.)
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B ALES

Your Radio Objectiver

Asks ], Leslie Fox

General Manager, KFH, Wichita, Kansas

THINK that both the agencies

and broadcasters may well be

proud of the record which has
been set up in the development of
this great new medium, radio. This
has come about only on account of
a willingness on the part of both to
learn from and to take advantage
of the experience of the other.

Only a few years ago radio sta-
tion managers were, as a rule, good
showmen with a total lack of knowl-
edge of advertising principles. At
the same time the agencies knew ad-
vertising but were short on knowl-
edge of showmanship. This gave
the perfect opportunity for coop-
eration and I am sure that both sides
have shown a complete willingness
to learn from the other,

Broadcast advertising will, I
think, have reached its Utopia when
agencies and advertisers have satis-
fied themselves as to the value of
each station as regards audience and
coverage and Dbroadcasters have
learned the value of merchandising
cooperation.

Then the advertiser will not feel
called upon to make a ballyhoo on
every program for mail. to offer
prizes, to do something for the poor
unenlightened radio listener. In-
stead. he will take the money and
use it for a closer merchandising
tie-in with his jobbers and dealers.

Then the broadcasters, knowing
the value of such merchandising,
will be in a position to assist in creat-
ing the perfect working of the whole
program of advertising and mer-
chandising.

There is no need to worry about
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the good station having an audience.
It is there. The 1930 census has
given very definite figures on the
number of sets and the average fam-
ily. Surveys conducted by Price,
Waterhouse and others have shown
definitely the portion of the audience
in various territories which are lis-
tening to certain stations. It is no
longer necessary to make an audi-
ence test on every program by so-

a necessity--

HAT would we do without

the radio to bring us voices
from everywhere—laughing voices,
learned voices, soft voices sweetly
singing, or thundering voices to
warn us and 'wake us and to inspire
us to our duties and opportunities?
We hear thé voices from the air
even as Joan of Arc heard them,
and often, if we listen thoughtfully,
they may lead us as they led her,
to deeds and decisions which may
mould our whole careers and even
influence the history of the world.

The music over the radio is in-
spiring and delightful, too, and
even those casual little references to
Sunkist oranges and Palmolive soap
have a very actual and practical
value.

The answer to the question,
“How could we get along without
the radio?” is that we could not get
along without it.

—From an address by William
Randolph Hearst, broadcast over
station KFI, Los Angeles, during

,its tenth anniversary celebration.

|

liciting mail and giving away pre-
miums.

Did you ever stop to figure how
many letters a day the poor listener
would be compelled to write if he
made an attempt to reply to all the
offers he received. He would need
at least three good stenographers
and several hours for dictation.

I cannot help but feel that when
an advertiser buys time on our sta-
tion, he does so hecause he wants to
accomplish one or more of several
objects. [Ifirst, he wants to create
new business. He wants to obtain
new dealers, or more firmly cement
his relationship with his old dealers.
Surely, he doesn’t buy time because
he likes to receive letters from the
dear radio audience.

Assuming that the above is true,
and with no idea of posing as a Mo-
ses who will lead the children of
Israel out of the Wilderness, I
would suggest that the agencies
work with the stations to the end
that the real value of dealer and
jobber cooperation will be appre-
ciated ; that enthusiastic support of
dealers be fostered and developed;
that merchandising helps such as
counter and window displays. cut-
outs, etc., be supplied.

I.et us work together in develop-
ing and broadcasting a good, clean,
entertaining program with a mini-
mum amount of pleading for mail.
This will create good will for your
product. Take the money you save
on prizes, premiums, etc., and spend
a small part of it in soliciting dealer
enthusiasim through the stations.
This will sell merchandise.

And that’s what you want, isn't it ?

A



'I1E Your PRIizEs
TO YOUR Propucrt

The Premiums Should Continue
the Sales the Contest Starts

E hear rumblings of Federal

agitation to tie the can to

prize contests on the air, be-
cause, 'tis said, they savor of the
outlawed lottery. The ripples of
this agitation have spread to such
an extent that (we are told) the
large broadcasting systems are try-
ing their durndest to discourage all
new clients who come to them with
bright ideas for ether contests.

The whole thing is absurd, stu-
pid! How on earth can you draw a
parallel between lotteries and radio
prize contests> They just don't live
in the same neighborhood, don't
speak the same language.

Prize contests featured tlirough
broadcast advertising, or through
the advertising pages of magazines
and newspapers, do not deserve the
damning that some people are in-
clined to heap upon their heads. Call
them mere contests if you will;
sneer in their direction if you like;
lift a shocked eyebrow if you feel
so disposed. The fact still remains
that prize contests, properly con-
ducted, are nothing more than smart
merchandising ideas designed ‘o
stimulate the sale and consumption
of the products being.advertised.

If radio contests do not break any
existing laws, then please let them
be. Don’t go to the trouble to enact
new laws that will make them out-
Taws.

The rub with radio contests is not
with the contests themselves, but
with the people who conduct them.
Most of them miss entirely the mark
of the contests; they don't take full
advantage of the purpose of a con-

Says Edgar F. Riebetanz

Account Manager, VAN SaNT, DucpaLE & CORNER

recognition--

ROADCASTING is at once

public service and a business
of incredibly swift growth. Mobility
of operation, quick responsiveness
to public taste and public needs are
essential to any organization that is
to remain in the forefront in this
giant art.

It should be recognized that its
vast development and the dissemi-
nation of programs of popular and
classical character have been due
largely to the cooperation and sup-
port of advertisers.

—From a statement by William S.

Paley.

test—to stimulate the sale and con-
sumption of the product being ad-
vertised. And the reason they do
only a half-way job in this respect
is because they go far afield in tying
the offered prize to the product be-
mg advertised.

It is true that in the majority of
the contests now on the air you are
gently invited to buy the product
being exploited (or furnish a fac-
simile of the carton, or what-have-
you) in order to enter the arena.
But—the ideal situation would be
to carry this condition a step fur-
ther—to give a prize that would help
to continue the sale and consump-
tion of the product.

Just glance at the opposite condi-
tion existing today. A cigar manu-
facturer gives away an automobile.
\ shaving cream manufacturer gives

away a tooth brush. A dentifrice
manufacturer gives a trip to Eu-
rope. A household cleanser manu-
facturer gives a diamond ring. A
hair tonic manufacturer gives cash
and a motion picture screen test.
A food manufacturer gives silk
hosiery. And so on, ad infinitum

How much better it would be i
the prizes did something to help the
winner keep in a buying frame of
mind. Suppose the cigar man gave
a fine humidor, loaded with smokes
for six months; suppose the shaving
cream fellow gave a fine razor ; sup-
pose the dentifrice manufacturer
gave tooth brushes for the family ;
suppose the household cleanser boy
gave a fine Venetian bathroom mir-
ror. To be sure, these prizes don’t
possess the glamor attached to auto-
mobiles, diamond rings and Euro-
pean tours. But they are only sug-
gestions; undoubtedly better ones
could be concocted. But after all,
they are more businesslike and prac-
tical.

For instance, we know of a soap
manufacturer who makes a product
perfect for washing dishes, and
tells the world about what the prod-
uct will do. What better prize could
he offer than an electric dishwasher,
a real consumer of his product?

Some time ago Broapcast Ap-
VERTISING carried an article on ty-
ing programs to products. Go all
the way, you radio contest adver-
tisers—tie your prizes to your prod-
ucts for your own good. Give ‘em
something that will consume more
cigars, tooth paste, soap. And more
power to you!

Broadcast Advertising



Here’s What One Station Wants
from Advertising Agencies

A Composite Report, Submitted by
Five Departments of WJIR, Detroit

HEELS go round in many

R/‘/ departments of a broadcast-

ing station before a program

or announcement is put on the air.

Each of these departments has sub-

mitted a report on its relations with

advertising agencies, employing ra-
dio broadcasting for their clients.

From Ruth F. Crane, Commercial
Department:

Frequently there is a definite
waste of money in radio advertising,
simply because the agency has neg-
lected to consult the station. Let us
say, for example, that an agency
spending $250.00 is not sufficiently
versed in radio to think of anything
other than a one-shot proposition.
We might acquaint them with vari-
ous other means and combinations
which could more effectively ac-
complish their purpose.

With announcement copy, agen-
cles should follow the well-estab-
lished radio styles more closely, not-
ing rules of time and form, and
bearing in mind that radio schedules
from day to day are variable and
that an announcement cannot be
made precisely at 6:02 p. m. each
day. Certain leeway on time is es-
sential. One of the most surprising
neglects is that of the radio dead-
line. Sufficient time must be al-
lowed for scheduling, checking, ed-
iting, comparing statements with
competitive accounts on the air, etc.

From P. M. Thomas, Secretary-
Treasurer, Bookkeeping Depart-
ment:

We find little difficulty in dealing
with advertising agencies. Few cor-
rections are ever required on in-
voices or affidavits. The system of
agency discounts is established on a
satisfactory basis, comparable with
other media.

From the Program Department:
Needed cooperation between ad-
vertisers and radio stations is on
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the way. It will take time and not
a little patience before such coopera-
tion actually arrives. To speed mat-
ters up, radio stations might ask
that advertising agencies afford ra-
dio programs the same treatment re-
ceived by other media. Only the
persons actually responsible pass on
artwork or copy. The salesmanager
says, “You know the advertising
business. It's up to you.”

But a radio program! It calls
for a conference of (a) the sales
manager, who likes “a lot of brass”;
(b) the assistant sales manager, who
likes Victor Herbert: (c) the ac-
count executive, who thinks popu-
lar programs go over best; (d) the
account execttive’s production man,
who believes a dramatic sketch
would be more effective than music;
(e) the assistant to the president of
the company, who believes that the

president should make a speech
against Depression.

What price the musical director
who tries to please them all? What
price the audition and rehearsal
time?> What price all this waste
motion before the agency finally de-
cides to leave it entirely up to the
radio department, which in turn
eventually gets together with the
station’s production department, and
the result is a program.

Produetion departments plead,
“Let us contact those persons at the
agency who believe that a radio pro-
gram represents only so much ad-
vertising for so much money.”
From C. D. Tomy, who conducts a

popular children’s program under

the name “Uncle Neal”:

Recently I received a mass of ma-
terial for a new account from an

(Continued on page 12.)

Survey Shows Listening Habits and
Preferences of Syracuse Audience

MUSICAL programs are most
popular with listeners in
Syracuse, N. Y., and 8 to 10 p. m.
is the best time to find them listen-
ing in, according to an independent
survey covering 4,000 personal calls,
which is included in a brochure
“Selling the Syracuse Market by
Radio” just published by station
WFRBIL.

The following table gives in per-
centage form the relative prefer-
ences for different types of broad-
casts as disclosed by this survey:

Per cent
Music .................... 99.8
Comedy .................. 64.2
Dramaticl . ¥ Ve . S0 mm g 53.4
Sports) ... .0 e s oSt 442
Religious ................. 40.4
Educational ............... 38.0
Children’s ................ 322
News, Markets............ 31.4
Special features............ 30.7
Women’s features.......... 20.0

The habitual listening hours were
reported as follows:

Per cent
6- 8am.... 9.5
8-10a.m.... 283
10-12a. m.... 28.5
12- 2p.m.... 25.5
2-4p.m.... 333

In answer to the question “\Vhat
is your favorite program?” 182 fea-
tures were named. The first ten, in
order of preference, were: Myrt
and Marge, Kate Smith, Colonel
and Bud, Amos and Andy, Bing
Croshy, Morton Downey, Mary and
Bob. Eno Crime Club, Julia San-
derson and Frank Crumit, and the
Philadelphia Symphony.

It is interesting to note that all
of these are sponsored programs.
The preponderance of Columbia
programs is probably due to the
fact that WFBL, a CBS affiliate, is
the only chain outlet in Syracuse.

Per cent
4- 6p.m.... 37.7
6- 8p.m.... 86.1
8-10p.m.... 87.3
10-12p.m. ... 47.7
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Stepchild or
Cinderella

Afternoon Time Is
What You Make It

FTERNOON time has too

long been the mistreated step-

child of the radio family.
From the first evening time has had
suitors aplenty and has been able to
pick and choose from the adver-
tisers who have sought her favor.
And morning time has been scarcely
less popular, particularly with those
whose wares are sold to women.
Afternoon, however, has too often
been passed by as unworthy of at-
tention.

We had a feeling that this was ail
wrong, that all afternoon needed was
a little brightening up to win a large
following of listeners who could be
turned into customers for any ad-
vertiser enterprising enough to try
it. To prove our contention, we
selected for our test what is general-
ly considered as the least desirable
time in the afternoon—3:30. Fur-
thermore, the program went on cold

Says Arnold B. Hartley

* Program Director, WGES, Chicago

as by a division of time we go on
the air at that time. And finally,
we did it with records!

The program is the “Camptown
Minstrels,” a real old-time minstrel
show, with a smile and a song for
everyone. It first went on the air
last September, on Tuesday, Thurs-
day and Saturday afternoons. All
we needed to put on the show were
some old-time minstrel numbers,
which are plentifully recorded, one
mnterlocutor and two end-men, an
applause record, and a set of gags
for each show. There was nothing
else to it. On the air, it leaves the
impression of a studio crowded with
blackface comedians and singers—
three men can make plenty of noise.

Here’s a sample of the way it
worked out in continuity form:

Announcer: lLadies and gentlemen:
the Camptown Minstrels!

(Record: “Down South.” Fade down
for announcement.

Amnouncer: These are the Camplown
Minstrels—merry messengers out of the
Southland—sent to everyone who loves
a lilting tune and laughter! Listen to
that happy blackface troupe swing into
the rhythmic opening chorus—the cur-
tain's going up!

(Record: Opening chorus.)

Interlocutor: Gentlemen, be seated!

(Record: Chord in G.)

Interlocutor : Introducing Camptown's
premier funmakers—on my right, Camp-
town’s own Beau Brummel—Eclipse!

(Record: Applause

Eclipse: Pardon my roped shoulders
lease.

(Laughter.)

Interlocutor: And on my left, the
dancing demon—Smokestack !

(Applause.)

mokestack: Hot shot, they calls me.
(Laughter.)

Interlocutor: Eclipse, I hear that your
uncle died.

Eclipse: Yes, hard drink killed him.

Interlocutor: You don't say. And 1
always thought he was a teetotaler.

Eclipse: He was, Mr. Joe—a piece of
ice fell on his head.

(Laughter.)

Interlocutor: The Camptown Revelers
sing “Oh, Miss Hannah!”

Record: “Oh, Miss Hannah!”

And so the show goes on, with all
the regular minstrel features, in-
cluding the inevitable minstrel tap-
dance.

’]‘\VO weeks ago from the date

of writing, this feature was
sold, three times weekly at 3:30, to
Mills and Sons, one of the foremost
organizations in the community-de-
velopment field in Chicago. They
wanted direct sales, and naturally
they were skeptical that afternoon
time would fill the bill, but as gen-
uine sportsmen they agreed to try it.

The first program went on the
air. Nothing in the show was
changed; there were no references
to Mills and Sons in the entertain-
ment copy ; commercial credits were
inserted at the opening, quarter-
hour and conclusion. The next day
Mills and Sons sold a $10,000 home.

Since then, five other programs
have gone on the air, with the re-
sult that Mills and Sons have sold
six more homes to date, varying in
price from $8,280 up to $11,000—
solely by virtue of a novel idea in
record programs that started out to
be simply a sustaining feature in the
afternoon. Mills and Sons do no
other advertising ; radio did the job

(Continued on page 14.)
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SPOTLIGHTING
THE COMMERCIAL
ANNOUNCEMENT

Carnation Used Its Studio Audience to Make
Its Sales Talk the High Spot of the Program

HEN the Carnation Com-
pany learned that 300 or
400 visitors were turning
up at NBC's Studio A in Chicago
each Monday night to watch the
Contented Hour broadcast they felt
rather complimented. and took it as
another indication that their broad-
casts were going over successfully.

At first they wondered if they
couldn’t do something about this
studio audience, but there didn't
seem to be anything to do except
feel pleased. And then someone
had a bright idea. Why not move
these visitors from behind the plate
glass window separating them from
the performers into the studio itself,
and let them take part in a pro-
gram? It would give them a thrill,
and if properly handled would make
an unusual broadcast for the real
audience listening in at home.

And so, on March 14, those who
came to see as well as to listen
found themselves in the studio,
where Jean Paul King, the an-
nouncer, greeted them, introduced
himself and the program’s artists,
and warned them that any sound
they made would be carried into mil-
lions of homes. They might ap-
plaud, he said, but must stop if he
raised his hand, as the program
was timed exactly to fill the allotted
half-hour.

The program began as usual ; the
orchestra plaved: the quartette
sang ; the orchestra played again:
then the announcer stepped to his
microphone, which for this broad-
cast was placed between the orches-
tra and the guests:

Do you hear that applause. ladies and
gentlemen? Here in the studios with us
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tonight we have many, many guests, and
as | look around the room [ notice sev-
eral children here with their parents. 1
am just wondering if any of our guests
are just real, honest-to-goodness house-
wives. I know there are many mothers
with us this evening—are there any house-
wives with us here? [ wonder if you
will just do me a little favor and raise
vour hands.

Well, there's a hand—there's another—
and another! Lots of housewives here
tonight. Now, I wonder if one of yvou—
won't you please—yes, the lady in the
gray fur—would you mind coming up
here by the microphone with me just a
moment? Oh, there’s nothing to be
afraid of. Now just a little closer.
Thank you. My name’s Jean Paul King
and yours——7?

(She whispers “Mrs. Williams.”)

King: Mrs. Williams? Good evening,
Mrs. Williams. I hope you're enjoying
our program.

Mrs. I¥.: M-m-m, I am—it’s fine.

King: Mrs. Williams, is this the first
Carnation “Contented Hour” you've
heard?

Mrs. W.: No, I think—let's see—the
third, or fourth.

King: Well, that's splendid. You're a
regular “Contented Hour” fan, aren’t you.
Mrs. Williams? Now tell me--you're a
housewife—have these programs really
been useful as well as entertaining to
you?

Mrs. IV.: Why, yes.

King: Well, have we made it clear
what Carnation Milk is? Just pure, whole
milk with part of the water taken out?

Mrs. W.: Yes ... ]I think so.

King: That's fine, and have you learned
that Carnation is just as nourishing as

the best bottled milk, that it is fin¢ for
creaming coffee and cereals—and is es-
pecially good for cooking? And, of
course you know it's always pure and

safe.

Mrs. W.: Economical, too.

King: (laughs.) Thank you, Mrs.
Williams. (Laughs again.) Economi-

cal! Everybody's interested in economy
these days.

The Carnation Representative:
forget the babies.

King: Of course. That, ladies and
gentlemen, was an assist from the Car-
nation representative. Yes, you know we
want every mother to know that Carna-
tion Milk is an ideal milk for babies. It
is so much easier to digest and so safe
and nourishing and uniform. Did you
get that point, Mrs. Williams?

Mrs. W.: Yes. My sister’s little girl
is a Carnation baby . . .

King: Isn't that fime! . .. Your own
niece. I wonder—would you mind tell-
ing me just how she happened to start
using—

Mrs. W.: Why, the doctor said Carna-
tion Milk would be so nourishing and di-
gestible. And safe, too.

King: Splendid, Mrs. Williams., Ex-
cuse me, just a moment, won't you? La-
dies and gentlemen of the listening audi-
ence, I hope you all heard that. Will
you please repeat that, Mrs. Williams?

Mrs. W.: The doctor said Carnation
Milk would be nourishing, digestible and
safe for the baby. -

King: That is precisely what doctors
are saving everywhere. Many of the
most famous baby doctors in the world
are prescribing Carnation Milk.

Now, wasn't that a hard look I got
from Mr. Cain, our production manager
over there with a stop-watch in his
hand! I guess my time's about up.
Thank you. very much, Mrs. Williams.
I am sure now that these ‘‘Contented
Hours” are telling women things they
want to know and I hope all of you who
arc listening, both our guests in the
studio and those of you who are listening
in your own homes, will feel that we
want your suggestions—anything that
will help us prove to women everywhere

(Continued on page 32.)
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Historical Dramas on New York
Life Programs

HE Tuesday night broadcasts of the

New York Life Insurance Company
over an NBC chain are now depicting
“Great Personalities” in dramatic form.
This new series replaces the narrative
recitals broadcast by Frazier Hunt, well-
known interviewer, who has started on a
trip around the world.

Paint Program on New Time

1 KEEPING Up with Daughter,”

sketch of American family life
broadcast each week over an NBC net-
work under the sponsorship of the
Sherwin-Williams Company, Cleveland,
manufacturers of paints, varmishes, etc.,
is now an evening program, after a year
on the air in the morning. Henri, Hurst
& McDonald, Chicago, is the agency in
charge of this accournit,

Station Plans Club Activities

EEKLY steamboat rides, trips to

ball games. and other outdoor ac-
tivities are planned for members of
KMBC's Big Brother Club during the
summer. Broadcast daily for the last
two years, the Big Brother Club now in-
cludes more than 32,000 children among
iys members.

KDYL Brochure Is Packed
with Information

A STATION brochure that is packed

full of data about rates, coverage,
programs and other information of in-
terest to advertisers and agencies has just
been published by station KDYL, of Salt
Lake City. And, what is equally impor-
tant, this folder has left out the usual
mass of stories and pictures about its
staff artists, which are undoubtedly of
great interest to listeners but of little
value to advertisers,

Stores and Manufacturers Co-
operate in Sponsoring Organ
Program

ONE hundred and twenty prizes are
given away every week as a feature
of the Lanco Service Stores weekly organ
broadcast over WGAL, Lancaster, Pa.
Advertisers are McCormick & Company,
Baltimore (mayonnaise), and My-T-Fine
Corporation, of Philadelphia (dessert).
Lanco Stores, a group of 200 or more
local independent merchants, are co-
operating with manufacturers of these
two products in the radio campaign. The
costs of broadcasting are being paid by
the McCormick and My-T-Fine firms.

Correction

AQUOTATION in our house ad in the

April issue of BrOADCAST ADVERTIS-
ING was inadvertantly credited to H. T,
Hildebrandt instead of to W. P. Tomlin-
son, and the company’s name was spelled
Norwich Pharmical Company, instead of
Norwich Pharmacal Company. Aside
from those errors the item was correct.
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New Series for Phillips

TERLING PRODUCTS INC,

makers of Phillips Milk of Magnesia,
Dental Magnesia, etc, are sponsoring a
new series of musical programs featuring
Frank Munn, broadcast over an NBC net-
work each Monday and Friday evening.
Blackett-Sample-Hummert, Inc.. Chicago,
is the agency in charge of the Phillips
broadcasts.

Davies Advanced at
WIP-WFAN

DWARD A. DAVIES has been ap-

pointed vice-president of WIP-
WFAN, Philadelphia, according to an
announcement issued by Benedict Gimbe:,
Jr., president. Mr., Davies was director
of WIP for eight years and continued
in that capacity when WIP consolidated
with WFAN one year ago.

Mileage Increaser on KTM

BURNOL Petroleum Company, Los
Angeles, is sponsoring a thrice
weekly mystery serial on station KTM
of that city, to advertise a liquid to put
in gasoline for incrcased mileage.

Godfrey Joins Memphis Station
ROVER A. GODFREY, JR, re-
cently with the Southwest Broad-

casting Company and previously asso-

ciated with the Bond-Pilot Advertising

Agency of Dallas, Texas, has joined the

staff of WNBR-WGBC, Memphis, Tenn.

Cooperative Bank Campaign
HE banking institutions of Charlotte
N. C, are cooperating in the spon-
sorship of “The Builders,” a series of
historical dramas based on events in the
building of our nation, broadcast each
Thursday over WBT, Charlotte.

Radio Helps Boost Perfume
Sales
HE weekly “Dance with Com:esse
d’Orsay” radio programs are given a
large share of the credit for the fact
that sales of Parfums d'Orsay for the
first three months of 1932 show an in-
crease of more than 63 per cent, in a
statement issued by Hanff-Metzger, Inc..
New York, advertising agency in charge
of the d'Orsay account.

Seek A;nerica’s Brighte-st Smile

BEGINNING May 15, the Iodent pro-
grams will promote the “lodent-
Agfa National Smile Hunt,” a 12-week
contest sponsored jointly by the denti-
frice company and the Agfa-Ansco Cor-
poration, makers of photographers’ sup-
plies, Weekly and grand prizes are of-
fered for the “Brightest Smile in Amer-
ica.”

Entrants must send the end of an lo-
dent carton with cach photo submitted.
Any film may be used, but if contestant
uses Agfa-Ansco film and encloses the
label from the package he will be sent
a new roll of film free. Plan will be
exploited in all advertising of both spon-
sors, and is also being intensively mer-
chandised to druggists.

WHAT ONE STATION

WANTS OF AGENCIES
(Continued from page 9.)
agency in New York. With it was
a letter which brought joy to my

heart. The letter read:

“We want you to understand that
we do not expect you to use this
copy as it is written. The enclosed
sheets give you an idea of what we
want to put over. You do it in your
own way, and your own words.”

Agencies now are giving radio
personalities a chance to do their
best work in the way in which their
popularity has been established.
From the Engineering Department :

We urge advertising agencies to
maintain a close check on the quality
of electrical transcriptions. Many
transcriptions are indistinguishable
from an actual performance, but
still others, we know, do not bring
100 per cent return because of me-
chanical inaccuracy.

Here's a Way to Mix Adver-
tising with News
A NOVEL method of inserting cqm-
mercial copy on the “Betholine
News Reporter” period has been devised
at WIP-WFAN, Philadelphia. In the
middle of the program while skipping
around the world, the “reporter” breaks
in with the statement, “And here's some
good news from your home town, You
can get Betholine Gas, etc, etc.” Then
he immediately goes back to the news
flashes and maintains his listening audi-
ence in a perfect manner.

Greer Now Manager at KFUL

ILLIAM N. GREER, formerly in

charge of all technical work at
station KFUL, Galveston, Texas, has
been named manager of the station, suc-
ceeding Jack Gross. J. D. Holmes be-
comes chief engineer.

Kodak Returns to Air

HE Kodak Week-End Hour has re-

turned to the air as a Friday evening
feature, broadcast over a CBS network,
extending from New York to Denver.
A separate program is broadcast for the
Pacific Coast audience also on Fridays.
The programs, sponsored by the Eastman
Kodak Company, Rochester, N. Y., are
musical, under the direction of Nat Shil-
kret. The advertising agency in charge
is J. Walter Thompson Company, New
York.

Aylesworth Heads R-K-O
\ ERLIN H. AYLESWORTH, presi-
dent of the National Broadcasting
Company, was elected president of the
Radio-Keith-Orpheum Corporation at the
April meeting of the board of director
succeeding Hiram S. Brown.

Broadcast Advertising
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During

sets i

RESPONSE

1931 WMAQ received one

letter for each four receiving

n the city of Chicagol

Last year WMAQ received 131,067 letters from Chi-
cago listeners—one letter for each four receiving sets
in the city. A great portion of this mail was in response
to programs on which no offers were made. This is de-
cisive proof of the appreciation of this great metropoli-
tan audience for the quality and originality of WMAQ's
features, included among which are many of the most
popular NBC programs. This evidence of leadership in
Chicago, with its concentration of purchasing power,
makes it apparent why WMAQ is the choice of adver-
tisers seeking assured results. Suggestions for programs
that are distinctively "yours" will be submitted upon
request.
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AFTERNOON TIME IS
WHAT YOU MAKE IT
(Continued from page 10.)

alone, without printed assistance of
any kind. Take into consideration,
too, that these homes were sold in
one of the most unfavorable periods
in the economic history of this coun-
try—and on top of that, in an elec-
tion year, when conditions are no-
toriously unsettled anyway!

We originally used records in this
unusual way to keep costs down on
sustaining time. As it turned out,
the idea kept talent costs down for
the advertiser at the same time, and
did an unparalleled job of selling to
hoot. A record program of this
type never occasions the distasteful
comment that the talent is not alive,
largely because of the catchy con-
tinuity idea behind it. We have
never used records on a program
without similarly “featurizing” them
in some way, and hence have both
garnered listeners and avoided argu-
ments with the cash-dispensing de-
partment of the organization at one
stroke.

All of which goes to prove that
afternoon time is just another case
of a neglected stepchild who needed
only a little encouragement to turn
into a Cinderella.

WMAQ Moves to Merchandise
Mart
O N May 7. radio s*ation WMAQ. Chi-

cago. will move from its quarters
in the Daily News Building to space in
the Merchandise Mart, where the Chicago
nffices and studios of the NBC are
located. Last fall, the National Broad-
casting Company purchased a part inter-
es: in the station from the Daily News.
which had previously held all of the sta-
tion stock. William S. Hedges, president
of WMAQ, Inc.. and manager of the sta-
tion, said that the move is being made in
the interests of operating efficiency, and
that it will have no effect on station
rolicies.

Radio Tastes Are Changing,
Says Koon

LTHOUGH music is still the most

pepular form of radio entertainment,
other forms of entertainment, notably
dramatic and mystery programs, are ris-
ing in publie favor, said Dr. C. R. Koon,
radio specialist of the U. S. Office of Ed-
ucation, basing his statement oo the ane
swers of broadcasting stations to a ques-
tion as to which of their programs is the
most popular. The conclusions of the
study will be published in a handbook
for instruction by radio.
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Campaign for Cleanser

RADIO and newspapers are the media
selec.ed to introduce the “New
\Wyandotte” cleanser, made by the J. B.
Ford Company. The campaign, handled
by N. W. Ayer & Son, Inc, is based on
the slogan “Lightning Fast—Saves ‘El-
how Grease.'" The product is the result
of a year's consumer survey, in which
four tentative formulas were tested by
housewives.

Palm Beach Clothes on CBS

THE Goodall Worsted Company, San-
ford, Maine, makers of “Palm
Beach” and “Nurotex” summer suitings,
are sponsoring a series of musical pro-
grams, broadcast each Thursday evening
over a CBS network of 20 stations. The
account is handled by the Lawrence C
Gumbiner Advertising Agency, New
York.

Sponsored Program Celebrates

Tenth Birthday

HE tenth anniversary of its advent

on the air as a commercial program
was cclebrated last month by Uncle WIP
of the Children’s Hour of WIP-WFAN,
Philadelphia. During the decade the pro-
gram has been sponsored by the Chil-
dren’s Department of Gimbel Brothers
Store. A news story in a Philadelphia
newspaper, commenting on the anniver-
sary. estimated this feature’s audience at
nine million listeners.

Joins Associated Broadcasters
ORMAN E. KNUDSON, former
western manager of Adwvertising &
Selling, has joined Associated Broad-
casters. Inc., Chicago, as general sales
representative.

Newspaper Campaign Features
Radio Characters

THE well known Tompkins Corners

characters will soon appear in print
as a comic strip advertising campaign
for Post Toasties, which they are now
advertising on the air. Broadcast for
several years under the title. “Real
Folks,” first as an NBC sustaining fea-
ture and then sponsored by the Chese-
borough Manufacturing Company. the
program was taken over by General
Foods some months ago and placed on a
CBS network to advertise Log Cabin
Maple Syrup. Recently it was moved
back to NBC in the interests of Post
Toasties. Erwin, Wasey & Company,
New York, are in charge of the Post
Toasties advertising.

G. Washington Launches

O. Henry Series

HE makers of G. Washington Cof-

fee. sponsors of the series of Sher-
lock Holmes broadcasts, who have also
been presenting dramatizations of Kipling
stories. are discontinuing the latter and
inaugurating a series of programs based
on the s:ories of O. Henry. These will
bhe broadcast on \Wednesdays. ‘and the
Sherlock Holmes series continued on
Thursdays. Cecil. Warwick & Cecil,
New York. is the agency.

A Psychologist Studies

Personality on the Air

66 OICE and Personality, as

applied to Radio Broadcast-
ing” (John Wiley & Sons, Inc.,
New York . ... $3) is a psychologi-
cal discussion of the expression of
personality by voice alone, written
by T. H. Pear, professor of Psy-
chology in the University of Man-
chester. The latter half is given
over to a detailed description of an
experiment conducted by the author,
in which the same short passage
from Dickens was read over the B.
B. C. chain by nine persons, whose
personalities were then judged by
some 4.000 listeners.

This volume, while cleverly and
amusingly written and not in the
least dull or pedantic, will probably
be of more interest to students of
psychology and linguistics than to
hroadcasters and advertising men

Bunch Opens St. Louis Office
BURTON BUNCH, former St. Louis

newspaper man and recently man-
ager of the Atwater Kent national radio
auditions. has opened offices as publicity
counsel in the St. Louis Mart Building,
St. Louis.

Grocery Campaign on WTMJ
A VARIETY program of catchy mu-
sic and nutty dialogue, featuring
the “Three Crumbs.” is broadcast each
week-day morning over station WTM]J,
Milwaukee, sponsored by the Wisconsin
National Tea Company stores and the
Milwaukee Piggly Wigglys. Each pro-
gram includes “blackout” sketches, based
on jokes submitted by listeners in special
“Three Crumbs” ecnvelopes, obtainable
ounly at the sponsoring stores. Writers
of winning jokes are awarded baskets of
food. Seven specially priced grocery
items are featured in each program.
The opening announcement does not
exceed 30 words of fnstitutional copy.
This is followed by five minutes of the
regular “Three Crumbs” entertainment.
Then the seven National radio specials
are announced. followed by the names of
the prize winners and the presentation of
the prize-winning jokes . and then
more entertainment. The program closes
with an explanation of how to win one
of the baskets of groceries, and urges
listeners to watch for National radio spe-
cials at their necarest National Tea or
Piggly Wiggly store.

"Set Sales Show 50 Per Cent

Increase
gALES of radio receiving sets in the
L2 last three months of 1931 showed an
increase of 54 per cent over those of the
preceding quarter, according to figures
recently released by the Department of
Commerce.
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An Open Letter to Advertisers
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I L H. A. BELLOWS, Pres.

From Five to Fifty Kilowatts

\X/CCO will have in operation in the summer

of 1932 one of the finest fifty-kilowatt trans-
mitters in the world—a masterpiece of Western
Electric engineering. Installation has already
started.

The service area of WCCO after this installa-
tion can only be estimated. In Minnesota, Wis-
consin, lowa, the Dakotas, Nebraska, eastern
Montana and the peninsula of Michigan this new
transmitter will establish a new standard of
broadcast service.

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

With the fifty kilowatts WCCO will continue
to dominate the Twin Cities and the Northwest.
In addition, it will reach the most remote corners
of this rich and fertile area—sections where to-
day no radio service is completely dependable.

This great Northwest territory is a region of
enormous natural wealth; of courageous people,
and of a prosperity deeply rooted into the earth
itself.

With fifty kilowatts as with five, WCCO will
devote itself to the service of the great North-
west,

Northwestern Broadcasting, Inc.
Minneapolis, Minnesota

E. H. GAMMONS, V. Pres.
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RADIO ADVERTISING
HAS STRONG FOES,
DILL TELLS 4 A’S
(Continued from page 4.)

however, of this fact: that radio ad-
vertising is under severe attack in
this country from a number of
sources. The motive back of the at-
tacks is not the same in all cases, but
the purpose of it is the same, name-
ly, to get advertisers off the air.

I suppose that the one source that
has the greatest field of publicity
against radio advertising is the news-
paper, and the newspaper fights ra-
dio oftentimes because it believes
that there is a conflict between news-
paper advertising and radio adver-
tistng. I think Mr. Aylesworth has
in a rather lengthy address attempt-
ed to show that there js ng conflict,
but he has failed to convince a great
many newspaper managing men—
publishers—to that effect. (Laugh-
ter.)

I only want to suggest this: that
there is a rather wide difference he-
tween radio advertising and newspa-
per advertising.

It seems to me that the difference
hetween newspaper advertising and
radio advertising is that the news-
paper is through the eye to the mind
and the radio is through the ear to
the mind of the listener, or the pros-
pective customer. That being the
case, it would seem that the adver-
tiser would if possible invent and
create a little different method of
reaching the prospective customer

through the ear than he does through
the eye.

So I say you have that newspaper
opposition, and they seize upon
every weakness that they can find
for the purpose of building up pub-
lic sentiment against the radio that
carries advertising.

Then you have the educational
forces of the country fighting ad-
vertising. Their primary purpose is
to secure, they say, better facilities
for broadcasting educational pro-
grams, that are now possessed by
commercial stations that broadcast
advertising programs. [ call them
“advertising programs” when |
mean programs sponsored by adver-
tisers. So these educators are quick
to try to find anything objectionable
that they can in the advertising put
on, in order to build up public senti-
ment against further grants of radio
facilities to commercial stations us-
ing advertising.

I shan’t go into a discussion of
the weaknesses of the educational
forces other than to say that they
haven’t the money with which to
build great stations and maintain
them if the Radio Commission were
to give them the facilities they ask,
and they haven’t a plan sufficiently
prepared and sufficiently financed to
educate the people by radio if they
were given these facilities and could
maintain the stations.

Their objection to the free grant
of time over the air by radio stations
as put to me is that while the station
owner does not censor their program
and does not attempt to interfere

with what they may put on the air,
they feel under obligation and do not
feel the freedom to present educa-
tional material over the air that they
do in the schoolrooms supported by
public funds. It may be that that
is to you a very indefinite objection,
but I really think that many of the
leading educators feel it quite
strongly as a hindrance and a de-
terrent force in their building up
radio programs-to be put on the air
free, as most of the radio stations
are willing to let them do.

Then there are the reform peo-
ple, if I may use that term. [ was
going to say ‘“churches,” but that
would hardly be fair. But it is the
people who are looking for some-
thing to reform, and they seize upon
anything they can find in adver-
tistng which they claim is objection-
able to the morals of the people or
which they think is harmful, which
can be made to appear harmful to
the young people particularly, to the
audiences that listen in.

When you consider that you have
these three forces—the newspapers,
the educational forces, and the re-
formers—fighting advertising, vou
are pretty well surrounded by those
who are looking for weaknesses in
your work.

I remember when I was a mem-
ber of the House of Representatives
some years ago Champ Clark came
into the lobby of the House one day
and said, “Some of my enemies out
in Missouri are saying . . . .. ” When
he got that far someone in the Con-
gress interrupted him and said,

Basic Station
of the
Columbia Broadcasting System
Associated Station
Yankee Network

WDRC

The Advertising Test City of America

To more than one million people living in its service area in Connecticut
and Massachusetts, WDRC broadcasts over 90 hours per week of
COLUMBIA CHAIN FEATURES
and is on the air full 16 hours daily.

Broadcasts from
HARTFORD...

Write for
Booklet
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“Well, Mr. Speaker, you don’t pay
any attention to what your enemies
say about you, do you?”

He rephed “They are the only
people I do pay any attention to.
Your enemy never attacks you
where you are strong. He always
attacks you where you are weak.”

1 want to leave that story with
vou to think about in connection
with radio advertising. The news-
papers do not attack radio adver-
tising where it is strong. The edu-
cational people do not attack you
where you are strong. They do not
attack vou on the things that the
people hke, but they pick out the ob-
jectionable things and they magnify
and multiply them in the public
mind to the point, if possible, of
making them forget the many de-
sirable features which an advertis-
ing basis of radio gives in the de-
velopment of the radio art and radio
broadcasting in this country.

GAIN, I hesitate to talk about
different programs and yet I do
want to call your attention to some
of the programs that haye caused
the most outcry, and I want to call
attention to the kind of programs
they are. There are a number of
programs on the air by notable ad-
vertisers that seem designed to make
a deep impression upon the listeners
in the interest or rather by the use
of the particular performer, instead
of by impressing the advertising
matter itself. I don’t want to strike
at anybody and yet I can't talk about
this without talking specifically. I
am thinking particularly of the Cre-
mo Cigar program. People who
listen to it don't talk about Cremo
Cigars. They talk about “Twenty
Words, No More, No Less.”
(Laughter.) That is driven at them
so much over the air that they think
of “Twenty Words, No More, No
Less,” and it seems to me to lose
sight largely of the real advertising.
1 sometimes think that the Amos
and Andy program is making Bill
Hay more notable than it is Amos
and Andy. He has become a per-
former who is as well known as
Amos and Andy because he always
gets his name in and he always says
the same thing.

Then the Lucky Strike programs
have been under such severe criti-
cism because of the advertising of
the use of tobacco for the good of
the throat, when most people think

May, 1932

TWO reactions

to every

Program

The value of radio advertising is measured by one

thing . RESULTS!

Records on WLS show that

both listeners and dealers REACT to WLS programs.
Actual mail returns show that listeners respond to
WLS programs even during hours which experts have

classified as

“undesirable”.

Advertisers have told us “afternoon is no good?. Yet
ONE five-minute broadcast alone at two p. m. brought
requests for 7,650 catalogues on home needlework. A
half hour on Sunday afternoon brought 10,000 requests

for free samples.

And on Saturday morning,

“when

children are all out at play”, a single 15-minute program
brought over 5,000 drawings, all from children under

15 years.

Dealers REACT to WLS programs, too.

ing over WLS builds for
them actual cash sales. A
manufacturer went on
WLS with but two deal-
ers in a new territory.
Without the aid of any
other form of advertis-
ing WLS has created
such a demand for this
product that it is now
handled by 5,000 dealers
in the same area.

WLS Knows its audi-
ence; knows what they
like—and knows how to
build programs that
bring RESULTS. Let
WLS help increase your
sales in 1932.

Advertis-

THE PRAIRIE FARMER STATION

BURRIDGE D. BUTLER, President

GLENN SNYDER, Manager

Maln Studios and Office: 1230 W. Washington Blvd., CHICAGO

50,000 WATTS

870 KILOCYCLES
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that it is bad for the throat and that
sort of thing. And now they have
the famous commentator, Walter
Winchell, and we have come to
think of the Lucy Strike program
as the “O.K. Somebody!” (laugh-
ter) rather than Lucky Strike.

I don’t want to seem to be critical
of this kind of advertising, but I am
mentioning it because it seems to
me that the criticism of it has some
justification, in this respect: that
they are driving home certain per-
formers in a way that only does one
thing and that is to impress the
name of the company doing it with-
out causing any real liking or ad-
miration for the thing sold, or arous-
ing any real interest in the thing
sold.

It may be that it wins customers.
I am not able to answer that, and
of course, I suppose the test of the
advertiser is whether it does win
customers.

But alongside of that I want to
call your attention to another kind
of program to which there seems to
be little or no objection and which,
in my judgment, is a more natural
form of advertising. Maybe it
doesn’t do as much good. I am
thinking, for instance, of the Davey
Tree Surgery program. You may
not like it. You may not even en-
joy it. But there is this to be said
about it: there is nothing in it that
grates or arouses the sensibility of
opposition on the part of anybody.

I saw Mr. Davey some weeks ago
in Canton, Ohio, and he told me he
would have to leave that night, be-

W

chases.

the use of

WORCESTER

The third Price-Waterhouse survey shows that 78.9%, of the

radio audience, listen regularly,

of WORC.

In the City of Worcester alone, this portion of the audience
spends more than $68,000,000.00 annually for retail pur-
Whether you use the Columbia or Yankee network
or spot broadcasts, this tremendous market is open to. you by

fore the meeting was over, probably,
because he was on his way to New
York to speak over the radio in his
program. I said, “Why do you go
all the way to New York? (He
lives out at Kent, Ohio.) Why
don’t you go to Cleveland? WTAM
is on the hookup.”

“Well,” he said, “I can't get the
talent in Cleveland that I can in
New York for my program.”

“Well.” I said, “why don’t you
get your talent in New York, but
make your speech from Cleveland ?”

He said, “I can’t get the organ
background that I want.” He said.
“When 1 talk about trees I want to
arouse a little sentiment in the peo-
ple who listen, and so if I have an
organ background it gives a senti-
mental touch to what I say and I
hope causes people who listen to me
to get in tune with the ideas I give.
In that way I will increase the love
of trees, and if I can increase the
love of trees I have done a great
service to the people, and I think I
have done a great service to my
business, because people who love
trees want to take care of them, and
if they want to take care of them
they will go to experts, and I try to
remind them that we have the ex-
perts.”

That is an illustration of a kind of
advertising that it scems to me does
not arouse opposition. While they
talk considerably in the Davey Tree
program about themselves, never-
theless it is done in a way that har-
monizes with the subject of the ad-
vertiser.

I am not so particularly caught by
the programs, but I think the RKO
“Theater of the Air” programs are
very natural programs. The actors,
the singers, the speakers who adver-
tise a theater, are themselves the-
ater people.

So it seems to me that if the ad-
vertiser will think in terms of his
advertising he may be able to re-
move much of the objection that is
aroused by the policy of using per-
formers that arouse opposition on
the part of a lot of listeners and
give those who want to strike down
on radio advertising, for one reason
or another, a club with which to
beat the radio game, the radio ad-
vertising game.

There is another kind of adver-
tising that I think has proved quite
popular on the radio, and that is the
sponsoring of notable characters,
placing on their programs very no-
table men or notable singers or nota-
ble people, in order to secure good
will. T think there has been very
little if any criticism of that kind of
advertising.

Of course, the great objection we
hear to advertising is that there is
too much driving to sell something
on the air. That I think has been
somewhat toned down.

I remember as a young man in
Cleveland, Ohio, when I was work-
ing on a newspaper, reading a set of
instructions gotten out by Mr. Mar-
lin Pew. At that time he was the
editorial director of the Scripps
newspapers of the state of Ohio.
And I have never forgotten what

78.9% |

habitually, to the programs

18

Broadcast Advertising

=



he said in his advice to his editors.
He said, “The ideal newspaper
would be a newspaper in which
everv line was of interest to every
reader. Now,” he said, “we can
never hope to reach that ideal. But
if we build our newspapers so that
a larger and larger percentage of
what we print in the paper is of in-
terest to a larger and larger percent-
age of our readers, we shall more
nearlv meet the public demand.”
And from that he led to his argu-
ment that they must have more hu-
man interest material in the news-
paper and less of the didactic and
specific and particular items on va-
rious subjects.

I remember along the same line
when I was in college I had a pro-
fessor of public speaking who told
us one day that the greatest orator
in the world could teach us all the
greatest truths of oratory, and he
asked us all to come prepared at the
next class meeting to talk for three
minutes in support of our conclu-
sions as to who was the greatest ora-
tor the world had ever produced.
So when we met in the next session
every student had his particular ora-
tor, and each one gave a talk of two
or three minutes telling why he
thouglht the man he had chosen was
the greatest orator. When we were
finished the professor said, “You
are all wrong. The greatest orator
was Jesus Christ. I don’t say that,”
he said, “because He was divine or
the character of religion, but I say it
because the record proves it.”

One of the students said, “Well,
Professor, you asked us to tell why
we thought our choice was the great-
est orator. Will you tell us why
vou think your choice is?”

He said, “Yes.” He said, “Of all
the men who heard Him speak and
who wrote a record of it none ever
mentioned anything except what
He said. They have never told vou
the kind of clothes He wore when
He preached a certain sermon.
They have never said anything
about His gestures. They have
never mentioned His voice. Those
things were so harmonious to His
thoughts that His listeners never re-
membered anything except what He
said.”’

So it seems to me that the prob-
lem of the radio advertiser is to so
present his advertising as to make
his listener pleased and to have a
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feeling of good will and kindness,
so that he will remember primarily
the advertiser and not so much the
particular method of advertising.

Now, gentlemen, 1 don't know
that I have talked at all about what
you wanted me to talk about. I don’t
know whose toes I may have tram-
pled on. 1 don’t know whose adver-
tising programs I may have praised
or hit. If I had known, [ couldn’t
have said what I have said. But it
was suggested by Mr. Angus there
might be questions and so if there
are questions some of you would like

to ask, [ don't know that 1 can an-
swer them, but 1 should be glad to
attempt to. (Applause.)

H. P. Warwick (Cecil, Warwick &
Cecil, Inc., New York) : 1 should like to
ask the Senator how he figures the radio
receiver owner pays for the privilege of
listening to the broadcast.

SeENATOR DiLL: Well, of course, if he
never buys any of the goods that are
advertised over the radio I suppose he
doesn’t, unless it be he buys a set from
a radio station that is run by someone
who makes sets. But [ think that most
radio owners sooner or later buy some-
thing that is advertised over the radio,
because almost everything is advertised
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over the radio. (Laughter and applause.)

Mgr. AuLen: I should like to ask the
Senator about the quality of the pro-
grams, in England particularly, paid for
by the Government, as compared with
those paid for by advertisers here.

SeENaToR DitL: [ haven’t time to go
into a discussion of programs in England
or other countries but [ can answer you
easiest probably in this way: in all of
England, I think, when I was there,
there were seventeen stations. At no
time could you hear more than two pro-
grams in England. They had one pro-
gram on their high powered station and
then there was always a local station pro-
gram that might be running part of the
time,

I remember I had a set placed in my
room at the Savoy Hotel because I want-
ed to listen to the programs alone, and
I came in on a Saturday afternoon about
two o'clock, turned on the radio, and
couldn’'t get any programs except from
Paris. No, I couldn’t get any programs
at all at that time. I was irying on the
shorter wave-length. I called up the man
who had put the set in and said, “I wish
vou would come up here and see what
is the matter with this radio set. I can't
get anything on it.”

He said, “Well, there isn’t anything on
the air.”” (Laughter.)

This was the city of London at two
o'clock on a Saturday afternoon—there
was no program at all. He said, “If you
will turn over to the long wavelengths
you can get a program from Paris and
probably from Brussels or possibly from
Copenhagen but there is no program go-
ing on in England at two o'clock this
afterncon.”

Then I looked in the newspaper and
I saw that there was no program from
one o'clock until threc-thirty—on Satur-
day afternoon in the city of London!

That is typical of the failure of radio
in those countries to supply the kind of
radio service we know. The programs
are in the first place stiff, if I may use

that word. They are formal. They are
the kind of program that has passed the
censorship of this board. They have
some humorous programs. They were
featuring plays when [ was there. And
they have extremely fine music.

But let me tell you about their orches-
tra. While I was there they announced
that the following weck (I was there in
June) one-half of the orchestra would
go on vacation and so they would only
have half of the regular orchestra to
play (laughter) and then at the end of
that vacation those who had been on
vacation would come back and the others
would go on vacation. This was on their
great national station in London.

The reason for that is that they have
a very limited amount of money, in the
first place, and, in the second place, of
course the English are naturally con-
servative about what they put on the armr
and there was a considerable feeling
existent while I was there because the
money that was raised by this tax on
receiving sets, this permit fee was, a large
part of it, kept in the treasury of 'the
postoftice instead of put into radios. As
I remember, the division was sixty and
forty—sixty per cent went to the radio
and forty per cent went for collecting to
the Postoffice department, which of
course, was a way of putting it in the
treasury. And while I was visiting the
house of Commons one of the questions
that was put to the Minister of the De-
partment that had charge of the post-
ofice was, “What are the plans of the
Department as to allowing a larger per-
centage of the radio fces to be used for
radio purposes?”

But I found this in England: They
have some publications there—The Radio
Times, The Radio World, and The Lis-
tener—and those are government monopo-
lics. My radio publishing friends will
be interested in this: they refuse to give
to the newspapers any advance programs
except as they are placed in The Radio
Times, and the ordinary publication can't
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get those programs until after they have
been printed and published by The Radio
Times. (Laughter.) They have a.
monopoly and they justify it, so that
they can sell this weekly publication and
make a considerable sum of money to
help maintain radio. It is really a very
great problem with them.

Over in Germany, for instance, they
take fifty per cent of the money collected
from radio sets for purposes of maintain-
ing the Government and the other fifty
per cent goes to the radio there, but of
course they have scme private money
mvested there.

In Denmark they take the entire fees
for radio, 100 per cent of them, and 1
may say to you that Denmark is furthe:
advanced in the way of variation of pro-
grams than any other country to whose
radio programs I listened.

But the great difference between radio
in the countries where the Government
runs it and in a country like ours is the
lack of frecedom of development, the lack
of initiative. In this country as you
know--and you men know this better
than anybody else, you advertisers—you
are continually experimenting with some-
thing new in the radio field. You are
continually trying out some new phase.
If it is unpopular, you drop it. If it is
popular, others take it up. Not only that,
but in this country you have made ¢
possible for every kind of listener to
hear whatever kind of program he or she
prefers.

I don’t want to get inte that because
I didn't come here to talk to you about
the advantages of the American system
of radio as against the system of govern-
ment-owned radios, but I did try to talk
to you about safeguarding and using a
little self-control in the advertising, so
that we may maintain this system and not
allow the opposition to advertising to be
built up to a point that it will drive those
of us in Congress to pass legislation that
will eventually take over radio under
Government control.

estern Michigan’s
Most Powerful Station

offers

Greater Daylight Coverage. You cannot afford to over-
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G-E Broadcasts Remain with
B.B.D.&O.
LTHOUGH the Merchandise De-
partinent of the General Electric
Company, Bridgeport, Conn, has ap-
pointed Young & Rubicam, Inc, New
York, to direct the advertising for all
of the G-E appliances, the General Elec-
tric broadcasting will continue in the
hands of Batten, Barton, Durstine &
Osborn, Inc., New York.

Columbia Adds Gary Outlet
THE Columbia Broadeasting System

is now sending a number of its sus-
taining programs to WJKS, Gary, Ind.
This is bheliecved to be preliminary to a
full time affiliation.

WJKS operates on a frequency of
1360 kilocycles with 1250 watts daytime
and 1000 watts nighttime power. Some
time ago this station applied for the 560
kilocycle channel, now occupied by sta-
tions WIBO and WPCC, Chicago. and
was given this place by the Federal
Radio Commission. WIBO secured a
stay order. and has continued to operate.
The case is scheduled to come up early
in May.

Commission Calls for Reports
on Synchronization

EPORTS on the results of tests with

synchronization which have been
made during the past year by a number
of radio stations have been called for by
the Federal Radio Commission. After
examination of these reports the Com-
mission will decide whether enough prog-
ess has been made to warrant continuing
the experiments.

Kincaid Heads Western Broad-
casters Association
EORGE KINCAID, manager of
station KFJI, Klamath Falls, Ore,
has been elected president of the West-
ern Broadcasters Association, an organi-
zation of seventeen radio stations located
in the Northwest.

More Power for Arkansas
Stations
ADIO station KARK, Little Rock,
Ark., has been granted permission
to increase its daytime power from 250
to 500 watts. KFPW, Fort Smith, Ark.,
has been granted a power increase from
50 to 100 watts, a time increase from day-
time to unlimited, and a change of fre-
quency from 1340 to 1210 kilocycles.

Launch “Ideas, Unlimited”

«s Y DEAS. Unlimited,” a clearing house

for and an originator of new ideas
has been formed by a group of agency
and manufacturing exccutives with offices
in the Chanin Tower, New York, and the
Southern Bldg., Little Rock, Ark, Leo
P. Bott, Jr., president of the Bott Ad-
vertising Agency, will be in charge of the
Western activities of this organization.
Edwin M. Phillips, of Associated Ad-
vertisers, will have charge of the Eastern
territory.
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Haller Joins Hawaiian Station
ICHARD HALLER, well known ra-

dio advertising man and transcrip-
tion producer of the Pacific Coast, has
been called to Honolulu by station
KGMB to act in advisory capacity in
the cnlargement of the station activities.
Haller will bd assistant to General Man-
ager A. Henley.

Record Crowd Visits NBC,
Chicago

ON Sunday, April 3rd, 4,039 visitors

were shown through the NBC stu-
dios on the top of the Merchandise Mart,
Chicago, breaking all records. Reason
for the crowd was the General Motors
show on the second floor of the building.

s’

Coward Shoe on Air
JOSEPH RUMSHINSKY, famous
composer, will conduct a series of
broadcasts over WMCA, New York,
Sunday afternoons, sponsored by the
Coward Shoe, Inc., New York.

Legion Asks for Station
ARADIO station to be operated in the

interests of ex-service men has been
applied for by the Donald Holden Post
No. 106 of the American Legion, De-
partment of Missouri, of Albany, Mo.
Full time on 1200 kilocycles, with 100
watts power, is asked. If the applica-
tion is granted, the new station will
replace two St. Louis stations, WIL and
KFWF, which now share time on the
1200 kilocycte channel.
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IS NOW To repeat this job for another radio
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organization.
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RADIO ADVERTISING

MUST BE REGULATED

BY LAW, SAYS DAVIS
(Continued from page 6.)

I will tell you what my idea is:
that you will get very much better
results by having a moderate amount
of advertising than you will by hav-
ing the amount that is generally
given now. For instance, this is
what ordinarily happens: If there
is a name advertised or if they men-
tion some commodity in a very brief
statement and then go into the pro-
gram, the auditors will listen to all
of it. But when they know, from
experience, that when this announcer
or this advertiser starts to talk he
is going to talk for a minute, or two
or three or four minutes, what hap-
pens? Do those listening sit there
and listen through that talk? No.
They start talking with each other;
they either go to biffing this sales
talk or they start talking about some-
thing else. So the advertiser loses
the effect of even having them listen
to what is being said. Then if the
program goes on for a few minutes
and then they go back to that, the
same thing occurs.

If you give the public only so
much sales talk or so much adver-
tising, they are willing to listen and
absorb, and you will be doing in-
fintely better for yourselves than
you will if you make it so lengthy
or so obnoxious that they will not
listen to it at all and will turn away
with disgust, either mentally or
physically. In other words, I am

hrmly convinced that a proper curb
on advertising will not only be in
the interest of radio generally, but
even in the interest of the adver-
tisers themselves.

I don’t know what experience you
have had, but my observation has
been such that I have become abso-
lutely convinced beyond any perad-
venture of a doubt of the sentiment
which I am expressing.

Another thing: As I suggested
before, the Federal Government is
trustee of this important fuaction,
of this function with such a tre-
mendous potentiality. The public
so regards us. They come to us
with complaints if they think that
we are not administering our trus-
teeship in a manner in which they
think it should be administered.
And, as I stated before, the obliga-
tion does rest upon us to see that
radio, which we have assumed to su-
pervise and to regulate, shall be held
on a high and unobjectionable plane
from every standpoint in so far as
that may be possible.

Right in that connection, the
House of Representatives has
passed, and the Committee on In-
terstate and Foreign Commerce of
the Senate has reported, I be-
lieve, a bill which embraces a pro-
vision forbidding the conducting
or advertising of lotteries or lot-
tery contests over the radio. There
has been very little objection even
from the industry to that, so far
as I have heard, but we couldn’t
do otherwise. Certainly Congress
and the Federal Government cannot

be put in the attitude of licensing
citizens to violate the laws of every
state in the Union over the radio.

I heard mention of these contests
today. They arouse interest, yes.
You can always arouse interest with
a lottery. Why, the Federal Gov-
ernment could go into the lottery
business and could conduct a great
national lottery and could raise
enough money to run the Federal
Government without any other
taxes. Yes, that could he done.
But we can’t afford to do it. \We
can’t afford to raise public revenue
in that way. In like manner we
cannot afford to license individuals
to do the same thing.

If we regulate and maintain radio
broadcasting upon a sane, sound ba-
sis so that it will render a service
that is acceptable to the masses of
the people, there won’t be any diffi-
culty about continuing the present
American system, at least in princi-
ple. If we fail, however, to main-
tain it on that plane you may rest
assured that there will be such a
reaction that the system will inev-
itably be changed.

I do not want to see that done,
and so I give the warnings which I
have today and heretofore, with a
view to preserving the system and
avoiding the destruction of it. But.
as I say, I am convinced that there
1s room for reform, there is room
for correction of evils.

I have discussed this subject—and
they have come and discussed it with
me—with many men engaged in
broadcasting and in other branches

GREATER COVERAGE

FOR YOUR SPPOT BROADCAST
DURING DAYLIGHT HOURS
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SPOT YOUR CAMPAIGN
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of the radio industry, including ex-
ecutives of broadcast stations and of
broadcast systems. Almost without
exception they agree that I am cor-
rect in principle. “They approve all
of it, but they speak of difficulties.
They say that “the advertising
agencies insist upon more sales talk
than we ourselves think is proper.
We have trouble with them con-
stantly.”

I understand that the advertising
agencies say they have trouble be-
cause of the insistence of their
clients. .

[ don't know just how that is. |
expect that that is square. I sup-
pose that the average individual ad-
vertiser is obsessed with the idea
that if he pay for fifteen minutes he
should be able to talk just as much
as they will let him about himself
and his goods. But he is looking
at it from an individual, selfish
standpoint. He is not looking at
it from the interest of that broad-
cast station, and he is not looking at
it from the interest of the broad-
cast system generally. So perhaps
the advertising agency feels that he
may want too much advertising, and
maybe they will politely curb him
just as much as possible but still
agree to perhaps more than they
themselves think is wise. The same
thing takes place between the ad-
vertising agency and the broadcast
station.

There is an opportunity and a
duty for everybody involved, but I
will frankly say that I haven't a
great deal of belief that it is possi-

ble for the industry itself to entirely
eradicate an excessive amount of
sales talk. Even if a majority of
advertisers and a majority of the ad-
vertising agencies and a majority of
the broadcast stations and systems
were aware of the situation which I
have undertaken to describe and
were disposed to prevent an exces-
sive amount of talk, there would cer-
tainly always be a considerable ele-
ment who would persist in an exces-
sive amount of sales talk. And so
one advertiser will go to one sta-
tion—one agency—and he will be
allowed to talk this much. One of
his competitors will go through an-
other channel and he will not be per-
mitted to engage in so much talk.
The latter naturally wants.to have as
much sales talk as his competitor,
and so he will go to his station and
say, “If you don’t permit me to talk
that much [ shall have to go to the
other station,” and so he will go.
That is the way those things work
out.

I have very, very often been con-
vinced of the fact that those in this
industry, both the executives of
broadcast stations and advertisers
themselves, especially those in ad-
vertising agencies, realize that this
is carried too far, and yet they are
in somewhat of a vise. They are
driven more or less by competitive
conditions and forced frequently to
agree to something which they them-
selves do not approve. Consequent-
ly. I would frankly state. as I have
heretofore, that 1 believe the only
reform—and reform that is abso-

lutely necessary to preserve the sys-
tem—will be some regulation by
Congress itself, or rather some cri-
terion laid down for the Radio Com-
mission, so as to treat everybody
alike, so that everybody will be on
the same basis.

In my opinion, that would not
only not result in hurting radio or
the advertiser, but it would really
help hoth. Therefore I do not con-
sider that any suggestions I make in
this regard are hostile to either. Of
course, if permitted to run on in an
unbridled way it is doubtless true
that for the time being more rev-
enue might be received. But [ am
talking about the future. I am dis-
cussing what will result in the final
analysis, and we may as well look at
that hecause we are going to be con-
fronted with it, and not at any dis-
tant date, unless there is a change
in the present system. I mean not
so much the present system as the
present practices.

I have thought over this matter a
great deal. I have discussed the
question of the method of regula-
tion with a great many people in all
branches of the radio industry as
well as those who are not within
the industry but who are interested
in the subject and in the success of
radio broadcasting, and I think that
it is pretty generally recognized by
all of those with whom I have dis-
cussed the subject that the practices
cannot go on to the extent they are
going on now, with respect to exces-
sive advertising. [ should like for
us to correct this situation hefore it
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reaches a point that the public will
not be satisfied with the correction,
but will want to use the guillotine
instead of the pruning knife.

We have so often seen a lack of
recognition of a sentiment and an
ignoring of a sentiment until it final-
ly got absolutely beyond bounds, and
I am convinced that we are con-
fronted with such a situation with
respect to radio advertising.

I don’t expect all of you gentle-
men to concur in these views and
conclusions. But as you were kind
enough to ask me to come and talk
with you I felt that you wanted my
real candid views and did not want
or expect me to come down here
simply for the purpose of attempt-
ing to entertain you. So I have in
this very informal way given vou
very briefly and incoherently some
of the thoughts which I have upon
the subject, and I believe that that
expresses the sentiment of a very
large segment of the public, not to
speak of the interests who perhaps
may have a different motive and
which as I said were described by
Senator Dill.

Instead of killing the goose that
lays the golden egg let us a'l work
together towards perfecting instead
of destroying a great American sys-

tem of radio control.
Contests and Lotteries

H. H. Ky~Nerr (The Aitken-Kynett
Company, Philadelphia) : May I ask Rep-
resentative Davis if he construes all con-
tests as lotteries ?

REPRESENTATIVE Davis: 1 can’t answer
that question by saying, “Yes,” or “No."
because there are so many different kinds.

I would lay down the same yardstick or
definition that has been laid down in
court decisions upon the subject, if |
had the interpretation of the provision
put up to me.

If anything is paid either directly or
indirectly for a chance at a prize, accord-
ing to the law in all of the jurisdictions
of which I have any knowledge, that
would be classed as a lottery or gambling
scheme and would come under the ban
of the law.

I am aware of the fact that it is fre-
quently sought to circumvent the idea of
the payment of anvthing for the chance
by various devices. For instance, to give
a specific case, it frequently happens in
these contests that the listener is told
that he or she may have a chance at a
certain prize upon writing a certain an-
swer or a certain nuniber, or something
of that kind, on a wrapper which he can
obtain from a certain commodity. In
order to get that wrapper he or she must
go and purchase that commodity.

That is undoubtedly a violation of the
law. The courts have repeatedly held
that that is a mere subterfuge, that he
indirectly pays for his chance. It is not
given to him free, but he must make a
purchase before he gets that chance.
Those are banned by all the local laws
so far as 1 know. Everything of that
kind is banned.

Now I will give you a distinction which
has come under my observation, not with
respect to radio but generally, and |
think the application should be the same.
I know down home sometimes they will
have a real estate sale and they will ad-
vertise that they will give away certain
prizes or a certain amount of gold at the
sale, and everybody attending the sale is
given a ticket with a number on. There
is no admission to the grounds. Nobody
is charged anything at all for the chance.
It is given away. Each one who receives
a ticket drops part of it in some recepta-
cle, and then they draw out the numbers,
and the one who has the lucky number
gets a $20 gold piece. or whatever the

prize may be. The courts liold that that
is not a violation of the law because the
recipient of the ticket has paid nothing
for it either directly or indirectly.

These contests manifest themselves in
so many different forms that it is im-
possible to answer any question in a
gencral way, except, as | stated before,
that I think the criterion laid down by
the courts is that if anything is directly
or indirectly paid for, or parted from
the recipient of the chance, it is a viola-
tion of the law.

Do I make myself clear?

Mr. Ky~Nert: No, I am sorry to say.
you don't. 1 think I have some com-
prehension of the lottery laws. What 1
am trying to get at, however, is whether
you feel that contests of any sort should
be eliminated from the air. Perhaps that
is a little more definite question. I first
used the word “contest,” then said “lottery
contests.”

REPRESENTATIVE Dawvis: Well, the
existing provision is any lottery or scheme
by which they draw by a lot or chance—

Mr. KyNErT: | understand.

REPRESENTATIVE Davis: And I am
frank to say that I think, generally speak-
ing, that those are objectionable and they
are generally banned by the local courts,
by the local laws, rather. Of course, it
is true that many people do not object to
those things, and yet there is a large ele-
ment that' does, and as I stated at the
outset 1 do not think the Federal Govern-
ment can place itself in the attitude of
sponsoring any program or any feature
of broadcasting which is censurable, even
on the part of any of the law-abiding
people, or people who feel that we ought
to conduct it on a higher plane, and I
think that most of them do.

Majority or Minority Opinion?

H. S. GaroNer (Gardner Advertising
Company, New York): I should like to
ask Mr. Davis whether or not he feels
that the profests he referred to earlier in
his talk might represent the majority feel-
ing of the people or the minority feeling?
I think it is a pretty well-established fact
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that the objector is more articulate than
the man who favors something. The
man who has a personal grudge or a
feeling of dislike is very apt to express
it. The person who is pleased is not so
apt to do so.

I am wondering whether or not the
members of Congress who are interested
in this subject feel that they have sensed
the general feeling of the public at large,
or whether they are depending too much
upon those who may have protested, per-
haps because that is their constitutional
nature.

REPRESENTATIVE DaAvis: Speaking for
myself, I am thoroughly convinced that
the views I have expressed represent a
large majority of the public, the listeners,
not that I have, of course, heard ex-
pressions from any more than a small
number, but the sources of my informa-
tion not only with respect to the listen.
ers but others who speak cf the reaction
they get I think represents a fair element
of the people and different classes of
people. I don’t think there is any ques-
tion at all but that the vast majority of
the people are dissatisfied with as much
sales talk as we arc now having. In fact,
outside of the radio industry, I don't hear
any expressions to the contrary.

C. W. Hovr (C. W. Hoyt Company,
Inc., New York): Along these lines,
a few years ago we didn't have radio
as a means by which to advertise,
We used newspapers, magazines, bill-
boards, and other forms of advertising.
What has happened in the last few
vears in the case of certain advertisers
is that they have given up all other forms
of advertising and are using radio exclu-
sively, and in many instances where that
has been done the sales are showing
greater increases than they did when they
used those other forms of advertising. [t
scems to me. following what Mr. Gard-
ner has said, that that is rather indica-
tive of the fact that certain prograims
must be pleasing to the public or they
wouldn't respond in that way to the sales
of the products advertised.

CHAIRMAN GaAMBLE : Do you have
any comment to make on that, Mr. Davis?

RErRESENTATIVE Davis: Well,’ of
course, I can't say ‘with respect to indi-
vidual cases. 1 will say this, however,
that the companies who have had that
result would certainly not get it if we
g0 to a Government ownership systen
in which no advertising is permitted. I
will state further that it is my opinion
that those same advertisers—I don't know,
I can’t very well say that, without know-
ing whom you are talking about—but [
think that many of the advertisers, even
though they do get results now, would
get much better results, even from their
own standpoint, if they had less adver-
tising talk and more acceptable. Much
of the advertising is not only voluminous
but otherwise unattractive. It is as Sena-
tor Dill says: Some of the advertising
messages are of such a character that
they go over pretty well and do not
cause a feeling of revulsion; others have
just the reverse effect. It is just like
any other form of advertising.

I will say furthermore that 1 think it
is getting worse with respect to many
advertisers and many programs. There
is a degree of sales talk among different
advertisers. Some of them are much
freer of it than others, but [ think on
the whole that the advertising talk has
been increasing during the past year or
two and in fact all along, that there has
been a gradual increase of it, and I think
it has certainly reached an excessive vol-
ume, not only from the standpoint of the
public interest but also from the stand-
point of the advertiser and certainly the
broadcaster, not to speak of the fact, as
Senator Dill undertook to stress, and
which I have undertaken to stress, that
even if the present situation is satisfac-
tory to many people it is unsatisfactory
to such a large number that there will be
a continual agitation and criticism which
will doubtless result in some drastic action
being taken.

Quantity or Quality?
J. M. Dawsox (Tracy-Locke-Dawson,

Inc., Dallas, Texas): Mr. Chairman,
as a member of the A.A.A.A. Radio
Committee 1 should like to make a few
remarks.

I sometimes think that there is a con-
fusion about this question of sales talk,
the quantity of sales talk. I think some-
times it is the way the advertising credit,
as we call it, is put over the radio rather
than the amount of the sales talk that is
objectionable. [ know I have sat at my
radio many times and been thoroughly
entertained—and I mean that in its full-
est sense—by the man who was giving
the sales talk, and I believe that is true
of thousands upon thousands of radio
listeners. On the other hand, I have
heard advertising credits of a much
shorter nature that were obnoxious to
me and I think likewise obnoxious to
many other listeners.

As to this thing regulating itself, 1
have had a very definite experience in
that respect. The radio public regulated
one of our radio programs very definitely,
and it didn't take us long to find out that
they were regulating our program, and
we very quickly corrected the program
the way we thought the greatest major-
ity of people wanted it, and today that
particular program is the most successful
that we have ever offered on the air.

On this matter of time, I have just
gotten some figures that may be interest-
ing. [ presume most of you have read,
seen, or heard these figures. They were
startling to me when I first got them.
For instance, take the two chains. Let
us take Columbia first—78 per cent of all
the Columbia chain programs are non-
commercial programs; 22 per cent are
commercial programs or advertising pro-
grams as we understand them. Out of
the total time less than 3 per cent is
devoted to commercial credits. In other
words, for every one hundred minutes
they are on the air with programs ninety-
seven minutes are devoted to entertain-
ment and three minutes to advertising.

That may be too much. It may not
be enough. 1 don’t know, and I don't

WOMEN STILL WEAR
UNDERWEAR

Local department store
staged sale of women’s
underwear. Used 3 short
announcements over
KOIL exclusively.
other med.ium used. Re-

sult: 1900 units sold.
Largest day in point of
units of 1 line sold in

25-year history of store.

N-B-C—WJZ Network

NOW K-O-1-L ANNOUNCES

Larger Frequency Discounts

No Applicable to announcements and programs except on Farm Programs. Short
rate applies if cancelled. Discounts as follows: 13 times — 5%; 26 times —
10%; 39 times — 15%; 52 times — 20%; 100 times — 25%; 200 times — 30%;
300 times — 40%.
If your program is off the air during summer months use announcements to
keep your message before the Iowa-Nebraska market at greatly reduced cost.
Two-announcer system assures maximum of attention value.
wire today for full details and rates.

RADIO STATION K-O-Il-L

Commercial Dept.

Write or

Omaha, Nebraska

ONLY FULL-TIME STATION IN IOWA AND NEBRASKA OF 1,000 WATTS OR OVER
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think anybody knows, and the one thing,
as an advertising agent, that I am inter-
ested in finding out is whether or not
that is too much. 1 thiok the greatest
service that could be rendered to the in-
dustry is to determine that question and
think it should come through the Radio
Commission. [ am speaking purely from
personal conviction and personal observa-
tion. I have the impression that the
Radio Commission has done a very, very
fine job. I think they are working on
some things now that are going to be
fine for all of us engaged in this radio
thing.

I think that this material should be
gathered and it should be tabulated. I
think it is perfectly fine and I think it
is perfectly proper for the Congress of
the United States to take the interest that
they are taking in this subject. I find no
fault whatever with that. I think this
meeting here today has been most con-
structive from every standpoint. On the
other hand, and getting hack to the self-
regulation of this thing, I would remind
Judge Davis of this one point: I think-
and [ know from experience of some
seventeen or eighteen years in this adver-
tising business—that the quickest and bes!
way to find a reaction to any advertising
problem is the bank account of the adver-
tiser. Let him find that something is
not profitable and it is not going to be
long before he cures that thing, whether
it is the kind and type of advertising,
the medium that is being used, or the
advertising agent that he is employing.
Very quickly the man who is investing
his money is going to do something about
it and that is just as certain to happen
in radio as it has always happened in all
other advertising media.

I don’t say that the Governmient of the
United States should let any industry of
this kind go unbridled. This radio in-
dustry is entirely different—I realize that.
I don’t say that they should let it go
unbridled, that they should let advertisers
or advertising agencies or broadcasters

run away with the thing. I don’t say
that at all. But it is so new. The thing
is only in its infancy. It isnt out of its
swaddling clothes vet. It has only just
begun, and I am just as certain as that
I am standing here today that the men
who are investing their money—and they
are the men who are selling merchandise
—if they find that they are abusing this
thing, that they are using too much or
the wrong kind of advertising or the
wrong Sort of announcers to tell their
advertising ‘story over the radio, wi!l
make some change in it.

I know this: that we as advertising
agents are deeply interested in this thing.
It is one of the main factors of our busi-
ness existence. It is a very, very impor-
tant factor in the business existence of
our clients, and most surely we would be
the last to want to kill the goose that
lays the golden eggs.

Mg. Stiecel. (WJSV) : It is customary
at services of this kind along about this
time of the evening for somebody to prc
nounce benediction, and I am assuming
that position for three reasons: first. |
am an escaped Congressman; second, !
am a radio director; and, third, a news-
paper editor. [ believe I am qualified
therefore to pronounce the benediction
over this great meeting this afternoon.
(Laughter.)

Ewin Davis is a square-shooter. He
is an old colleague of mine.

Senator Dill and I have discussed these
questions frequently.

Every one of us is right in the posi-
tion we have taken and we are all pull-
ing together and we are going to win
this fight for improved radio.

But I want to say to Congressman
Davis that I believe the question he has
emphasized the most is a question of
quality of the advertising rather than the
quantity. When a man tells me that if
I smoke a cigarette I am going to cure
an Adam’s apple (laughter) I have my
doubts, even though he takes but a min-

eoe FOBACCO—

One Big Reason Why Business
is Good in North Carolina

Three-fourths of all cigarettes made in the United States are made
in North Carolina—one reason why North Carolinians have jobs and
money to spend—why this State leads the South in total net sales.

is Richmond, Va.

ute to tell me. On the other hand, if
a man gives me a long talk and tells me
that I can save two dollars by spending
one, I think, because I want to make the
two dollars. He may take ten minutes to
tell me that, to convince me.

I believe these advertising agencies
woutld be all right if they didn’'t forget
their particular part in this picture, that
the radio stations would be all right, and
that Congress would be all right, and I
believe this meeting has been productive
of good because it has caused ns to rub
elbows and get closer together and iron
-out some misunderstandings that have
been broadened and lengthened by long
distance discussion.

What Type of Regulation?

C. G. Gannox (Erwin, Wasey & Com-
pany, Inc, New York): Mr. Chair-
man, | don’t want to seem to dishonor
the benediction pronounced by the pre-
vious speaker, but I should like to ask
the Judge if he would state the type of
regulation which he favors.

REPRESENTATIVE Dawvis:  Well, of
course, that has been a moot question
among those who feel that something
should be done along this line and vari-
ous suggestions have been made.

My opinion, candidly, is that it should
consist at least chiefly of name or in-
direct advertising and perhaps the use of
a slogan, I agree thoroughly with you
gentlemen who have stressed the differ-
ence between the quality of advertising.
Some of it is objectionable, 1o matter
how brief. Others are not so unless
carried to an unusual length. But there
is no way of defining or regulating the
character and efficiency of an announcer
or of a particular program. While there
is undoubtedly a difference in the quality
and in the acceptability of it from a
listener’s_standpoint, yet notwithstanding
that, I think that many of the programs
are entirely too lengthy as far as adver-
tising talk is concerned.

I think many of you gentlemen are
aware of the fact that some of the most

WPTF is centrally located in this rich territory, and there’s no other
radio station within 80 miles. Associated NBC station—nearest other

WESTERN ELECTRIC EQUIPMENT

Power 1,000 Watts — Frequency 680 Kc.
Double Western Electric 78's and 33 1/3's

H. K. CARPENTER, MANAGER
R. L. BRIDGER, COMMERCIAL MANAGER

New York Office: Lincoln Bldg., 60 E. 42nd Street
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effective advertising in the history of ad-
vertising has been npame advertising. [
think entirely too much stress is laid
upon purcly elementary descriptions: For
instance, if you are advertising a certain
car it isn't necessary to tell the public
what a car is for or details which are
familiar to everyhody who is interested in
a car. What you should do is get over
to the public mind that particular car.

It is the same with regard to toothpaste.
Anybody who is likely to buy toothpasts
knows what it is for when he buys it.
[t isn’t necessary to give a long detailed
instruction-as to how to use it.

So it is with various things. [ think
that by name advertising at appropriate
intervals, ad not too often, and perhaps
by the use of some slogan which would
drive home the commodity or the service,
some brief statement of that kind, you
will get more results than you will by o
continued, detailed discussion of a funda-
mental use of the commodity, because yon
will hold the attention of the listener
during the entire program and the entire
statement, whereas as [ said, and | have
observed it often and have heard
others say that they have observed it, if
you go into a long sales talk they will
quit listening and begin thinking about
something else or talking about somnething
else

That is my view in a general way.

Mg. Dawson: Judge Davis seemed to
be rather positive about the large num-
ber of people who object to the type of
advertising credit that is now being em-
ployed. I should like to ask the Judge
if he has made any investigation? Let
me make this statement first: he has
likewise evidenced a desire that we con-
tinue to give to the American people
the kind of radio entertainment that they
are getting at present. [ should like to
ask the Judge if he has made any investi-
gation as to what would happen to radio
if the advertiser should be reduced to
mention of name only and a slogan.
Does he know qr does he have any idea
as to what use would be made of radio
under those circumstances?

A Key Station of the Columbia
Broadcasting System, originating
regular daily programs to stations
west of the basic network.

REPrESENTATIVE Davis: It was used
largely in that manner up until recent
years, until the last two or three years.
It started with name advertising. Adver-
tising got in. It has gradually grown
and grown and grown. [t is my opinion
that the advertiser would get just as good
or better results and would continue to
advertise as much as he does now.

Sexaror Die: Mr. Chairman, I have
one thonght I should like to suggest. |
should like to ask whether this whole
situation doesn’t call for the finest in-
genuity that these men engaged in this
business can show. In other words,
whether this kind of advertising doesn’t
call for them to use an ingenuity to meet
this situation such as they have not used
to any great extent up to this time.

I don’t believe you can depend entirely
on slogan advertising, or any other one
thing, or anything I can say, but I have
so much faith in the ingenuity, in the
ability, in the initiative of American ad-
vertisers and advertising men that I be-
lieve if they will put their minds to it
for the purpose of meeting a situation.
and not simply follow in the old ruts,
they will come out of this situation
Brains will win in this thing just as they
win in everything else.

Quartet on Moth Cake Program

HE Zorex Company, makers af

Zorex Moth Cakes, is sponsoring a
series of noontime programs three times
a week over a CBS hookup, feaiuring the
“Zorex Moth Chasers,” a quartet that is
well known to listeners as the Maple
City Four. Faxon, Inc, Chicago, is the
agency in charge.

Radio Night Club for Cigar

HE Bernard Schwartz Cigar Cor-

poration, Detroit, is sponsoring a new
radio night club, broadcast each Tues-
day and Thursday evening over an NBC
network in the intcrests of the R. G.
Dun Cigar.

WHAS Joins Columbia System

ADIO station WHAS, in Louisville,

Ky., which has recently been au-
thorized by the Federal Radio Commis-
sion to install a fifty-thousand watt
transmitter, will become a member sta-
tion of the Columbia network on Sun
day, May 15. WHAS is owned and
operated hy the Courier-Journal Com-
pany and the Louisville Times Company
and uses the 820 kilocycle channel.

Broadcast from Theatre

COINCIDENT with the announcement
—~4 that the WLS National Barn Dance
would be broadcast from the stage of
the Eighth Strect Theatre came the an
nouncement that Airway Sales Engineers,
Chicago, had arranged to broadcast the
Automatic Soap Flakes and Kitchen
Klenzer programs from the stage.
Placards on the stage inform the packed
theatre ahout the sponsorship. Mail
response, contrary to expectations, has
shown a marked increase each week.

Field Intensity Surveys
Reported
REPORT on thousands of daytime
Held strength measurements made by
the Bureau of Standards on radio sta-
tions in the eastern part of the countrv
is included in the April edition of the
Jowrnal of Research of the Bureau, ac-
cording to an announcement from the
Department of Commerce.

New Program for Pops
OODTOWN KITCHENS, Inc,, Chi-
cago, makers of Pops, a breakfast

food, will sponsor the Pops Pirate Club,
a juvenile feature, six nights each week
over WGN, Chicago, beginning May 9.
McJunkin Advertising Company, Chicago.
is directing the Pops advertising. The
Pirate Club is a feature originated by
A. T. Sears & Son, who will' assist in
the production,

LET THE DIALS
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YOUR SPRING MESSAGE

MIDLAND BROADCASTING CO.. KANSAS CITY, MO.
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KTEBS

Shreveport, Louisiana

Afhliated With

NBC

FFERS ideal facilities

for reaching the buy-
ing power of a million
population in the great Tri-
State trading area of Louis-
iana, Arkansas and East
Texas.

Listeners’ preference for
this station proven by re-
sponsiveness and actual ad-
vertising returns.

Send for booklet contain-
ing survey of market.

Studios in the
Washington-Youree Hotel

1 "
i MAKE 1
YOUR

. DOLLARS |
TALK

i MONTANA

KGIR

“The Voice of Montana at Butte”

WESTERN
ELECTRIC
TRANSCRIPTION
EQUIPMENT

| <®rv

The NBC Outlet for
Western Montana
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WHAT ARE THE WILD
NEWSPAPERS SAYING?
(Continued from page 3.)

for any given program. All a news-
paper or magazine supplies is a
given number of potential readers
for the advertisement. All a radio
station supplies is a given number
of potential listeners for the adver-
tisement. And usually the “milline”
rate for radio circulation is so much
lower than the rate for space ad-
vertising that the comparison is
most disparaging to the publications.

Additionally, the radio advertiser
has two and one-half times as much
chance to reach his listener as the
space advertiser has to reach his
reader. Accredited surveys show
that the average radio operates
about 23 hours a day; a large per-
centage of sets operate from 4 to
6 hours a day. Frankly, I have
never seen a survey which showed
the average reading time of a news-
paper, but I venture the guess that
a mighty small percentage of read-
ers devote 222 hours to each daily
paper. The average certainly
shouldn’t be more than one hour;
by far the greater number of read-
ers falling into the 15-minute to 30-
minute class.

And how much of a newspaper is
one going to read in a scant 60 min-
utes when the average metropolitan
newspaper has as much to read as
will be found in an ordinary novel?
There are anywhere from 40,000 to
200,000 words of editorial content
in any good daily. The advertising
that daily carries runs anywhere
from fifty to one hundred per cent
or more of the editorial content.
The total printed content of an av-
erage daily newspaper is equivalent
to two average books. How much
of two hooks can one read in an
hour?

Following a fallacious and entire-
ly inconclusive reasoning about
“criculation,” the Texas publishers
present an atrocious “allegorical so-
licitation™ of radio advertising, pre-
sented on the basis of a space solici
tation. In itself, this allegory re-
véals rank prejudice—and prejudice
has no place in a sane comparison
of media.

This allegorical solicitation is fol-
lowed by the imaginary space-buyer
insisting upon the answers to five
questions which he knows to be un-

answerable. The point the Texas
newspaper publishers overlook is
that if the questions are right and
proper for radio, they must of
course be answered by themselves.
The questions are very silly, but
since they have been made seriously
in a well-bound book presenting
the case of the Texas newspapers,
we will publish them here, then in
turn, ask them the same questions.
The five are:

1. How many stormy evenings do
you anticipate?

2. How many homes in your terri-
tory own radio receiving sets?

3. How many of these homes own-
ing radio receiving sets maintain these
sets in good working conditions?

4. Give me an estimate of the num-
ter of FLomes in your territory having
radio receiving sets in working order
in which the family will be at home
during the one-half hour that you
specify.

5. Of these homes in this territory
having a radio in working order, grant-
ing that the radio will be turned on
during the half-hour you specify, how
many will find the family listening to
the program you specify, regardless of
the competition of other programs?

Because newspapers are a much
older division of advertising and
have marshaled their statistical and
sales promotional departments to a
higher degree of efficiency than ra-
dio men, let us ask the newspapers
the following counter questions:

1. How many paper boys will de-
liver the newspapers in such a way
that they will be rained on before the
subscriber has a chance to pick them
up off the porches?

2. How many of the homes in your
territory are subscribers to your pa-
per?

3. How many of the people in each
of those homes read the newspager
every single day? What portions of
the newspaper? How many advertise-
ments do they read?

4. How many of your subscribers
are out of work? Have taken cuts in
salary recently? Have the same pur-
chasing power they enjoyed five years
ago?

S. How many of your readers will
carefully read every word of the copy
in my ad, regardless of how attrac-
tive other ads may have been made to
appear?

When the Texas newspapers an-
swer these five questions (which
they should be able to do, since they
have the much better established
advertising medium), I believe we
can safely promise answers to the
questions they have put to us.

More or less in summary to the
Texas newspaper publisher’s opin-
ion on how to “eliminate advertising

Broadcast Advertising



waste,"” is the question, “\What am
I getting for my money ?”

Just this: an opportunity to em-
ploy a sales medium that has def-
initely proved itself far and away
more effective than any other exist-
ing medium.

That is no idle statement made
out of ignorance of what other
media have accomplished. Newspa-
pers—magazines—outdoor — direct
mail, and all other forms of adver-
tising have individually and collec-
tively proved themselves eminently
successful as sales media, have ex-
periences. behind thenr which prove
irrevocably the valué of properly
employed white space. The list of
advertising successes that must be
attributed to these media is such as
would convince the most skeptical.

By the same standard of measure-
ment—actual increase in sales—ra-
dio broadcast advertising also Las
an ever lengthening list of amazing
successes. There are those who
have tried to employ radio, but
without success. So also, there are
those who have tried space adver-
tising without success. Probably,
taken as a unit, the newspapers have
had a Targer mortality amongst ad-
vertisers than any other single divi-
sion,  Certainly the turn-over
amongst advertisers (due entirely to
failure of the space to justify itself
in sales) is very large—even in such
nationally recognized media as the
Saturday Evening Post, Colliers,
Christian Science Monitor, New
York Times, or World’s Work.

All divisions of advertising have
had their successes and failures, in-
cluding radio. But there is this to
be said of broadcasting: this new
form of advertising has shown a
capacity for growth and acceptance
that is without parallel in any other
division—entirely because of its in-
fluence upon the sale of merchan-
dise.

The radio industry is right now
entering a period of malicious dam-
nation by its several contempo-
raries. The longer dollars remain
hard to get, the longer and more se-
vere will become our competition.
Up to the present time radio has ac-
tually benefited by the depression.
During the past two years the news-
papers, magazines, out-door, and di-
rect-mail forms of sales promotion
have lagged in effectiveness.

\When these old, familiar doctors
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failed to cure the patient, the sales
seekers turned to radio. And for
the most part we have come up to
the scratch. We have done what
other media failed to do. And our
contemporaries don't like it. They
are jealous of our success. Right
now—and probably for some time
to come—they will voice that jeal-
ousy, It is up to us to let them do
so—knowing that there is ample
room in the advertising world for
all media—particularly for the suc-
cessful medium.

And in the meantime, hope to
heaven that all future opposition
will be as obviously prejudiced, as
weak, and as impotent as that which
has turned up so far. Our opposi-
tion can’t laugh at us, because no
one can laugh away success. In the
long run, the more of this sort of
material that is published the bet-
ter will be our case. Radio is a will-
ing target for boomerangs.

Sound-Proof Audition Room in
Agency’s New Quarters

RADIQO audition room, doubly sound

proofed by stagger-studded walls
with rock-wall infill that rest in a gelatin-
like material at both floor and ceiling
and with felt-lined ventilation ducts, is a
feature of the new offices of Ruthrauff &
Ryan, advertising agency, in the Chrys
ler Building, New York City.

More Power for KTFI
AN increase in night power from 250

watts to 500 watts has been granted
to radio station KTFI, Twin Falls, Idahe
by the Federal Radioc Commission.
KTFI operates on a frequency of 1320
kilocycles. Heretofore it has been using
500 watts days and 250 watts nights.

Ties Up Knitting and Baseball
BY spotting its new “Knitting Guild”

immediately before its daily baseball
broadcast, WGN, Chicago. believes that
many women will start knitting during
the lesson and continue it throughout the
ball game, the broadcast of which is spon-
sored by the John R. Thompson Com-
pany, operators of a chain of restaurants.

Columbia Renewals

RIGINALLY scheduled to end in

May, the “Adventures in Health”
broadcasts, featuring Chicago’s health
commissioner, Dr. Herman N. Bunde-
son. and sponsored by Horlick’s Malted
Milk Corporation, have been rencwed to
continue through the summer and 11 sta-
tions added to the original Columbia
chain.

J. A. Folger & Company, Kansas City.
has also renewed it8 “Judy and Jane™
programs, broadcast Monday to Friday
over 13 Columbia stations. The Folger
agency is Blackett-Sample-Hummert, Chi-
cago.

1000 WATTS

Basic Station
Columbia Broadecasting System

1240 KC.

; 50 MILES

AROUND

| DETROIT

Station WXYZ dominates
in popularity, with the high-

| est grade entertainment on
‘ the air.

Advertisers who want to

| convert this rich 50-mile

market to profit, will fird
the dominance of WXYZ an

ful exploitation.

‘ effective means of success-

KUNSKY - TRENDLE
| Broadcasting Corporation
Executive Offices
300 Madison Theatre Building,
| Detroit, Mich.

THE BIG
' GRAND RAPIDS
MARKET

l exclusively served by the only
broadcasting station in this live, |
up-to-date city.

|
Kunsky-Trendle Corporation,
l Young Building, Grand Rapids |

WOOD.
| WA SH

500 WATTS 1270 KC.

HEINL

Supplies the only

- Confidential

’ semi-weekly
radio information service.

' 405 Insurance Bldg.

Washington, D. C.
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New Accounts on the Air

The Principal New Accounts of Radio Stations with
the Exception of Chain and Strictly Local Programs

(Where no address is given, the advertiser is located in the same city as the radio station)

CONNECTICUT
WDRC—Hartford
Nehl, Inc.,, Columbus, Ga. (Nehi Bev-

erng?.

Raekliffe Oil Co., New Britain, Conn.
(Gasoline).

E. L. Knowlex, Inc., Springfleld, Mass.
(Rubine).

Skinner Silk Co., Boston, Mass. (8ilks).

ILLINOLS
wBBM—Chica
Wilkening Mfg. Co., Phlladelphlu. Pa.
(Piston Rings).
Globe-Union Mfg. Co., Milwaukee, Wis,
(Auto Batteries).
John Ritzenthaler, New York (Ritz
Neverub),
Rit Products Corp., Chicago, Ill. (Rit
Tints and Dyes, etc.).
WMAQ—Chicago
General Foods Corp., New York (Grape
Nut Flakes).
Olson Rug Co.
Tobey Pollsh Co., Geneva, N. Y.

IOWA
WMT~—Waterloo
Matt Gruben & Sons. Waverly, Jowa
{(Granite Memorialg).
Beach Brothers, Dubuque. lowa (Soap).
Cash & Carry Nursery, Mason City. Iowa
(Flowers).
Farmers' Seed Nursery. St. Paul, Minn,
(Flowers).
MARYLAND
W FBR—Baltimore
Beechnut-Packing Co., Canajoharije, N. Y.
(F Products).
Quaker State Oil Refining Co., O}l City,

Pa.

Norwich Pharmacal Co., Norwich. N. Y.
(Unguentine).

Household Finance Corp., Chieago. Il
(lnvestmenls;q.

Pebeco, Inc.,, New York, N. Y, (Tooth
Paste).

The Gosman Co. (Ginger Ale).

American Oil Co. (Amoco Gas & Oil).

MASSACHUSETTS
wBSO—Babson Park
B. F. Sturtevant Co., Boston, Mass. (Alr
Cooling).
Bay State Nurseries, North Abington,

Mass,
WTAG—Worcester
Florence Stove Co., Gardner, Mass.
Kenglea Trade School,.Boston. Mass,
Wondet Heat Burner Co.. Salem. Mass,
(Wonder Heat Burners).

MICHIGAN

wWOOD—Grand Rapid
Slée':“in Willilams Paint Co., Clavelnnd,

i
Duteh Tea Rusk Co., Holland. Mich.
(Rusk).
G. R. Kinney Co., Inc., New York, N. Y.,
(Local dealer). (Shoes.)

MISSOURI
KFEQ—St. Joseph
Ozment Instruction Bureau, St. Louis, Mo.
(8chool).
Douglas Candy Co,
Ansbacher-Slegle Co., New York, N, Y.
(Insecticide).
WIL—St. Louis
Malilted Products Co., Chicago (Malt
orange).
Natloral Dairy Produots Corp., New York
(Hydrox Ice Cream).

NEBRASKA
WOW—Omaha
General Motors Co., Detroit, Mich.
NEW JERSEY
WOR—Newark
8. Lines, New York, N. Y. (Steamship
(Transportation).
Japanese Chamber of Commerce.
J.NM.Y}'lorton Ice Cream Co., New York,

Atlantie Refining Co.. Philadelphia, Pa.
(Oils & Gas).
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NORTH CAROLINA
WBT—Charlotte
Nehi, Inc., Columbus, Ga. (Nehi Bev-

erage).
WBIG—Greensboro

Hattaway Jordan Seed Co.

Crazy Water Crystals Co.. Raleigh. N. C.
WPTF—Raleigh

Valvoline Motor Oil Co., New York, N. Y,

Qli;ikel State Oil Refining Co., olil City,

United Drug Co., New York, N. Y.
Nehi, Inc., Columbus, Ga. (Nehi Bev-
erage).
NORTH DAKOTA
WDAY—Fargo

Interstate Nurseries, Hamburg, Iowa
(Seeds, etc.).

Scientific Laboratories, San Francisco,
Calif. (Reduceoids).

Swedberg Nurseries, Battle Lake, Minn.
(Trees).

Great Northern Ry.. St. Paul, Minn.

Hotel Lowry, St. Paul. Minn.

International Harvester Co., Chicago, Iil.
(Local branch). (Implements.)

OHIO
WCAH—Columbus

The Marletta Paint & Color Co.. Mariet-
ta. Chio,

Beechnut Packing Co., Canajoharie, N. Y.
(Food Products).

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

OKLAHOMA

KFJF—Oklahoma City

Fugate Co., Indianapolis, Ind. (Medlcmal
Remedy).

Tanna-Menthol Co., Tulsa, Okla, (Medic-
inal Remedy)

Klix Co. (Beverage).

National Ald Life (Insurance).

Prosperity Wednesday Association (Pro-
motional).

Slendress Laboratories Co., Dallas, Tex.
(Reducing Cream).

PENNSYLVANIA
WGAL—Lancaster
N. V. Potash Export My.. Inc., New York,
N. Y. (Fertillzer).
Marco Products Co., Mountville, Pa.
(Salve).
Eastern Seed Co.
Tomolo Co., Buitimore. Md. (Salve).
General Mllls Inc.. Minneapolis, Minn.
(Flour).
Goodrich Rubber Co., Akron, O, (lLocal
denler) (Tires).
McCormick & Co., Baltimore, Md.
(Mayonnaise).
My-T-Fine Corp.,, Philadelphia (Candy).
WHKJC—Lancaster
Geo. D. Wetherifll & Co., Inc., Philadel-
phia, Pa. (Paint).
The Baugh & Son Co., Baltimore, Md.
(Fertlllzel?.
Hamburg Plow Works, Hamburg. Pa.
E. T. Rugg Co., Newark, Ohio (Rope).
Cello-Wax Co., Baltimore, Md.
wCAU—Phlladelphla
John F. Jelke Co., Chicago, Illl. (Oleo-
margarine).
Olson Rug Co.. Chicago. 11
Pennsylvania Railroad
Quaker State Oil Refining Co., Oll City.

Pa
Adam Scheidt Brewing Co.

WIP-WFAN—Philadelphla
Field & Flint Co., Brockton, Mass. (Foot-
Joy shoes for men).
K DKA—Pittsburgh
Land O' Lakes Creamerles, Inc., Minne-
apolls, Minn. (Butter, Cheese, etc.).
John F. Jelke Co., Chicago (Good Luck
Foods).
Vi]rglnln Snow Studios, Elgin, Ill. (Cata-
oR
Allen Knapp, Ine., New York (Ready-to-

ake).
J. Logan Co. (Mattresses).

WCAE—Pittsburgh
Atlantic Refining Co., Philadelphia, Pa.
Oil & Gas)
F. \V Clements Products Co.. Rochester,
(Local dealer). (Kruschen Salts.)
\Veldeman Co., Cleveland, Ohlo (Ginger
Ale
Su};?‘mll Hotel & Golf Club, Uniontown,

SOUTH CAROLINA
wC8C—Charleston
Quaker State Oil Refining Co., Oil City,

Pa.

Nehi, Inc., Columbue, Ga. (Nehi Bev-
erage).

Jarman Shoe €o., Nashville, Tenn.
(Friendly Fi\'e 8hoes).

Seiberling  Rubber Co., Akron, Ohio

(Tives).
TENNESSEE

wDOD—Chattanooga

B. C. Remedy Co.. Durham, N. C. (Head-
ache Powders).
Nehi. Inc.., Columbus, Ga. (Nehi Bev-

erage).
The Nisley Co., Columbus, Ohio (Ladies’
Shoes).
TEXAS
KPRC—Houston

Hudson Motor Car Co., Detrolt, Mich,

General Mills, Inc., Minneapolis, Minn.
(Wheatles).

Moore Bros., Houston. Dallas and San
Antonio (Bendix Brakes),

United Drug Co., Boston, Mass.

Guaranty idg. & Loan Co., Houston-
Galveston, Texa

Vllrglnln Snow Studios. Elgin, NI, (Cata-
Og
KTLC—Houston
Nehi, Inc., Columbus. Ga. (Nehi Bev-
erage).
Moore Broa (Bendix Brake).
UTAH

KDYL—Salt Lake City

Utah Oii Relining Co. (Pep 88 Gasoline).

Victor Neustadlt, Inc.,, New York, N. Y.
(Gesunheit Malt).

Bell Tallors, Inc., Denver, Colo, (Chain
Clothing Storex).

Kelvinator Co., Detroit, Mich. (Electric
Refrigerators).

Sears, Roebuek & Co.. Chicago, Ill. (Local
branch. Salt Lake City, Ogden and
Provo, Utah). (All-State Tires.)

KSL—Salt Lake City

Phoenix Hoslery Co., Milwaukee, Wix.

VIRGINIA
WRVA—Richmond
Ql}?ker State Oil Reflning Co., Oll City,

a.

General Mills, Ine., Minneapolis, Minn.
{Bisquick).

Nehi, Ine, Columbus, Ga. (Nehl Bev-
erage).

Stanbnck Medicine Co., Salisbury, N. C.

Globe-Union MIfg. Co, Milwaukee, Wis.
(Auto Batteries).

WASHINGTON
KOL—Seattle

Louis Phillippe, Inc., Chicago, N (Toi-
letriex).

Eugene, Ltd.. New York, N. Y. (Perma-
nent Wi nvlmv Aprli.mceﬁ)

J. C. Penney ¢ nc.,, New York, N. Y.
(Local bmnch)

Wyeth Chemlical Co., New York, N. Y.
(Jad Salts).

WISCONSIN
WTMJ—Milwaukee

General Mills, Inc., Minneapolis, Minn.
(Gold Medal Flour).

United Drug Co.. New York.

Rit Products Corp.. Chicago, Ill (th Dry
Cleaner Compound).

Blue Valley Creamery Co., Chicago, Il

Marquardt Co. (Perfect Sleeper Mat-
tresses)

Robert A. Johnston Co. (Cookies).

Anchor Oil Co
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“Back to Good Times” Is Bank
Campaign

SERIES of Saturday night talks by

prominent Californians, broadcast
over stations KFI, Los Angeles, and
KGO, Oakland, is being presented by the
Bank of America as an important part
of its "Back to Good Times" campaign.
In addition to the bhroadcasts, space n
more than 300 California newspapers, out-
door posters, car cards, folders, letters,
and displays in the lohbies of the 410
Bank of America branches in California,
are being used to promote the idea that
*California Can Lead the Nation ‘o
Sound Prosperity.”

Malt Sponsors Baseball Scores
THE Premier Malt Sales Company,
Chicago, distributors of Blue Ribbon
Malt, are sponsoring a daily report of
the baseball games, broadcast by Hal
Totten over WMAQ, Chicago, each eve-
ning. These broadcasts are in addition
to the regular Tuesday program over the
CBS network. The advertising is placed
by Matteson-Fogarty-Jordan, Chicago.

Bement Gets Aviation Accounts

USTIN F. BEMENT, INC,, Detroit,

has been mnamed as advertising
agency for the Thompson Acronautical
Corporation and for the Thompson-con-
trolled Transamerican Airlines Corpora-
tion. Radio, direct mail, outdoor adver-
tising and magazines will be used.

New Schedule for Gold Medal

WO quarter-hour broadcasts each

week in place of a single half-hour
period are called for by the new sched-
ule of the Gold Medal Fast Freight pro-
grams over Columbia. The new series
is broadcast on Tuesday and Wednesday
evenings.

WHBU Cirystal Control
Tests O. K.

LETTERS from 29 stategs and 3 Can-
adian provinces have been received at
radio station WHBU, -Anderson, Ind., as
a result of tests made on its new crystal
control composite transmitter. WHBU
operates with 100 watts power on a fre-
quency of 1210 kilocycles. All listeners
reported that the volume and quality were
good.

New Loan Campaign

HE William H. Rankin Company is

directing a new campaign for the
Globe Industrial Loan Corporation of
Newark and New York, using radio,
newspapers and direct mail.

More Time for WBBM

WITH the advent of daylight saving
time, an hour's time on the air was
added to the schedule of WBBM, Chi-
cago, which operates simultaneously with
KFAB, Lincoln, Neb., during the day and
shares time with it at night. WBBM is
now on the air from 6:45 a. m. to 10
p- m. and for a couple of hours after
midnight.

May, 1932

Will Test Directional Aerial
DIRECTIONAL aerial, said to be
able to turn radio waves around

and send them in the opposition direc-
tion, is soon to be tested by station
WFLA-WSUN. Clearwater, Fla. Lo-
catedd on the Florida peninsuala, this
station is at present sending more than
half of its waves out over the water.
for no other reason than that radio waves
naturally spread out in a circle from the
transmitter. With the new aerial it is
hoped that these sea-going waves may be
rescued and sent inland instead.

AFA Moves
TIIF. Advertising Federation of Amer-
ica has moved its New York offices
to the McGraw-Hill Building. 330 West
4Z2nd street.

Ed Wynn Makes Radio Debut in
New Texaco Series

D WYNN, one of the few outstand-

ing stage stars who never has been
heard on the air, has just signed a long
term contract to play fire chief each
Tuesday night in a thirty-minute pro-
gram of fast moving comedy and looney
Wynn humor, broadcast over a coast-to-
coast NBC chain under the sponsorship
of the retail dealers of The Texas Com-
pany, New York, producers of “Texaco”
gas and oils. The advertising is directed
by Hanff-Metzger, Inc,, New York.

NBC Raises Rates for WEAF
and WJZ

OINTING out that the rates for time

on their New York key stations have
remained unchanged for more than three
years, while the number of receiving sets
in the New York area has greatly in-
creased, the National Broadcasting Com-
pany has announced new rates for these
stations, effective May 1. The new rates
are: $900 per hour, $562.50 per half-hour,
and $351.57 per quarter-hour.

Oil Heat on CBS
HE International Oil Heating Com-
pany, St. Louis, Mo., is sponsoring an
carly morning series of organ programs
over a Columbia chain twice weekly.
Lloyd & Hill, Inc., St. Louis, is the
agency.

Utah Oil Uses Transcriptions

RAJPUT, Hindu Secret Secrvice

Agent, is now on KDYL, Salt Lake
City, three evenings a week in transcribed
form, for the Utah Oil Refining Com-
pany, producers of Vico motor oil and
Pep 88 Gasoline. =

Over 1,000 good-luck miniature ivory
elephants, given by Rajput, were sent to
listeners the first week. Listener must
request folder about sponsor’s product at
any filling station, fill in the coupon which
states that he has carefully read the
folder, and mail to the sponsor. The ele-
phant is mailed back.

This campaign, designed to introduce
Utah's new “Fresh Gasoline,” is handled
by the L. S. Gillham Agency of Salt Lake
City.

-lll.ll..
Surveys Might

Results
Don't!

THAT'S why more ad-
vertisers use WDAY than
any other station in west-
ern Minnesota; North
Dakota or northern South
Dakota.

Write for complete
details

WDAY

An NBC Associate
FARGO, N. D.

940 ke. 1000 watts

There are
six radio
stations in

NEW ORLEANS

But,

only one LEADER

Write
J. H. UHALT. . . Hotel De Soto
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SPOTLIGHTING THE

COMMERCIAL CREDIT
(Continned fram page 11.)
the wonderful all-around usefulness, con-
venience and economy of this modern
milk—Carnation—in its handy modern
package.

And now—I've gone way beyond my
time. So—let’s hear a beautiful number
played beautifully by Mr. Eastman and
his Carnation Vagabonds — Dvorak’s
“Humoresque.” :

Of course “Mrs. Williams” was
part of the act, “planted” among the
-visitors as a stage magician plants
his assistants, or a stage comedian
his “stooges.” Certainly the Car-
nation Company had no intention
of deceiving anyhody. It was mere-
ly a clever stunt, an unasual way of
putting over a long commercial an-
nouncement interestingly—at which
it was entirely successful. If more
advertisers took as much pains to
make their sales talks interesting,
instead of having them cold-blood-
edly read off by the announcer,
there would be Jess talk of “too
much advertising on the air” and
fewer people saying “there ought
to be a law.

KXA Gets Stay Order
ADIO station KXA, Seattle, Wash,,

has been given a stay order by the
Court of Appeals of the District of the
Columbia against the action of the Fed-
eral Radio Commission, which granted
the application of station KVI, Tacoma,
Wash,, for full time on 570 kilocycles,
now occupied by KXA, and moved to
KXA to part time on 760 kilocycles, now
occupied by KVI.

Musical Series for Ginger Ale
CANADA Dry Ginger Ale, Inc.,, New

York, will return to the air May 2,
with a series of musical programs by
George Olsen’s orchestra. Ethel Shutta,
soloist, and Jack Benny as master of cere-
monies. The programs will be broadcast
over an NBC hook-up, as was the series
of dramas formerly sponsored by Canada
Dry

THE Adcrafier, publication of the
Adcraft Club of Detroit, an organi-
zation of advertising men of that city.
featured radio in its issue of April 12.
Staff members of Detroit radio stations
and radio sales organizations contributed
articles for this issue.

New Radio Audition and Re-

hearsal Studios Opened

NEW idea in radio rehearsals and

auditions was ecmphasized in the
opening of Radio Audition Studios at
1680 Broadway, New York. The studios
will be leased to advertising agencies and
artists for the rehearsing and auditioning
of radio programs.
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Home Dramas~for Insurance

“ROSES and Drums,” a series of

dramatic programs presenting out-
standing incidents in connection with the
building of the American home, is a new
Sunday evening program, broadcast over
a CBS network under the sponsorship of
the Union Central Life Insurance Com-
pany of Cincinnati. The broadcasts are
prepared and presented under the super-
vision of the Chicago office of J. Walter
Thompson Company.

The first national advertising in this
company’s 65-year history, the campaign
is being launched at this time in the
belief that business generally must start
preparing now to be fully ready to
exploit the turn of the tide whencver
that turn comes, according to a statc-
ment by W. Howard Cox, president.
Magazines and newspapers will also be
used.

Krauss Joins Pearce-Knowles
NDREW KRAUSS, former com-
mercial manager of radio station

KOL, in Seattle, is now associated with

Pearce-Knowles, Scattle  advertising

agency. This agency is now preparing a
radio campaign for the Seattle stores of
the J. C. Penney Company.

Commission Grants Power
Ingreases

HE Federal Radio Commission has

eranted the applications of stations
WEBR, Buffalo, N. Y, and WTAG,
Worcester, Mass., allowing WEBR to
increase its daytime power from 200 to
250 watts, and WTAG to increase its
daytime power from 250 to 500 watts.

Other decisions of the Commission give
KID, Idaho Falls, Idaho, unlimited time,
instead of sharing night time, and permit
WABC, Columbia’s New York key sta-
tion, to experiment with 50,000 watts on
the 800 and 900 kilocycle channels.
WHEF, Kosciusko, Miss., was granted a
modification of construction permit to in-
crease daytime power from 100 to 250
watts.

Cash for Jokes Builds Audience
for Announcements
C.‘\SH for humor is paid by station

WGAL, Lancaster, Pa., on its Hick-
orytown Hoe-Down broadcasts every
Wednesday evening at 9 o'clock. One
dollar cash prizes arc paid to listeners
sending in the best jokes, riddles, humor-
ous readings, situations, etc. The best
letters are rcad over the air, and the
ones causing the loudest laughter from
the “crowd” are awarded prizes.

The Hoe-Down, conducted as an old-
fashioned barn dance, features local
hill-billy orchestras and singers. The
commercial announcements are written
in dialogue, and the parts are taken by
“guests” at the dance.

Getting Both Sides

NF.]THER pacifists nor militarists

can criticize station WIP-WFAN,
Philadelphia, for being one-sided. Each
wetk this station presents a program
sponsored by the International League
for Peace and Freedom and another
sponsored by the National Defense
League.

Classified
Advertisements

No order

Rutes: 5c a word per insertion.
Cushi  must

uccepted for less than $2,00,
accompany order.
Broadeast Advertising.
440 South Dearborn St., Chicago.

SITUATIONS WANTED

Experienced station executive now em-
ployed in southern station desires con-
nection with progressive station in the
southwest preferably. Married, has fam-
ily, steady, capable. Can furnish excellent
references. Would prefer a station with-
out chain affilintion. Has been proved
a consgistent money maker and has a
maodest idex of adequaté remuneration.
Address Box 501, Broadcast Advertising.

Coffee Program Returns
THE Coffee Matinee, a weekly after-

nocn series. sponsored by the Bra-
zilian American Coffee promotion com-
mittee, i1s back on the air over an NBC
network.

Statement of the Ownership, Management,
Circufation, Etc., Required by the Act
of Congress of August 24, 1912,

of ‘“Broadcast Advertising.” published
monthly at Chicago, N, for April 1, 1932,

State of Illinois, County of Cook, s8s.—
Before me, a notary public in and for the
state and county aforesald, personally ap-
peared G. W, Stamm, who, having been
duly sworn according to law, deposes and
says that he is the publisher of **Broad-
cast Advertising’”’ and that the following
Is, to the best of his knowledge and be-
lief, a true statement of the ownership,
management, etc., of the aforesaid pub-
lication for the date shown in the above
caption, required by the Act of August 24,
1912, embodled in section 411, Postal Laws
ahd Regulations, printed on the reverse of
this form, to-wit:

1. That the names and addresses of the
publisher, editor, managing editor and
business manager are:

Publisher—G. W. Stamm, Chicago, Ill.

Editor—R. B, Robertson, Chicago, Il

Managing Editor—None,

Business Manager—G. W. Stamm. Chi-
cago, IN.

2. That the owner is: (If owned by a
corporation, Its name and address must
be stated and also immediately thereun-
der the names and addresses of stock-
holders owning or holding 1 per cent or
more of total amount of stock. If not
owned by a corporation, the names and
addresses of the individual owners must
be given. If owned by a firm, company or
other unincorporated concern, its name
and address, as well as those of each in-
dividual member, must be given.)—G. W.
Stamm, Chicago, Il

3. That the known bondholders, mort-
gagees and other security holders owning
or holding 1 per cent or more of total
amount of bonds, mortgages or other se-
curities are: L. E. Mellvain, Chicago, Il

4. That the two paragraphs next above,
giving the names of the owners. stock-
holders and security holders. if any, con-
tain not only the list of stockholders and
security holders as they appear upon the
books of the company but also, in cases
where the stockholder or security hold-
er appears upon the books of the company
as trustee or in any other flduciary rela—
tion, the name of the person or corpora-
tion for whom such trustee is acting, Is
given: also that the said two paragraphs
sontain statements embracing affiant’s full
knowledge and belief as to the circum-
stances and conditlons under which
stockholders and security holders who do
not appear upon the books of the com-
pany as trustees, hold stock and secur-
itles in a capacity other than that of a
bona fide owner; and this affiant has no
reason to believe that any other person.
assoclation or corporation has any inter—
est, direct or indirect. in the said stock,
bonds or other securities than as so
stated by him,

G. W. STAMM.
Business Manuyer.
Sworn to and subscribed before me this
7th day of April, 1932,
(3eal) LILLIAN CONRAD.
(My commission expires May 17, 1932.)
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